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Reach, Mattoon 
and Yates Form 
New Partnership 


Revised Agency to Have 
Macfadden’s True Story 
Women’s Group Account 


New York, Dec. 2—The 20-year- 
old Chas. Dallas Reach Co., which 
last year billed $5,000,000, will 
hang out a revised shingle Jan. 1: 
Reach, Yates & Mattoon. 

Mr. Reach, who has been presi- 
dent and treasurer, will move up 
to chairman of the board and 
treasurer. Henry A. Mattoon, 39, 


Chas. Reach Henry Mattoon 


who has resigned as v.p. and crea- 
tive committee chairman of Dan- 
cer-Fitzgerald-Sample, will be 
president. James Yates, co-founder 


(Continued on Page 103) 


| 


presents an up-to-date picture 


important to advertisers and ag 


The Broadcasting Industry 


Starting on Page 37 and continuing through Page 78, ApvER- 
TISING AGE presents its annual review of the radio and television 
broadcasting industry. In addition to its regular weekly cover- 
age of news about am, fm and tv media, AA in this section 


place in these media during the past year. These changes are 


—radio or tv. This broadcasting section also contains case his- 
tories of some successful users of radio and tv; a separate story 
on the latest developments in the Canadian broadcast industry, 
and a number of charts and tables containing up-to-date infor- 
mation on various phases of the industry. 


of the changes that have taken 


encies using—or planning to use 


Six Agencies Lose Out 
on Linett Enterprises, 
Current Count Shows 

By Lawrence Bernard 


New YorK, Dec. 3—When a 
mail order house overextends it- 


self and some agencies take the. 


| gamble along with it, the results 


can be disastrous. 

Louis Linett, president and co- 
owner of several mail order com- 
panies—the best known of which 
are Homecrafts and H. Sears In- 
dustries—has revealed that he in- 
tends to file in bankruptcy court 


New York Engravers Strike Gives 
Broadcasters a Crack at Retail Ads 


NEw York, Dec. 3—In the sixth 
day of a _ photoengravers strike 
that halted publication of the city’s 
daily newspapers, Magazines were 


FTC Investigating 
Hospitalization Ads 


WASHINGTON, Dec. 2—A spoxes- 


mission told the Senate judiciary 
committee today that the commis- 
sion is concerned about deceptive 
advertising for health and hospi- 
talization insurance sold through 
the mail. 

Appearing at the request of Sen. 
William Langer (R., N. D.), chair- 
man of the senate judiciary com- 
mittee, David Murchison, an as- 
sistant to FTC Chairman Edward 
Howrey, said an examination of 


selling at such a clip that their 
publishers were calling in every 
available copy from surrounding 
areas to supply the demand here. 

The strike also resulted in (1) 
weeping and wailing on the part 
of Christmas-stocked retailers; (2) 
greatly increased radio and tv 
newscasts, and (3) publication of 
mimeographed news by Schrafft’s 


man for the Federal Trade Can. | oeeraes. 


One chain—Times Square Stores 
—took a page in Newsday, pub- 
lished in Garden City, L. I., to ad- 
vertise a big sale which it said 


/was caused by the newspaper 


strike and the consequent crimp 
in the chain’s advertising. 


we Meanwhile, the dailies, with the 


,exception of the Herald Tribune, 


FTC files indicates widespread vi- | 


olations in this field. He said 
Chairman Howrey has instructed 
FTC’s staff to determine whether 
an investigation of health plan 
promotion is indicated. 


e Chairman Langer said his com- 
mittee has a number of complaints. 
FTC spokesmen explained that the 
commission’s jurisdiction in the 
field is confined exclusively to 
firms that sell by mail. Other com- 
peting firms that sell through 
agencies are under state jurisdic- 
tion and are exempt from FTC su- 
pervision. Sen. Langer indicated 
that Congress might want to con- 
sider legislation which would, 
broaden FTC’s jurisdiction. 


informed all personnel there would 
be no pay for those who did not 
work. After the engravers went 
out, other union members declin- 
ed to cross the picket lines. 

The New York Times said the 
members of the other unions were 
acting “in violation of contracts” 
by refusing to cross picket lines 
and that this “prevention” of pub- 
lication “appears to have resulted 
from concerted action by all of 


these unions in influencing or per- | 


suading their men not to report 
for work at all papers concerned.” 
The Times added that it would 
hand out “individual” 
ments to some personnel, and that 
only these people would get paid. 


w The Tribune, which published a 
reported 2,000,000 copies of an ad- 
(Continued on Page 99) 


assign-| 


Mail Order House Leaves Trail of 
Unpaid Bills in New York Agencies 


some time next month. 
When this happens, at least six 
advertising agencies will be 


among his creditors. One is now} 


dissolving; a second has liquidat- 
ed; a third is trying to regain its 
balance after a loss of nearly $50,- 
000, and the rest seem to be 
breathing easy with the feeling 
that they weren’t involved too 
deeply. 


s To date, the agencies concerned 
are Grant & Wadsworth, J. R. 
Kupsick Advertising, Palace Ad- 
vertising Service, Klores & Car- 
ter, Manhattan Advertising (not 
to be confused with Manhattan 
Advertising Agency, specialist in 
the Italo-American field) and 
Huber Hoge & Sons. 

This is the current status of 
these agencies, all involved with 
Mr. Linett in a chain of events 
which in some cases extends back 
over a period of years. 

Grant & Wadsworth apparently 
is in the deepest, with an unpaid 
bill of about $48,000. Spokesmen 
say that G&W is now working out 
its commitments, and they em- 
phasize that the 32-year-old agen- 
cy is not going out of business. 

J. R. Kupsick Advertising, while 

it will make no comment, has not- 

ified media representatives that it 
(Continued on Page 99) 


Taxsense in Advertising ... 


39 Employes to Leave Maxon Inc. by 
February; Billings Up to $35,000,000 


Raytheon Dealer 
Offers Free Car 
with $550 TV Set 


| Cuicaco, Dec. 4—Buy a Raythe- 
;on television-combination set for 
| $550 and get a postwar car free! 
Sounds like a good deal, offhand. 
So thought many Chicagoans 
‘when Frank Bruno Appliance 
Sales & Services broke the promo- 
|tion last week over its late Mon- 
|day evening WNBQ spot. 

Response to the “seemingly in- 
credible” offer was “six to ten 
times greater than any Bruno tv 
promotion this season,” despite the 
fact that a check of other local au- 
thorized Raytheon Mfg. Co. deal- 
ers proved a good shopper could 
pick up the same set elsewhere 
for $455, delivered. Without the 
used car, that is. 

Bruno, who joined forces with 
|'Raytheon’s local distributor, Ray- 
theon Distributor Inc., repeated 
the premium deal Thursday night 
and scheduled a full-page b&w ad 
in the Sun-Times over the week- 
end. 


ws Jim Flora, manager of Raythe- 
on Distributor, told AA that sug- 
gested list price in this area for 
the model offered by Bruno is 
$569.95. However, he said, the 
company is “permitting Bruno’s to 
sell it for $550 during the special 
offering.” 

Although declining to quote 
figures, he observed the _ initial 
stock of 1946-49 cars was exhaust- 
ed shortly after the first announce- 
ment. It is understood that some 
300 cars will be used as premi- 
ums. 

While Bruno is doing a big busi- 
ness on television sets, other Ray- 
theon dealers are not faring so 
|well and are offering sizable dis- 
(Continued on Page 4) 


Last Minute News Flashes 


Weaver Heads NBC: R. W. 


Sarnoff Named Exec V.P. 


_ Detroit, Dec. 3—Lou Maxon, 
president of Maxon Inc., told Ap- 
_VERTISING AGE today that 39 mem- 
bers of the Maxon staff will leave 
‘the company by year-end. and that 
‘about 25% of the remainder— 
| mostly in the higher salary brack- 
ets—will take 10% cuts in pay. 

| At the same time, he made it 
|perfectly clear this is not because 
/Maxon Inc. is having any client 
| trouble. Far from it. He revealed 
| that billings this year will exceed 
' $35,000,000, a gain of more than 
$5,000,000 over 1952—and it ex- 
pects to get another large account 
early in 1954. 

Also, Mr. Maxon said “we will 
/wind up with 329 on the staff,” 
|and this is about 20 more employes 
than the agency had a year ago. 

Two-thirds of those dismissed 
are still with the agency, and any 
may stay through February if they 
have not found other jobs until 
then. 


a Mr. Maxon more or less bluntly 
explained that the staff cuts are 
being made in anticipation of the 
scheduled expiration of the excess 
profits tax and have nothing to do 
with the three accounts resigned 
by the agency during the past 


(Continued on Page 102) 


Postage Increases 
Feb. 1 on Catalogs, 
Controlled Papers 


WASHINGTON, Dec. 3—Postmas- 
ter General Arthur Summerfield 
announced today the increased 
postal rates for catalogs and con- 
trolled circulation business publi- 
cations are to go into effect on 
Feb. 1, 1954. The higher rates 
were authorized Nov. 16 as a re- 
sult of an application which Mr. 
Summerfield filed with the Inter- 
state Commerce Commission. 

National Business Publications 
Inc., Washington, which has a 
large number of controlled cir- 
| culation business publications in its 


New York, Dec. 4—Sylvester L. Weaver Jr., 44, was named president |Membership, has announced that 
of National Broadcasting Co. today, and Robert W. Sarnoff, 35, was|it plans to contest the ICC order 
elected executive v.p. Mr. Weaver has been in charge of radio and tv |in court. The association contends 
networks for NBC and vice-chairman of the board. Mr. Sarnoff, son of that the rate for controlled cir- 
David Sarnoff, board chairman of NBC and RCA, who has been acting | CU/ation business publications is a 
president of NBC for some time, had been v.p. in charge of the NBC | Separate mail class and is no long- 


film division. 


Block Switches 3 Products from Kastor to Mogul 
JERSEY City, N. J., Dec. 4—Block Drug Co. has switched Alkaid tab- 


lets, Minipoo dry shampoo and Pos 
Farrell, Chesley & Clifford to Em 
change was made because of the 


lam ointment and soap from Kastor, 
il Mogul Co., effective Jan. 1. The 
conflicting Charles Antell Co. ac- 


counts, recently acquired by Kastor, Farrell. 


Curtis Circulation Co. Adds ‘American Home’ 


New York, Dec. 4—American Home, after 21 years with American 


News Co., will be distributed by Curtis Circulation Co. beginning with 
the February issue. Field & Stream, with American at least ten years, 
switched to Curtis with its current issue. 


Everett Hencke Joins Anderson & Cairns 


New York, Dec. 4—Everett W. Hencke of Hencke-Wheeler Co., art 
service agency, has joined Anderson & Cairns as senior art director 
and manager of the art department. He was formerly associated with 
Chas. Dallas Reach Co. and Dick Chenault Inc. 

(Additional News Flashes on Page 103) 


- 


er a part of fourth class mail—the 
only class of mail which is under 
the rate-making jurisdiction of 
the ICC. 


ws The new rate for controlled cir- 
culation publications will be 11¢ 
a pound, instead of 10¢ at present. 
The increase will cost publishers 
approximately $250,000. The new 
rates for catalogs range on a zone 
scale from 12¢ for the first pound 
for local delivery to 20¢ for the 
first pound to the eighth zone. The 
rate for each additional half-pound 
begins at three fourths of a cent 
for local delivery and amounts to 
6¢ for each extra half-pound in 
the eighth zone. The new catalog 
rate is expected to raise about 
$3,000,000. 
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Federal Court Bans Bait Advertising 
in Case Involving Electrolux Brand — 


New York, Dec. 1—Use of bait 
advertising has been banned by 
a federal court in California. 

The action is hailed by National 
Better Business Bureau, which, in 
a special bulletin to affiliated or- 
ganizations, notes that the U.S. 


district court for the southern dis-_ 


trict of California on Nov. 6 ren- 
dered a consent decree in favor 
of Electrolux Corp. against Mer- 


cury Vacuum Cleaner Stores, et al. | 


injunction the 
the defendants 


In a sweeping 
court enjoined 


“from using the plaintiff’s trade-| 


mark, service mark or trade name 


Electrolux in advertising or pro- | 


motion at a low price so as to 


attract customers or inquiries to! 


defendants in order to sell at a 
substantially higher price a vacu- 
um cleaner of manufacture other 
than the plaintiff’s, or for the 
primary purpose of selling or fur- 
thering the sale of goods other 
than those advertised, to the injury 
of the plaintiff's trademark, serv- 
ice mark or trade name, or to the 


fact that such machines are re- 
built and the name of the rebuilder. 


es “Since many bait advertising 
offers have been promoted by 
|/means of radio and television ad- 
'vertising,’’ the bureau notes, “it is 
significant that the court after 
stipulating the manner in which 
disclosure of the source of rebuild- 
|ing must be made, restrained the 
defendants ‘from failing, with re- 
spect to all forms of advertising 
or promotion other than printed, 
written or visual matter, to em- 
ploy words disclosing the afore- 
said factual information as to 
name and source with the same 
emphasis as the word Electrolux.’ ” 

The injunction cites specifically 
that this clause “shall include, but 
shall not be limited to, advertising 
or promotion by radio or televi- 
sion.” 


s 


Advertising Age, December 7, 1953 


PRESIDENTS ALL—Robert Gros (right), director of advertising and public relations 
for Pacific Gas & Electric Co., San Francisco, and president of the Advertising Assn. 
of the West, chats with presidents of Los Angeles area adclubs whose members as- 
sembled to hear him speak recently. Left to right are Har Palmer, Hollywood Citizen- 
News, president of the Hollywood adclub; Leland A. Phillips, Grand Central Mar- 
ket, president of the Los Angeles adclub, 


motive Corp., who is president of the Los Angeles Advertising Women. 


and Charlotte De Armond, Pacific Air- 


The judgment of the court in 
this case, NBBB says, “leaves no 
doubt that the use of advertising 
of a famous brand name in a low 


Satellite TV Stations Won't Replace 
Community Antenna Systems, Shapp Says 


injury of the plaintiff’s business, q 
good will, reputation or products.” | Price offer as a lure to sell other 

In addition, the court prohibited | g00ds at higher prices to the detri- 
use of the name Electrolux in of-| ment of the owner of the adver- 


fering rebuilt vacuum cleaners for tised brand name will be re- 
sale without clear disclosure of the| strained as unlawful.” 


Supermarkets Will Go Heavily into 
Appliance Business in 54: LeBow 


‘Saturation Point’ Is half-price, on presentation of cash 


Hi register strips totaling specified 
Derided as an Excuse 'amounts. Thus, a $54.95 nationally 
for Slowups in Sales 


branded rotisserie broiler costs the 
‘consumer $34.90 together with $50 
\in adding machine tapes repre- 
fame es grocery purchases. A 


supermarket become the dominant |>randed $21.50 pop-up __ toaster 
rr te of the smaller electri- | comes to her at $10.90 with $25 
cal appliances, displacing discount | in tapes. 
houses and severely affecting the) “Under these arrangements 
appliance business of department Supermarkets are selling china- 
stores, hardware stores and appli-| ware, aluminum pots and pans, 
ance stores. |silverware, glassware, bridge ta- 
“The weekiy take-home pay for |bles and other articles of occasion- 
a very large proportion of wage al furniture, and a miscellaneous 
earners will be lower in 1954./ variety of other items. 
Prices farmers receive will tend) “Thus, what might look like 
lower: the ‘saturation point’ in broilers, 
“Competition which bases itself|toasters, electric blankets, or 
merely on price factors will not| watches, to traditional outlets for 
capture these markets.” these articles, might look like an 
These are some of the high-|inexhaustible bonus to a super- 
lights made by Victor LeBow, | market. 
business consultant, in a talk a 
week ago before the Babson Insti- |, “Take a manufacturer of wom- 
tute. /en’s hosiery in 1954. He is making 


les P 
|his stockings on postwar mach- 
, 
® Sales will be tougher next year, ino, the same machines that are 


Mr. LeBow said, and “the most/i, Qperation in some 600 or more 


frequently used alibi will be the, ; 
fiction that the ‘saturation point (Continued on Page 83) 


New York, Dec. 1—‘During 
1954 we will probably see the 


PHILADELPHIA, Dec. 1—Satellite ing, they want to receive them also. 
or booster television stations will; “This has been proved repeated- 
never replace community antenna/ly with community antenna sys- 
systems in bringing television to| tem operators who started out pro- 
remote areas in the U. S. | viding service from one or two sta- 

That is the opinion of Milton J. tions,” he added, “and as more 
Shapp, president of Herrold Elec-|came on the air increased their 
tronics Corp., one of the pioneers | services to supply up to three.” 
of community antenna systems and; As more stations came on the 
now developing a low-powered sat-| air, subscribers demanded them 
ellite TV broadcasting transmitter | Today, some systems are supply- 


for installation in Mexico. 
“Satellite station operation in 
most parts of the United States 
does not offer the general public 
the advantages obtainable with a 
community antenna system,” Mr. 
Shapp pointed out in a _ special 
statement to the press. “In fact, 
there is considerable doubt, be- 
cause of the numerous legal, tech- 
nical and economic problems in- 
volved, that satellite stations can 
give the American public the tele- 
vision service they demand, where- 
as these services can be supplied 
quite simply and economically by 
means of community systems.” 


@ On the other hand, Mr. Shapp 
stated, satellite station operation is 
ideally suited for Central and 
South America and possibly some 
regions in Canada. 

He explained that in this coun- 
try, with its high standard of 
living and taste for variety and 
freedom of choice, the television- 
viewing public wants to receive all 
networks and select its own pro- 
grams. In a fringe town, where 
there is only one station available 
people will temporarily be content 
However, if they know that in th’ 
surrounding area there are two o 
three or more stations broadcast: 


has been reached in a particular | 
product or industry. Since nobody 
really knows what the saturation 
point is for any commodity, this 
is obviously a most useful device, 
with an impressive finality about 
. 

Pointing out that supermarkets 
are now catering to an estimated 
80% of the population, Mr. LeBow 
suggested that their saturation 
point may be a lot closer than has | 
been suspected, and that competi- 
tion between supermarkets is 
likely to increase in intensity. 

“We see the beginnings of a 
more ferocious variety of competi- 
tion,” he said, “in the trading 
stamp wars which have broken 
cut in a couple of places, and in 
the increasing use of premiums by 
supermarkets.” 


on cybernetics and automation 


The series was written by E. 


subjects. The series as a whole 


s On supermarkets becoming ma- 
jor distributors of electrical appli- 
ances, Mr. LeBow said, “The | 
device which more of the super- 
markets will be using is to make 
appliances available at close to 


or fifteen years from now. 
Please order reprints—while 
ADVERTISING AGE, 200 E. Illinois 


It's Fun to Be Fooled! 


On Nov. 9 we announced that a 16-page reprint of the four- 
part series appearing in ADVERTISING AGE taking a long view 


of marketing, selling, merchandising, promotion and advertising 
could be obtained from AA at 35¢ each ($2.50 for ten, and 20¢ 
each in quantities of 25 or more). 

We were fooled by the response! We quickly ran out of the 
first batch of reprints, and as quickly reprinted for the second 
time, only to run out once again! So—this is to apologize to re- 
cent orderers, whose orders have not yet been filled, and to 
announce that we are reprinting the series for the third time. 


dising of Grey Advertising Agency, New York, who is especially 
well-known for his “look-ahead” views on marketing and allied 


plete discussion of the “automatic age” from the primary stand- 
point of merchandisers and marketers, and deserves the careful 
study of everyone who intends to be in this business five or ten 


and their impact on the world 


B. Weiss, director of merchan- 


is the first well-rounded, com- 


they last—from the Library, 
St., Chicago 11, Ill. 


ing five and seven channels. 


@ Even in small towns where loca. 


stations are broadcasting in areas | 


where u.h.f. stations are operating 
community antenna systems are 


continuing to thrive, he said. How- | 


ever, in South and Central Ameri- 
ca, with their sparse population 
and lower standard of living, re- 
mote rural communities will be 
very happy to receive even one 
station. 


“A satellite rebroadcasting the | 
programs of one station will sup- | 


ply the needs of the public and 
the broadcaster,” he said. He added 
that some governments in South 
America may even assist broad- 
casters in underwriting satellite 
operations. 


‘Esquire’ to Have 
a British Edition 


Lonpon, Dec. 1—Esquire is com- 
ing to Britain this spring. 

Esquire Inc. has completed plans 
to launch a British edition of the 
magazine. A search is now under 
way for London offices, which will 
be known as “Esquire House.” 

Negotiations to publish a British 
Esquire were started in October, 
when President John Smart visited 
London (AA, Oct. 26). The British 
edition will be built around the 
main editorial section of the Amer- 
can Esquire. Surrounding editorial 
pages will be British and Europ- 


ean. The advertising will be Brit-| 


ish and European, too. 

Esquire will sell here for three 
shillings and sixpence—the equiv- 
alent of 50¢. The first issue is ex- 
pected to come out in May. 

An ad director and editorial staff 
will be picked shortly. Alfred 
Pemberton Ltd. has been appoint- 
ed advertising representative of 
the magazine. Pre-publication pro- 
motion is being handled by Ken- 
nerley Edwards & Associates. 


McGraw-Hill Votes Dividends 


McGraw-Hill Publishing Co. has 
voted a quarterly dividend of 50¢ 
a share and a year-end dividend of 


|25¢ payable to stockholders Dec. 
/18. Last year, before the two shares 


for one stock dividend, the com- 
pany paid 55¢ a share and an extra 


of 85¢. 


Corporate Ad 
Budget Ratios 


Shown for 1950 


WASHINGTON, Dec. 1—Data re- 
leased by the Treasury Depart- 
‘ment on corporation income tax 
/returns for 1950 indicate a slight 
dropping off in the percentage of 
sales and receipts spent by the 
companies for advertising in that 
year compared to the previous 
|year. This is true over all, but 
there are some exceptions in cer- 
|tain sub-categories. 

According to calculations made 
| by ADVERTISING AGE from the 
| Treasury Department information, 
very little of this decrease was so 
great as to return to the 1948 per- 
centage level. As indicated here 
last year in reporting on the re- 
lationship of advertising expendi- 
tures to sales (AA, April 28, May 
5 and June 23, 1952), 1949 was a 
year in which corporations in- 
creased their advertising spending 
considerably, the average for all 
(Continued on Page 32) 


Rexall Will Boost 
Its Magazine Use 
by 54% Next Year 


Los ANGELES, Dec. 1—Rexall 
_Drug Co. will increase its use of 
/national magazine space by 54% 
‘in 1954 to plug regular ‘monthly 
sromotions and major sales events. 

A minimum of 10 pages of space 
will be used each month, with a 
/spread appearing monthly in Col- 


lier’s, Life, Look, The Saturday 
Evening Post and Country Gentle- 
man or Farm Journal. 

Major promotions will receive 
special emphasis. Twelve pages in 
the same publications will pe used 
to publicize February and June 
promotions. The February promo- 
/tion, running from the 15th to the 
(28th of the month, will be known 
as the “Amos ’n’ Andy” sale. Rex- 
all has sponsored the program on 
CBS Radio since January, 1951, 
and will continue to use the pro- 
gram in 1954. 


= One-cent sales in April and 
October will be promoted with 
four pages in two colors in each 
'of the five magazines. Four-color, 
| four-page insertions in all five 
‘magazines will support Christmas 
sales efforts in 1954. 

| Batten, Barton, Durstine & Os- 
‘born, Los Angeles, is the Rexall 
agency. 


L. A. Admen Plan 
Students’ Casebook 


Los ANGELES, Dec. 1—The Ad- 
vertising Club of Los Angeles is 
currently querying members for 
up-to-date case studies of actual 
advertising and marketing prob- 
lems. 

They will be edited by the Na- 
tional Assn. of Manufacturers into 
a casebook to be used by profes- 
sors to bring students closer to 
current business problems. 

Members are given a suggested 
outline for the case studies, in- 
cluding (1) a statement of the 
marketing principle to be demon- 
strated; (2) a statement of the facts 
leading to the conclusion; (3) an 
analysis of what factors were 
needed to solve the problem, and 
(4) a description of the solution 
and whether it was successful or 
not. 


Joins Fulton, Morrissey 

Arthur L. Meltzer, formerly a 
member of the art staff of Doremus 
& Co., has joined Fulton, Morrissey 
Co., Chicago agency, as assistant 
art director. 
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Advertising Age, December 7, 1953 


FTC Promises 
Action on AD-X2 | 
Battery Additive 


WASHINGTON, Dec. 2—The Fed- 
eral Trade Commission revealed 
today that it is about ready to do 
something about Jess M. Ritchie, 
the California business man with 
the controversial battery additive. 

FTC has been “investigating” 
Mr. Ritchie for nearly four years. 

Recently the National Academy 
of Science, composed of many of | 
the nation’s top scientists, ruled 
that Mr. Ritchie’s battery additive 
is worthless, and this week the 
FTC issued a statement promising 
that a definite course of action on 
Mr. Ritchie wil! be adopted in the 
near future. 


shakes hands with Jim Wallace, Miller 


1 
| 
# Meanwhile, Mr. Ritchie has an-| 
nounced that he is not accepting | 
the report of the National Acad-| 
emy of Science. 
filed with Secretary of Commerce | 
Sinclair Weeks today he charged | 
that the committee, headed by Dr. | 
Zay Jeffries, retired v.p. of Gen- 
eral Electric Co., failed to make 


adequate tests “both in the lab- of Western Washington came up 
oratory and field. 


Referring to testimonials hice | or ined” to wa BA to ae 
ved a pongginde ig ~ agg teed | advertiser with the faith and cour- 
added that 08 considers. the ex- | 28¢ to lay his dollars on the line 
perience of his customers more | 224 Gis Make a campaign pos- 


, tage | sible. 
en, ee Se. ae Chosen for the first backer-up- 


tenting laporatertes. |per award was A. F. Ederer, pres- 


Mr. Ritchie had already achiev- |! : : 
ed at least one important gain as| ident, Ederer Engineering Co., pro- 


SEATTLE, Dec. 1—Advertising 
awards normally go to agencies for 
conceiving and building an out- 
|standing campaign. But last week 
the Industrial Advertisers Council 


a result of the battle he has been | ducer of specially designed heavy 
waging here during the past year | 
against the government agencies 
which have challenged the value 
of AD-X2, as he calls his prod- 
uct, for he has escaped the fraud | 
order which the Post Office De- | 
partment originally issued to stop | 
the delivery of his mail. 


ge On the basis of strong support | 
from the Senate small business | 
committee and from Secretary of | 
Commerce Sinclair Weeks, he in-| 
duced Postmaster General Arthur | 
Summerfield to lift the fraud or- | 
der last spring. 

While there has not been any) 
official announcement, it is un-| 
derstood here that the Post Office | 
Department does not intend to re-| 
enter the case, despite the report | 
of the National Academy of Sci-| 
ence. 

While there apparently is a di-| 
vision of opinion within the Post} 
Office Department, the prevailing | 
point of view is that it would be) 
difficult to prove that Mr. Ritchie 
intends to defraud, in view of his | 
faith in the testimonials supplied | 
by customers. Postal. officials are | 
inclined to feel that it is better to 
leave the case to the Federal Trade 


(Continued on Page 101) 


HOWARD SKIDMORE, for the past three 
years executive assistont to Thomas J. Dee- 
gan Jr., v.p. of passenger and public re- 
lations of Chesapeake & Ohio Railway Co., 
Cleveland, has been promoted to director 
of public relations and advertising. Mr. 
Skidmore will be responsible for press re- 
lations, advertising, and the magazine, 
design, promotion and merchandising di- 
visions. 


cranes. These are sold throughout 
the nation as the result of adver- 
tising and sales campaigns author- 
ized by Mr. Ederer over the last 
half-dozen years. 

The award paid tribute to Mr. 


Ederer “for his contribution to in- | 


dustrial advertising in the North- 
west by backing up and continu- 
ing a program of advertising and 
sales promotion resulting in na- 
tional recognition for Northwest 


BACKER-UPPER—A. E. Ederer (holding plaque) of Ederer Engineering Co., Seattle, 


Freeman Publications, after receiving the 


first award from industrial admen in Washington state for backing up an ad pro- 
gram. Looking on are Harry S. Pearson (second from right), head of Pearson, Mor- 
gan & Pascoe, the agency, and Charles Lussier, ad manager of the Ederer Co. 


Western Admen Award an Advertiser 
In a statement for Courage to Back Up an Ad Campaign 


industry.” 
Presentation of the award came 


‘ly meeting at which Harry S. 
Pearson, president of Pearson, 


cy, told the story of the company’s 
-—_ees 

. Responding to the award, Mr. 
_Ederer showed a freshness in 
| viewpoint and a vigor that belied 
|his age, now past 70. 

| “The inspiration for the adver- 
'tising,” he said, “came from Chuck 


: | ty, was packed with spectators en- 
'at the close of the council’s month- | y P eget 


Morgan & Pascoe, the Ederer agen- | 


British Government's TV Plan Wins 
in House of Lords After Hot Debate 


Lonpon, Dec. 1—The prospect of 
television with advertising last 
week produced one of the most up- 
roarious rows of modern times in. 
the House of Lords. 

When the smoke had cleared 
after a two-day debate, the gov- 
ernment had a 70-vote majority, 
157 to 87, for its com»romice vlan, 
to launch commercial television 
without sponsoring (AA, Nov. 23). 

At least 20 peers who normally. 
support the Tories deserted the) 
government on this issue. It was 
the highest vote recorded in the. 
Lords against Conservative policy | 
since the war. | 

| 


s A more tumultuous scene has) 
rarely been enacted in the staid) 
upper chamber of the British Par- | 
liament. Expecting a stiff fight, | 
the Tories cracked the whip to get | 
supporters in their seats. The re- 
sult was the biggest total vote in 
the House of Lords since 1948. 
The public gallery, usually emp- 


joying the goings-on. Describing 
the heated debate, the Manchester 
Guardian said: “It is doubtful if 
there has been anything surpassing 
it since the days of the constitu- 
tional struggle in 1911.” 

Tempers were like taut strings. 


_Two lords protested violently that 


their integrity had been impugned. 
Lord Hailsham, Tory peer who led | 
the fight against the government | 
in the absence of the ailing Lord | 


| Halifax, ended the debate on a/| 
[Charles Lussier, advertising man- | 


ager]. He harped at me to start. | 
| When we began we had no reason- | 
|able assurance that we'd ever get! 


fiery note by warning the Con- | 
servatives they are courting dis- | 
aster. Speaking in red-hot anger, | 
Lord Hailsham taunted his party | 


|our money back. But as the adver- | 


|tising grew and we got results, we 
| went a little farther. 

| “In my business I always fig- 
ured I was the big shot. I knew 
'the production end so well that I 
thought I could also tell a story 
if we had to advertise. But I woke 

(Continued on Page 6) 


Direct Mail Group 
Names Rumage to 
Succeed Henderson 


WASHINGTON, Dec. 2—The Direct 
Mail Advertising Assn. today in- 
stalled George Rumage as its man- 
aging director. He succeeds Wil- 
liam Henderson, who has resigned. 

At the same time, the associa- 
tion announced the appointment of 
a public policy and ethics commit- 


ethics for the direct mail industry. 
DMAA’s new managing director 
had been West Coast sales mana- 


ger for the Grolier Society. Previ- | 


ously he was advertising director 
of Instructor Magazine, v.p. and 
advertising director of Young 
America, and a member of the 
board of National Sales Executives. 
Mr. Henderson, who has been with 
DMAA slightly less than a year, 
told the executive board that he 
felt DMAA required a managing 
director with more background in 
merchandising than he had. 


# In addition to the appointment 
of Mr. Rumage, DMAA today pro- 
moted Jack Lord to the post of as- 
sistant managing director. 

The new committee on public 
policy and ethics is under the 
chairmanship of Jesse S. Roberts, 
director of advertising, Retail 
Credit Co., Atlanta, a former 
DMAA president. It is under in- 
struction from DMAA President 
Lawrence G. Chait to draft a pro- 
posed code and enforcement pro- 
gram for consideration at the 
DMAA annual meeting which is 
to be held in Boston next October. 

Mr. Roberts announced that a 


special subcommittee under John 
Yeck, Dayton sales promotion and 
advertising counsel, will draft the 
code. 


|# Subcommittee members include 
|Fred Michaels, manager, mail or- 
|der merchandise, Sears, Roebuck 
'& Co., Chicago; James M. Mosely, 
|president, Mosely Mail Order List 
Service, Boston, and Elon Borton, 
|president, Advertising Federation 
of America, New York. A second 
‘subcommittee, under Edward N. 


{tee which will draft a code of! Mayer Jr., president, James Gray 


'Inc., New York, will study imple- 
mentation of the code. Other sub- 
committee members serving with 
Mr. Mayer are Maxwell Sackheim, 
president, Maxwell Sackheim Inc., 
New York, and K. B. Willson, pres- 
‘ident, National Better Business 
Bureau, New York. 

In addition to the members of 
the subcommittees, the public pol- 
icy and ethics committee includes 
S. R. Bernstein, editor, ADVERTISING 
AcE, Chicago; Henry Hoke, pub- 
lisher, The Reporter of Direct Mail 
Advertising, Garden City, Long Is- 
land; C. B. Larrabee, president, 
Printers’ Ink, New York, and W. C. 
Sproull, director of advertising, 
Burroughs Corp., Detroit, and 
president of National Industrial 
Advertisers Assn. 


® H. S. Simpkins, acting director 
of mail fraud investigations, was 
assigned by Postmaster General 
Arthur Summerfield to serve as 
a consultant to the DMAA group. 
DMAA also announced that it 
has retained the firm of Harper 
& Herman, New York, as legal 
counsel. It is the first time that 
DMAA has had a continuing ar- 
rangement for legal services. 


— : : 
b 3 


“All this fuss! 

they switch off their hearing 

aids while the commercials 
are on?” 


Why can't 


COMMENT—As the debate on commercial 

tv raged in the House of Lords, a number 

of newspapers carried cartoons on it. This 

one appeared in the London News Chron- 
icle. 


to go ahead and win its majority in 
Parliament—‘and see what hap- 
pens to you in the end!” 
The debate was mainly a for- 
ensic rehash of old arguments, but 
(Continued on Page 104) 


Accountants to Study Pricing Principles 


WASHINGTON, Dec. 2—A_ group 
of six accountants accepted the as- 
signment this week of trying to 
develop standards of proof and 
procedures for costing which will 
serve as guides to help business 
comply with price discrimination | 
provisions of the Robinson-Pat- 
man Act. 

Under the chairmanship of 
Prof. H. F. Taggart of the Univer- 


15 Oil Companies 
to Boost Capital 


| 


Expenditures 17% 


| New York, Dec. 1-——-Estimates by 
|15 major oil companies indicate an 
| .ncrease of 16.8% in 1954 over 1953 
in capital outlays for additional 
refining capacity. 

In addition, an estimated in-| 
crease of 11% in expenditures for 
new service stations and other 
marketing facilities will be made! 
in ’54. 

However, the 15 companies will 
spend less on crude oil output and 
transportation, reducing over-all 
money outlays for 1954 by 1.8%— 
a drop from $i,562,359,000 to $1,- 
534,443,000. 

These facts are presented in a 
new survey just completed by Na- 
tional Petroleum News, a McGraw- 
Hill publication. 


@ Seven companies reported in- 
creases in their marketing budgets; 
five reported decreases; three ex- 
pect no change. 

Breakdowns on marketing ex- 
penditure reported by ten com- 
panies showed that their combined 
investment for new service sta- 
tions and for remodeling existing 
stations will increase about 23.4%. 
An additional breakdown by eight 
of those ten showed a planned 
28.9% increase in outlays for new 
service stations and 27.7% for re- 
modeling existing outlets. 


has been 
|/'Trade Commission Chairman Ed- 


| Stitute the 


the 
appointed 


sity of Michigan, committee 


by Federal 


ward F. Howrey. Chairman How- 
rey expressed the hope that the 
committee will arrive at standards 
which will eliminate controversy 


and enable businesses to quote 
prices with assurance that the 
quotations comply with the re- 


quirements of law. 

“The main purpose of the study 
will be to furnish the commission 
with information which will en- 
able it to strengthen the admin- 
istration of the Robinson-Patman 
Act and obtain wider compliance 
with its provisions,’ Chairman 
Howrey said. 


s “Although savings in cost con- 
primary justification 
for lawful price differentials un- 
der the act, there has been little 
advancement in the field of dis- 
tribution cost accounting during 
the 17 years it has been on the 
books 

“Business concerns, especially 
those from the small business seg- 
ment of our economy, have found 
it very difficult, if not impossible, 
to determine precisely what cost 
savings are allowable and how 
they may be provided.” 

While the study group consists 
entirely of cost accountants, Chair- 
man Howrey indicated that trade 
associations—including the Amer- 
ican Marketing Assn., National 
Sales Executives, and retail and 
wholesale groups—will be invited 
to submit their views. 


Two Join Doyle, Kitchen 


Gordon W. Laird, formerly with 
Albert Frank-Guenther Law, has 
been named an account executive 
for Doyle, Kitchen & McCormick, 
New York. Another addition to 
the agency is Warren K. Rodat, 
previously advertising and sales 
promotion manager of Carey Salt 
Co., Hutchinson, Kan., who be- 
comes agricultural department 
manager. 


iit Na hee eek she Marmayogi ROR Verna inte SIN NS canner me cc ca, AC te, MGS Aiello: eA |p GUE a ihe ng). Sa a i AMOR Bee Gas Ac 8 <> ae aaa 1 At&t LS ere am yk <1 ee PRI aR cei a Ma 
eae ois Se erm i. teal Pes Spe as PF ene I geen le oh rE 2 UA eae Tyee is eon Pe ct ec Spin sa. te re oe 2 os 0 cea RRR ae cecal: Rone or conta os EE Jo eae ae AT it pee “gles r 
ees wets Crete e See sy SR ios he ce if Dad oh, phe” it : aE ea 3 re i aas Ed ; ey : : = “ : ; e ba RS & ee ee 
ae 4 - ee a See, eee, i sah OS pa Sn are eye a on "ene a belt din eee : ee age" aca ieee ae ; are : ee coil aa te ee oe Memes 5d = Bie ths len ss SS eee aoe 
: <a et, ee Whe Freak Wee ae es im pp eet isa 24 " . » . : ae oe ‘ p. eae 7 ei. . 3 ech eo r i ore : ie ? A : 5 i aa 
3 ee 3 
; 
. ie aah REE és nee . ss Se ie ee its ia } ps 
~ = 2 “8 3 re : 
<4 a * B = - Ha a —— 
z b ir ‘ 2 5 é pr —e ie4 aba 4 a: poate e* ee 
oe > ce ae . a a? eS a A iS 2 
i es , Dae 2 aoa — : es . 3 
~ RGR: yi, eee oe Sprod | 
Bo oe 3 are. . es eee ' eres 5 a Ate v— ° — ; 
t- ~ &\ ins ac) gla r™ as ae \7;z ie 
» ee Gee ee eee eet i = Fe 
x L \ gee - ere} he . 7 ee: : ge —_ / /; 
nt >» % 4 ‘ 5 aes te a FS roe tue Gee ; “ on oes - hea, -, =: > ) 5 | 
of “ a ONS oe oe a a 
; eR NE ae ee ee a) 
o 4) oe ag a Bae... j fy 
at er he — oe \ SS the a Gj a - OC} : 
.S 3 : sm a x ea ee. a Soar be F 
1s f rs Bor; ‘ . ee, bat * alam ‘ Tr) * 
t= > GOO MM et Sy ; 
e 4  - re ey Soke | i 
oe ee ee Veer | ee 
of = =~? ae ae Races 
. ps —- = Be Be Be saath 
. ES a =e ie 3 CEM vib 
, : Pie 
; PC ——C—C‘(‘i;LUUhDLULL \ Ce Po 
50 . oes \To es Ee ae 
t= ag e ic - eee ‘/ oo 
= 4 4 = es ee 
x | | F ea S i ak ; 
; ’ ae sie 
y } om rs. 
a yy Me —g aa Vane 
. } a! Ss Pre eae 
jis eee @ =a \| i ini 
co — <—_{ } }——__§ r A 
l SS | 
i — $ “ — 
SE sg Sal 
Pe , 
ll ed ees 
of < 
4 ee : ae 
s. oe 
Q eae 
a ae 
s ee 
-  § 
Ly eee 
i ee “ip 
ma ae usak Ge ee ees: 
in oe" 
et. 
“ a 
1e “ay 
am 2 
1e : 
n 
: | bis, 
mn pc 
Same rive 
ws ee ene 
hee 
ee 
Rese = 
id i Pre 
" me 
ee i ey 
re fae 
is : 
S< a, 
‘ as 
ae 
< es se 
is Vice 
4 prey 
i= a a? 3 aes 2 Baits 
0  — Peat ees 
0 — | . ai ed 
— . be 
SS ff) te. 
: Bi ‘ J : A g uo 
\- % a an 
ts . a r F j ° ‘ih : i 
n J : 3 
e 
d | 
in 
or eae 
nhedi 
a ee 
iS : 
re 
Ein 
. Ba: 
” , ‘ r] ‘ . on f 2 ae am a, Hie ts: : ghee i es . ae He Pe. ; io et i tgp ; : cs 4 : i R : topes : ‘ iS ae ee r eet a 


4 


Gaynor Leaves 


expects to bill about $1,200,000 in 
1954 with perhaps ten advertising 
accounts and three public rela- 
tions clients. “We will handle 
medium to small industrial adver- 
tisers and do public relations work 
for industrial companies,” 
|Mr. Gaynor. “As a service or- 


Buchanan; Form 
om 

His Own Agency  tirissiidn® ne sadea we si 

'give service on everything relat- 


New York, Dec. 3—Paul Gaynor | ing to sales.” 
has resigned as v.p. and account. Mr. Gaynor expects to staff his 
executive of Buchanan & Co. to agency with 22 people, including 
open his own agency at 10 E. 49th | executives now with other agen- 
St. With Mr. Gaynor went four cies and advertising managers 
Buchanan accounts: Fairchild En- (formerly agency men). 
gine & Airplane Corp., Fairchild) Buchanan, meanwhile, an- 
Recording Equipment Corp., J. A.| nounced the election of Kendall 
Maurer Inc. and Precision Film| Mau as a v.p. Mr. Mau is account 
Labs. | executive on Consolidated Vultee, 
Mr. Gaynor told AA today that| working out of the Los Angeles 
the accounts went with him with office. 
the blessing of John Hertz Jr.,| 


Buchanan board chairman. He Appoints Ann Von Rumpf 

said it was a “completely happy! ann Von Rumpt, formerly with 

split. ‘Philip Greenhow Studios, has 
‘joined the sales staff of Prome- 

= The new agency, Gaynor & Co.,|nade and Park East, New York. 


said | 


Raytheon Dealer 
Offers Free Car 
with $550 TV Set 


(Continued from Page 1) 
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Advertising Age, December 7, 1953 


Maxon Inc. is not kaput. Conclusion-jumpers landed badly, says Lou 
Maxon, pointing out that billings have hit a new peak. Staff prun- 
ings, he says, streamline the agency, are dictated by the end of the 
excess profits tax 


poke Gs LER RPE MET eee eeeraorer@rt fs. f . 2 2 2 


counts. As noted, the same 21” Six agencies hit by mail order bankruptcy. One agency is liquidated, 


|tv-radio-phono combination may | 


| be purchased as low as $455 from 
a dealer who confided: 


aren’t moving too good 
days.” 


ws Other 
price anywhere from $545 


sell the set for $460, or else said: 
“Come in and we'll give you a 


where.” 


| Meanwhile, local Raytheon sales | 


‘offices told AA the factory sug- 
gests a list price of $575. 

| Gordon Best Co., Chicago, 
| Bruno’s agency. 


“Between | 
\you and me, well, television sets 
these | 


authorized Raytheon | 
dealers, quoting the model’s list) 
to) 
$569.95, told AA that they would | 


better deal than you can get else-| 


is 


read THE 


REGISTER, 


1310000 
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DES MOINES SUNDAY 


another is dissolving in the wake of Louis Linett (Homecrafts, H. 
Sears Industries) folding 
| Electrolux wins bait ad case. Federal court in a consent decree forbids 
| sellers of rebuilt vacuum cleaners to use Electrolux name for the 
sellers’ rebuilt machines 2 
| Supermarts to invade appliance field. Victor LeBow predicts 1954 will 
see more food stores cut-rating smaller appliances through use of 
the premium sale gimmick 
| British wrangle over tv. House of Lords talkfest on commercial tele- 
| vision is described as perhaps the hottest debate since 1911 ..Page 3 
_Admen cite advertiser’s courage. A. F. Ederer wins the Industrial 
Advertisers Council of Western Washington award with a once- 
doubtful campaign to sell cranes 


| 
| 


eee ee eee eer meme eee eee eeeeseeeesees 


eoeeees oer ee eee eee seeeseereeeeeeses 


Auto makers have the right idea. AA in an editorial applauds Detroit’s 
reasoning that when customers become scarce it is silly to tie ad 
DUPER SO MITE POGICTION. o6 5c ices ccc vcecesscedceveace Page 12 

| There’ll always be a man of distinction. Calvert’s Wachtel tells the 

| background of his famous series, how models were dropped when one 

| appeared later in an underwear ad Page 14 


| Food auctions go on television. Next month ten cities will be linked via 
video to coordinate marketing of Florida’s citrus crop. ...... Page 22 


Shopping center bubble may burst soon. Grey’s Ed Weiss thinks so, 
bases his opinion on the assertion that the big center is a boom-era 
product yet unchallenged by heavy competition from downtown 
merchants Page 30 

| Latest data on the broadcast industry. AA presents a comprehensive 
roundup of trends affecting radio, television, agencies and advertis- 
| ers. Sidelights tell the history of commercials and picture some of 
the best tv sales jobs Page 37 
Prudential agency challenges Bedell. M. E. Carlock, Calkins, Holden, 
| Carlock v.p., tells why he disagrees with Clyde Bedell’s assertion 
that a Prudential ad “fizzles fast’ Page 84 


Cheers for the art director. Jim Woolf says it’s about time that art di- 
rectors get some of the orchids usually sent to copywriters, hands 


TOP HEE CHSC ERK BD HO 6 EROS SA ES 


COE HECCOREEEEhOC4OOO 64668 4568662866 HEE OH E OODLES 
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| wut & Cw TO ois kos eaace Baan ce cas tal nieia Sask bind evar Page 94 

| 
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| Advertising Market Place ... .88 | eee 90, 103 
Coming Conventions ........ 89 Photographic Review ...... 100 

|Creative Man’s Corner ...... 92 Production Tips ............. 92 
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| Looking at Retail Ads ....... 96 What They're Saying ........ 12 


Raytheon Names Webster Finley Joins Jenkins Advertising 


pointed marketing manager of 
Raytheon Mfg. Co.’s equipment di- 
vision and will have charge of the 
Waltham, Mass., electronics firm’s 
finished equipment. He was for- 
merly manager of marketing for 


Daniel J. Webster has been ap- 


John D. Finley, formerly sales 
promotion manager of the Dahl- 
berg agency, a division of Dahl- 
berg Co., Minneapolis hearing aid 
and radio maker, has been named 
an account executive of Ray C. 
Jenkins Advertising Agency, Min- 
neapolis. 


the Murray Corp. 


(more than 500,000 copies) 


Your Best-Market People, too! 
82% of all lowa's upper and upper-middle 


income people—68.4% of all lowa people! 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
detaile on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 
New York 36, New York. 


THE DES MOINES SUNDAY REGISTER. 


...an “A" Schedule Newspaper in an “‘A-1"' Market Sigal aaa diac alicia, 


MATRIX COMPANY 


WAGASM 2-1204 + 517 SOUTH JEFFERSON ST., CHICAGO 7, HLL. 


Gardner Cowles, President 
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AMONG ALL NEW YORK NEWSPAPERS 


THE HERALD TRIBUNE 


IS 240 IN 


WOMEN'S AND MISSES 
JRESS ADVERTISING 


Source: Media Records Ist 10 months, 1953 


9 out of 10 working members of 
Herald Tribune families are in 
managerial, professional or re 
lated activities! 


Herald Tribune families own more 
than 200,000 homes in New York 
City and suburbs alone! 


Herald Tribune women readers 
spend more than $230,000,000 a 
year for clothing and accessories. 


Women’s and misses’ dresses are the busi- 
ness bellwether of any department store 
-..the newspaper that sells them success- 
fully is top medium for all merchandise! 
In New York, the best evidence of the 
Herald Tribune’s potent sales power is 
its ever growing position in department 
store dress linage ... positive proof that 
the Herald Tribune Quality Market buys 
Quantity — at all price levels! 


This Quality Market is an audience of 
people with high incomes, more wants 
and needs —the people who buy more 
often, spend more for all the things that 
mean better living! Today, the Quality 
Market is at a new peak in purchasing 
power — Five and A Half Billion Dollars 
BIG! Get all the details now...they mean 
more resultful advertising, lower selling 
costs and increased profits for you! 


Herald Tribune | 


QUALITY BUYS QUANTITY 


—at all price levels! 
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® At the turn of the century, the 
Ederer company was a small ma- 


Western Admen Award an Advertiser 
for Courage to Back Up an Ad Campaign 


ae (Continued from Page 3) 
a up after a good many years to find 
: that I didn’t know a damn thing 
about advertising.” 


chine shop. Through the years the 
firm built a name for specialized 
design in heavy cranes. The west- | 
ern lumber and plywood industry 
for years was its big market. Now 
it is extending its work to southern 
hardwood and plywood mills. Pulp | 


_and paper mills constitute another 
large market. But in recent years 
| the big expansion has come in sup- 
plying heavy duty cranes for a 
variety of industrial users, from 
shipyards to steel mills. 

Direct mail is used exclusively 
in one industry that has over 385 
mills, Mr. Pearson said. Ederer has 
a mailing list of 700 men in this 
industry, “and that is all we shall 
ever want to talk to about cranes.” 
Trade papers were used for a time 
‘in this field but have since been 
dropped. 

. Reaching key men in heavy in- 
‘dustry has proved a much more 
‘difficult task. Ederer cranes may 
/cost as much as $50,000 to $100,000 
for special designs and installa- 
tions. Hence, Mr. Pearson said, the 
sale represents a capital invest- 
/'ment in major equipment where a 
number of individuals take part in 
the final decision. One of the ob- 
‘jects in advertising in national 
/media, he said, is to “do a repre- 
'sentative job and make it look as 


big as we think it ought to look.” | 


| Wall Street Journal has been 
‘the key publication in this phase 


k 


“It’s not the size, 
it’s the FEROCITY!’’* 


international business, 


Copyright 1937, The New Yorker Magazine, Inc, 


Sales are fast, when you advertise in The New Yorker, 
After two small ads, Roger Eddy built a $200, 000 

Write us for other examples of 
The New Yorker's vitality in our new brochure "It's not 
the Size, it's the Ferocity,"' 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK CITY 


| 
| 
| EGE age 


Advertising Age, December 7, 1953 


R. E. (DICK) KAUFMAN, since 1949 adver- 
tising director of the Trentonian, Trenton, 


Herald. Mr. Kaufman succeeds Sam Hill, 
who has become advertising director. 


|of the company’s campaign. Orig- 
inally the Pacific Coast edition 
alone was used, four columns by 
ten inches. Now all four editions 
of the Journal are used, and the 
size of the ads has been altered to 
two columns by 14”, carrying the 
ad above the fold. For distinction, 


board, showing typical Ederer in- 
stallations. Copy emphasizes Eder- 
er’s “job-engineering, ’—the equip- 
ment designed and built to a com- 
pany’s particular needs. Almost 
nothing Ederer builds is “stand- 
ard.” 

Along with the Journal ads are 
a series in two colors and in full 
pages in national and_ regional 
trade journals in the heavy indus- 
try field. 


s The response from Ederer’s ef- 
forts to reach national markets has 


N. J., has been appointed national adver- | : 
tising manager of the Washington Times- | nanny Segen NayINy eh aes 


been exceptional, Mr. Pearson said, 
primarily in bringing in requests 
for bids from firms the company 
has never before dealt with or ap- 
proached. Before the Journal ads 
in the Pacific Coast edition had 
been run more than two or three 
times, he said, one request for a 
quotation alone amounted to more 
than $250,000. 

“This campaign was not in- 
tended to make sales but to pave 
the way for sales,” Mr. Pearson 
said, “yet we have been making 
sales as well as inquiries, and we 
are doing this in a business where 


_ people do not clip a coupon and 


savy ‘send me information on a 
$100,000 job.’” 
As the result of inquiries the 


through variations in the street 
address. In seven months of keying 
them, Ederer traced over $1,000,- 
000 in requests for bids to these 
ads. It traced in particular the in- 
quiries on two machines. This 
showed that for one machine, 22 
out of 28 inquiries came direct 
from the ads; for the other, 55 out 
of 81 inquiries came from the ads. 


the ads are prepared with illustra. S¢later to “Bakers Weekly’ 


tions in grease pencil on Ross-| 


Ran Sclater, formerly with Bill 
Bros. Publishing Co., has been 
named to the new post of sales 
promotion manager of Bakers 
Weekly, published by American 
Trade Publishing Co., New York. 
He also will be responsible for 
promotion activities of the maga- 
zine’s sister publications, Biscuit & 
Cracker Baker and Feed Age. 


Mrs. Altman Joins Agency 


Mrs. Doris Altman, formerly in 
the specialty shop field in Cleve- 
land, has joined the Jefferson City, 
Mo., office of Jackson, Haerr, Pet- 
erson & Hall as service and pro- 
duction manager. 


W 


One 


1 Identifies your dealer tells customer 
“buy it here!” 


2 Boosts your brand to big traffic 
circulation 


3. Ties in all other advertising efforts 
at the point-of-sale 


4 Helps assure continued dealer and 
distributor cooperation 


5 Otters ad economy The space is free 
American decals stay up for years 


WN 
by AM. 


6. American decal signs provide eye catch 
ing attractiveness- outstanding durability 


American Decal complete art and consultation service available without 
obligation. Write for full color brochure and samples. 


erican fDecalcomania flo. 
44 -W. Sth Ave., Dept. A, Chicago 24, oS 


rh/® Cleveland ® Windser, Ont., 
—Sales-ofices in all principal cities | 
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S Twenty years ago, while still a cub reporter, Sam Pope Brewer won 


a city-wide spelling bee. He won with “olibanum.” It means frankincense. 


Since then he has been spelling out words all over the world. Not all of 
them are as aromatic as the word he won with. Dictators have differed with 
him over their meaning. But readers have come to know that the words he 
puts together—currently as chief correspondent for The New York Times 


in South America—always spell news. 


Sam Pope Brewer, fresh out of the Sorbonne and Yale, started his news- 
paper career in 1933. After three years of covering the news in New York, 
he went to Paris. In 1936 he joined the foreign staff of the Chicago Tribune. 
For the next nine years he chased news in England, Austria, Spain, Italy, 
and the Balkans. He served as a war correspondent with the Greek forces 
in Albania; the British in Libya, Syria, Iran, and India; the U.S. forces 
in the Middle East and the Balkans. 


In 1945, Brewer joined The New York Times. Constantly on the go, he cov- 
ered the news in the Middle East, in Rumania, Bulgaria, Yugoslavia, 
Turkey, and Italy. He spent a vear in Spain and Portugal, went back to 


the Middle East as chief correspondent, worked in Palestine and later in 


Photographed for The New York Times in Rio de Janeiro 


How to spell n-e-w-s 


the Arab countries. He returned to Spain and Portugal for two years 


before taking up his present assignment in South America. 


Brewer early discovered what every enterprising newsman knows, that 
one man’s news is another man’s poison. In Yugoslavia once he was held 
for shooting as a spy. The Red Army banned him from Bulgaria. Spain 
took his press credentials away after a story about the country’s economic 


distress. 


Today, from headquarters in Rio de Janeiro, he travels some 30,000 miles 
a year, keeps in close touch with the news in the ten South American repub- 
lics. His object is to keep Times readers in close and understanding touch 


with that news. 


There are hundreds of resourceful reporters and editors like Sam Pope 
Brewer on The Times. They work as a team, joining their knowledge and 
their talents to produce each day a newspaper that is alert and vigorous, 
interesting and informing, different from any other. The Times has the 


. 


biggest staff. It publishes the most news. 


That’s why so many readers like it. They get more out of it. So do adver- 


tisers. Let us tell you the whole story. 


Che New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Open Los Angeles PR Office 
Worth Larkin, formerly public 
relations director of the Los An- 
geles Chamber of Commerce, and 
Herb Dallinger, previously chief 
publicity photographer of Uni- 
versal-International Pictures Inc., 


have opened Larkin-Dallinger | 
Publicity Agency at 1915 S. West-. 
‘zine publishing. 


ern Ave., Los Angeles. 


Analyzes Publishing Trends 
Bernard P. Gallagher, oAaien 
York, negotiator in the purc 
and sale of publications, ate ‘Sl 
sue a confidential letter for over 
500 publishers and advertising ex-. 
ecutives each month. The “Gal-| 
lagher Report” will carry analyses 
of problems and trends in maga-| 
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« Duffy- Mott Buys 
Clapp Baby Line; 
Both With Y&R 


New York, Dec. 4—Clapp’s ba-. 
‘by foods, pioneer line started in 
/1921, has been purchased by Duf- 
| ty- Mott Co. from American Home 
| Foods for an unspecified cash 
amount. Duffy-Mott is the nation’s | 
biggest processor of apple products | 
'and prune juice. 

The move will not affect the ad- 
_vertising agency, since Young & 
'Rubicam, which has been handling | 
Clapp’s, also has the Duffy-Mott 


/ account. 
H. E. Meinhold, president of. 
Mott, said his company’s “112- 


Advertising Age, December 7, 1953 


merchandiser of quality foods in- 
sures product quality and aggres- 
Sive advertising and promotion, 
which will enhance the already 
favorable 32 
years of public 
acceptance and 
good will en- 
joyed by the first 
manufacturer of 
baby foods.” 


Foods Corp. 
the parent com- 
pany, said) 
'Clapp’s “did not fit either sales- 
wise or promotionwise with the 
line of food specialties marketed by | 
us.” He added that the sale of | 
Clapp’s “will enable American) 
‘Home Foods to exploit the grow- 


4. 6. 


Meinhold 


|ing sales opportunities in its Chef | 
‘year experience as processor and Boy-Ar-Dee, G. Washington and 


Are your sales keeping pace 


with the spectacular 
growth of the 
Denver Post’s Market? 


DENVER’S 
STAPLETON 
, FIELD 


The dynamic expansion of Denver’s Stapleton Airfield provides evidence 
of the remarkable growth of a great industry and a great market. 

In the past year, more than 400,000 passengers originated flights from 
Denver. During the same period, 12,500,000 pounds of air mail, air express and 
air freight left the Denver airport for all parts of the nation and the world 

Denver’s Stapleton Field, still in the process of expansion, is now one of 
the world’s finest air terminals. This air field is: 


payrolls, new buying power, new customers in metropolitan Denver.. 


Operations headquarters for United Air Lines’ vast network. 


General headquarters for Continental 


General headquarters of America’s most far-flung feeder line, Frontier Air Lines. 


Air Lines. 


Regional headquarters of Western Air Lines’ Inland Division. 
Major western terminal of Braniff International Airways. 


Home of two large fixed-base aviation companies. 
Regional headquarters and Forecast Center, U.S. Weather Bureau. 


More than 3,000 employees and their families now derive their livelihood 
directly from the aviation industry in Denver. That’s one reason you'll find new 


.a spectacu- 


larly growing market of 625,300 consumers where 9 out of 10 of your prospects 
read The Denver Post. 


CIRCULATION 
Doily 226,807 
Sunday 350,757 
Empire Magazine and Comics 384,570 


Publisher's Statement to A.B.C. 
September 30, 195 


THE DENVER POST. 


Tie Vice of the Rocky Mountain Empire — 


Patmtin HOTT, 


TDITOR AMD PUBLISHER 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


a Walter Silber-| 
sack, president of. 
American Home, 


Burnett lines, which will be sup- 
ported by heavier promotional 
programs in 1954.” 

Mr. Silbersack said American 
was “on the alert for the acquisi- 
tion of other food specialties which 
can be advantageously combined 
and promoted along with its pres- 
ent lines.” 


@ Clapp’s strained foods rank 
fourth in share of market as far 
as consumer sales on a dollar ba- 
sis go. Clapp’s has about 5%, trail- 
ing Gerber (about 35%), Beech- 
Nut (roughly 22%) and Heinz 
| (about 18%). As for junior foods, 
Clapp’s has nearly 10% of the 
market, behind Beech-Nut (about 
34% 19 Gerber (30%) and Heinz 
(14%). Swift ranks about equal 
with fuente. 

On a unit basis of consumer 
‘sales, Clapp’s strained food has 
about 6% of the market, running 
behind Gerber with 39%, Beech- 
Nut with 23% and Heinz with 
18%. Bracketed with Clapp’s is 
Libby. In junior foods, the leader 
is Gerber with 37%, followed by 
Beech-Nut, 31%; Heinz, 14%, and 
Clapp’s with 9% 


ws Clapp’s new owners foresee a 
growing volume of baby food sales 
because the “baby crop” is ex- 
panding at the rate of 3,500,000 
annually. Mr. Meinhold said it is 
not generally known that baby 
foods are sold in substantial quan- 
tities to invalids and others in 
need of special diets—which adds 
“an element of stability to the 
market and enhances its future.” 

In the last few years, with the 
boom in babies, the baby food 
market has moved from $110,000,- 
000 to $165,000,000 annually, of 
which Gerber may do about 40%. 


‘Tampa Times’ Slated 
to Obtain TV Permit 


A Federal Communications Com- 
mission hearing examiner issued 
an initial decision today proposing 
to give the Tampa Times Co. a 
permit for tv Channel 13 in the 
Tampa-St. Petersburg area. 

Praising the qualifications of the 
Times, the experience of its staff 
and the record of its radio sta- 
tions WDAE and WDAE-FM, Ex- 
aminer Basil P. Cooper said it 
| seemed well-qualified to carry out 
' the construction and programming 
plans outlined in a competitive 
|hearing. He said neither of its 
| competitors—Orange Television 
} | Broadcasting Co. and Tampa Tele- 
vision Co.—was likely to fulfill its 
| promise. 


| Hearst Promotes Sabatini 


| Victor Sabatini has been trans- 
|ferred from the Los Angeles to 
'the San Francisco office of Hearst 
| Advertising Service. He succeeds 
/Max Brown, who has resigned, ef- 
fective Jan. 1. 


( ADVERTISEMENT) 


Elected V.P. 


Milton Kamen has been elected vice 
president of Max Udell Sons & Co., 
Inc., New York City, manufacturers of 
men’s clothing. He is one of 474,583 
daily Wall Street Journal readers from 
coast-to-coast. To reach men who are 
stepping up in business, advertise in 
America’s Only National Business 
Daily. What an advertising medium! 
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Circulation, but also in City Zone Circulation. 


Daily Times- 
Enquirer Star Post 
City Zone 133,780 129,263 126,215 
Retail Trading Zone 40,906 20,436 22,468 
Other 19,683 4,880 9,030 
Total 194,369 154,579 157,713 


Source: A.B.C. Publishers’ Statements, September 30, 1953 


| and preferred by more WOMEN than any 
other daily newspaper in Solid Cincinnati...as 
shown by the new Marion Harper & Associ- 
ates Survey and the above circulation figures. 


Carries more advertising lineage than any other 
Cincinnati daily. 


159,690 more lines than the Times-Star 
81,184 more lines than the Post 
(First 9 months of 1953) 


In Cincinnati... The Cincinnati Daily Enquirer is now your basic daily paper buy 


. not only in Total and Retail Trading Zone # up hearty gain in FOOD lineage as compared 


with losses by other Cincinnati dailies in 1953. 


Food Daily Enquirer Times-Star Post 
lineage +118,869 lines —103,592 lines —23,930 lines 
(First 9 months of 1953 compared with same period in 1952) 
a big gain in DRUG lineage. Compare the 


Daily Enquirer’s gain with the losses by the 
other two dailies. 


Drug Daily Enquirer Times-Star Post 
lineage +13,824 lines —99,495 lines —28,366 lines 
(First 9 months of 1953 compared with same period in 1952) 
: more EXCLUSIVE National lineage than any 


other Cincinnati daily newspaper. 


Daily Times- 
Enquirer Star Post 
Exclusive national lineage 58.7% 30.8% 10.5% 
(placed by one-paper advertisers 
in Solid Cincinnati in 1952) 


(Source: Media Records) 


Stretches your budget with the LOWEST milline rate 
of any Cincinnati daily newspaper. 


bd Cmeinnati ready The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc, 
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Sell the Greatest 
Home-Qwner 


Within the Booth Michigan Newspaper Market are six of the eight Michigan metropol- 
itan areas having an average of 72.6% owner-occupied homes! Michigan has the highest 
home-owner figure of all 48 states! 


Your prospective customers in the Booth Michigan Market earn a total spendable 
income of $2,868,866,811 per year. Average weekly earnings, as reported by Michigan 
Employment Security Commission, are $87.01. 


Let Booth Dealer Service promote your schedules to your key dealers . . . encourage 
better stocking, better store displays and more tie-in advertising for your products. Drive 
home your sales story to America’s greatest home-owner market ...with “A” schedules 
in Booth Michigan Newspapers! 


For specific { The John E. Lutz Co. 


market information, 110 £. 42nd Street. -435.N. Michigan Avenue 
o New York 17, New York Chicago 11, Illinois 
write or phone- Oxford 7-1280 Superior 7-4680 


OOThi 


GRAND RAPIDS PRESS ¢ FLINT JOURNAL + KALAMAZOO GAZETTE «+ SAGINAW NEWS @ Ji 
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Michigan Newspapers 


“Your Michigan Market Outside of Detroit” 


NS [i JACKSON CITIZEN PATRIOT » MUSKEGON CHRONICLE + BAY CITY TIMES * ANN ARBOR NEWS 
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Untie Budgets from Unit Production 


If any demonstration were needed that the system of tying ad- 
vertising budgets to units of production is a bad one, the recent re- 
ports that automobile makers are planning to raise their per-car pro- 
motion budgets in 1954 would supply it. 

Automobile manufacturers suspect—with reasonably good cause— 
that buyer resistance may make automobile selling a bit harder in 
1954. So they believe more advertising and promotion will be needed, 
and Ford and Chrysler have already confirmed reports that their 
per-car budgets will be higher next year than they were this year. 

Whatever else automobile manufacturers may be, no one has ever 
accused them of not being realists. Hence, they tend to meet a 
straightforward situation, as in this case, with a straightforward 
answer: Sales will be harder to make, harder selling will be needed, 
therefore we must put more sales effort per car to work than ever 
before. 

If similar action were taken in all the other instances in which 
advertising budgets are tied to unit or case production, there would 
be little cause to be concerned about this type of advertising budget 
setting. e 

But the fact is that the per-unit or per-case advertising commit- 
ment tends too often to become a straitjacket hampering necessary 
flexibility in promotional budgeting. It is not that the per-case or 
per-unit advertising allowance is usually considered inviolate, but 
that its deep acceptance as a “trade custom” means that it is seldom 
possible to change the dollars-and-cents allotment without consider- 
able discussion, on the highest management level, of basic policies. 
As a result, the necessary action to revise the dollars-and-cents allot- 
ment per case is likely to be taken too slowly and too late for maxi- 
mum effectiveness in a period in which sales are harder to make. 

There is, also, an understandable lack of desire on the part of any 
working stiff to suggest to management that the number of dollars 
traditionally allotted to advertising, on a per-case or unit basis, is 
no longer enough to do a job. It is somehow easier to tell a board of 
directors that an advertising budget must be raised from $100,000 
to $200,000, than to convince the same board that it will take $2 per 
case to move the goods, instead of $1 a case. 

It will be necessary, in coming years, for more and more companies 
to revise their dollar commitments per unit upward, if they insist on 
continuing to set advertising budgets on a per-unit basis. The reason 
is that the cost of selling—and of advertising and distribution—will 
tend to increase, as a natural result of a high-level economy trying 
to pull itself still higher up. 

Under these conditions, advertising and sales budgets must be 
flexible, and must be shaped to meet the realities and the problems 
of the moment. They cannot be based on a ritualistic formula. 


Word from the Tobacco Companies 


Last week ApDVERTISING AGE reported statements by Paul Hahn and 
E. A. Darr, presidents of American and R. J. Reynolds tobacco com- 
panies, respectively, with regard to smoking and lung cancer. Both 
of them said there is no evidence of a connection between the two, 
and that they are confident research (which both of them admitted 
sponsoring) would prove the fallacy of current claims. 

Now, if they could just induce all cigaret advertisers—including 
their own companies—to stop hammering away with the kind of ad- 
vertising which says, in effect, “All cigarets will kill you, but ours 
will kill you least,” they might also induce the public to hold up on 
a final verdict until the researchers have a chance to report. 
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‘'3-D—fadeouts—carbro prints—split runs—cybernetics—doesn’t anyone in this business 
talk English?” 
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What They're Saying 


Seagram Sells Canada 
As Well As Product 

It is a matter of good corporate 
citizenship that a business organi- 
zation trading in world markets 
should do its full share in selling 


products abroad. This has long 
been the philosophy of the House 
of Seagram; and thus the name 
of Seagram has, in many lands, 
become synonymous with constant 
efforts to make Canada—her peo- 
ple, her products and her tremen- 
dous future—better known, better 
understood and better recognized. 

As a further step in its program 
of fostering worldwide recogni- 
tion of Canada, 18 months ago the 
House of Seagram commissioned 
leading Canadian artists to paint 
their impressions of Canada’s 22 
largest cities—to depict on canvas 
the centers of Canadian industrial 
growth. These paintings are being 
extensively used in Seagram ad- 
vertising featuring Canada abroad. 

Last spring, the collection of 
more than 50 paintings and 
sketches was launched on an ex- 
tended tour of the major centers 
of South America and Europe to 
help give the peoples of other lands 
a better insight into things Cana- 
dian... Of equal importance in the 
task of making Canada better 
known are the booklets accom- 
panying the exhibition for distri- 
bution in each center. Produced in 
five languages, these booklets con- 
tain reproductions of the paintings 
and also descriptive material tell- 
ing about the growth and develop- 
ment of Canada itself and of each 
of its 22 leading cities. All des- 
criptive material is the work of 
B. K. Sandwell, dean of Canadian 
editors. 

Thus, by picture and the written 
word, the House of Seagram is 
bringing to many people in many 
lands a new and vivid impression 
of the vitality and progressiveness 


—From the 1953 annual report of Dis- 
tillers Corp.-Seagrams Ltd., Montrea:. 


Lower Tariffs Favored 


I think it’s important to realize 
that there is a tremendous amount 
of public sentiment in this coun- 
try for a more liberal foreign trade 
policy. 

I have had convincing personal 
proof of that fact. Last February 


‘I gave a talk on foreign trade be-. 


its country as well as its own) 


|said. Many letters, 


of Canada. This is an obligation of | 
_good citizenship which we are| 
‘glad to discharge. 


fore the annual meeting of the In- 
land Daily Press Assn. 

I was frankly amazed to find 
that newspaper comments from all 
over the country were about 95% 
strongly favorable. I was over-| 
whelmed by the enthusiasm with 
which American men and women 
wrote me in support of what I had 
in fact, came 
from leaders of high-tariff indus- 
tries, saying that they believed the 
national interest should prevail— 
even if it did mean problems for 
them. 

That reaction was supported by | 
a Gallup poll of June 29, 1953, on 
the subject of U.S. trade policy. 
The poll noted, and I quote, “a 
dramatic change in American 
thinking, particularly on the part 
of Republicans.” It added that “the 
weight of sentiment in favor of 
lowering tariffs holds for all major 
segments of the population—by 
education, sex, occupation and by 
geographical sections.” 


—Henry Ford II, President, Ford Mo- 
tor Co., speaking before the Commit- 
tee for a National Trade Policy in 
New York. 


Statistics 

What about those advertisers 
who, having no scientific basis for 
their approach, pepper their copy 
with statistical statements—‘‘Four 
out of five get instant relief,” “‘nine 
dentists out of ten recommend .. .” 
and so on? Well, we have now pro- 
vided the scientific basis as a re- 
sult of a survey we conducted the 
other evening in a crowded drug 
store while waiting for a teen-ager 
to get out of the telephone booth. 
We are prepared to say that, of 
women born before 1918, 87% en- 
tered marriage with no previous 
experience of statistics, and have 
remained, if you will pardon the 
expression, unsullied to this day. 
As might be expected, the picture 
was somewhat different in regard 


to males, some of the more rugged 
(or boastful) types declaring that | 
since adolescence they had ox | 
posed themselves to as many as| 
three statistical statements a week 


lover long periods of time. It is 


significant, however, that of all 
males questioned, 97% of the sup- | 


|posedly most statistically active, 
|when they were asked, 
'you understand by the statement | 


“What do, 
‘Four out of five use Dissolvo’?”| 
replied, “Four out of five what?” 
CONCLUSION: Women are impervi- 
ous to the statistical approach. 
Men are too. 

—‘Proofs to Client,” published by 


Harold F. Stanfield Ltd., Advertising, | 
Montreal. 


Rough Proofs 


Toni is now entering the lipstick 
field with a test campaign for a 
new product called Viv, and no 
doubt hopes the customers will ex- 
claim, “Vive le difference!” 


What ever happened to the old- 
fashioned newspaper man who in- 
sisted that the job he occupied 
should be referred to exclusively 

s “sporting editor’’? 


* 
Arthur Godfrey says his spon- 


sors all say they save the con- 
sumer 40% or more of his money, 


'and what if the consumer decided 


to stay home and save 100%? 
* 


Harvey Conover probably has 
nothing to do with Serutan, but the 


‘|nmame of his race-winning yacht, 


“Revonoc,” is simply Conover 
spelled backward. 


Art costs are too low, says the 
Assn. of Art Studios of Chicago, 
but perhaps the announcement was 
intended merely to suggest that 
the situation is about to be cor- 
rected. 


“Give to cigar smokers on leav- 
ing the plane a cigar, with air- 
line’s name on wrapper, with 
reason for not being able to smoke 
one en route,” advises a p.r. ex- 
pert. 

E. V. Durling will like that. 


Hartog sports shirt advertising 
usually features a pretty girl with- 
out very much on, and so far the 
company hasn’t had to explain 
that shirt buyers have to furnish 
their own. 


In spite of the fact that he has 
to seil liquor to them, R. Robert 
Smith was brutally frank in tell- 
ing taverns that tv hurts them less 
than taverns. 


Roy Leffingwell says public re- 
lations is doing good and getting 
credit for it, and maybe publicity 
is getting credit for it whether you 
do it or not. 


George Dibert tells young men 
to go into agency media depart- 
ments if they want advertising 
careers. 

He’s probably heard of a fel- 
low named Ben Duffy. 


So many publications are now 
carrying long-range weather re- 
ports that their sales managers 
may have to revise their opinions 
of representatives who send in 
nothing but weather reports. 


If winter comes and the sports 
pages are filled with stories of 
possible baseball trades and most 


valuable player awards, can spring 


be far behind? 
Copy Cvs. 
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The 5" Dimensio 


HEIGHTENS THE PULLING POWER OF YOUR ADVERTISING DOLLAR IN 


DELAWARE VALLEY, U.¢.A. 


POPULATION 


Philadelphia area, over 
. 4,500,000 persons 


MANUFACTURING 


Delaware Valley is 
World's Greatest Indus- 
trial Area 


RETAIL 
SALES 


Philadelphia area, over 
4 billion dollars yearly 


STABILITY 


. | 
\\ Diversified industry 
; \ means steady employ- 
\ ment, fewer fluctua- 

\ tions in labor force... 
\ always a sure market ~ 


...and in DELAWARE VALLEY, 
THE PHILADELPHIA INQUIRER 
is the first newspaper! 


Che Philadelphia Pnguirver 


and 


THE 
GROWTH 
FACTOR 


Capacity and potential for 
dynamic expansion 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


DETROIT 
GEORGE S. DIx 
Penobscot Bidg. 

Woodward 5-7260 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


THE GREATER PHILADELPHIA MARKET 


Delaware Valley indus- 
trial expansion is 3 bil- 
lion dollars big. 1% 
million families here 
earn bigger, spend big- 
ger. A mighty attractive 
selling set-up... today’s 
Valley! For tomorrow... 
the “Sth Dimension” — 
the growth factor—fore- 
casts a brighter sales 
prospect, at less cost per 
sale. THE PHILADELPHIA 
INQUIRER, pacing 
Valley progress, makes 
your ad dollars work 
harder im America’s 


3rd Market. 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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Withdraws TV Bid in Maine 


The Federal Communications 
Commission has granted a petition 
by Murray Carpenter to dismiss 
his application ‘for tv Channel 13, 
Fortland, Me. Guy Gannett Broad- 
casting Service is now unopposed 
for the channel. 


N. D. Motor Carriers to Flint 


The North Dakota Motor Ca 
riers Assn. has appointed Harold 
E. Flint & Associates, Fargo, to 


handle a public relations and ad- | 


vertising program, effective Jan. 


_1. Newspapers and direct rail) 
‘will be used. 


@Q@m es 


i 57% 


OF QUAD-CITIANS 


live on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


' 
i 
i 
*’ 


Te MOLINE Digeateh 
Te ROCK ISLAND hsp 


Advertising Age, 


There ‘ll Always Be Men of Distinction; 
That's Mr. Wachtel’s Promise—or Threat 


Detroir, Dec. 1—Apparently 
|there is no hope. It looks like the 
'Men of Distinction will go on for- 
ever. 

W. W. Wachtel, president of Cal- 
vert Distillers Corp., created The 
,Men and is highly pleased with 
them—even though they are 
crowding him a bit. 

Square-jawed and resolute of 
eye, The Men of Distinction have 
been peering from the nation’s 
magazines and other advertising 
media for 13 years, a constant lash 
to men of no distinction. 

Mr. Wachtel told about his Men 
in a talk to the Adcraft Club of 
Detroit. 


® There have been 75 Men since 
the beginning of the series, Mr. 
Wachtel related, and it’s easier to 
find new ones now than in the be- 
ginning. 
“Now, they seek us out,” he said. 
Those who pose for America’s 


most unusual hall of fame receive ‘ 
no pay. Calvert contributes $300 to — 


their favorite charity, however. 


It was not always so. The first © 
models ~— 


Men were _ professional 
who were paid $50 to pose with a 
glass of Calvert’s spirits. 

“We had to cut that out,” Mr. 
Wachtel recalled. 
Men of Distinction turned up mod- 
eling long underwear in a mail 
order catalog.” 

Since then things have gone 
more smoothly. Calvert’s is still 
careful, however, in seeing that the 
Men really deserve distinction. 

“‘We have ways,” said Mr. Wach- 
tel. “We make certain that the Men 
are of good moral character, and 
moderate in their drinking habits. 
We have to be careful. We had 
some pretty bad experiences...” 


# The Men do not actually endorse 
Calvert’s. “They are merely illus- 
trative of the type of clientele for 


TRAVEL /SECTIO 


whow thy MONEY Blows ! 


71% of the Plain Dealer’s daily circulation in Greater Cleveland reaches families 
that account for 73.9% of the city’s retail sales.* In addition to blanketing 
Cleveland's effective buyers, the Plain Dealer advertiser gets a valuable bonus— 
dominant coverage of the rich 26-county adjacent area that constitutes 
the Plain Dealer’s famous 2-in-1 market... both for one low cost. 


Total Retail Sales . 
Food Sales ... 


Gen. Merchandise Sales ‘ 


Drug Sales . . . 


Furn., Hsld., Radio Sales P 


Eff. Buying Income 


*Akron, Canton, Youngstown not included. 


(Cleveland) 26 Adjacent 
Cuyahoga Cy. County Area* 
- «+ + $1,803,864,000 $1,466,720,000 
487,941,000 376,096,000 
265,797,000 115,023,000 
58,480,000 35,890,000 - D 
93,912,000 68,849,000 ‘ LEVEL AN 
2,840,383,000 2,269,476,000 


Figures —Sales Management Survey, May, 1953 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


pLAIN DEALER" 


iNtSS | IS WW 


tl 


December 7, 


“One of our|| 


CUYLER STEVENS, since 1942 an account 
executive of Cunningham & Walsh, New 
York, has been elected a v.p. 


Sa 99 


whom we distill Calvert’s,”’ Mr. 
Wachtel explained. 

The pictures of the Men are ac- 
companied by dignified biogra- 
phies of their lives and accomp- 
lishments. 

“We have given up using big 
names long ago,” explained Mr. 
Wachtel. “People didn’t read the 


| biographies because they already 
‘knew what was in them. This made 


it a little difficult for us to get our 
message across.” 

It isn’t hard to see how the idea 
of the Men might have occurred to 
Mr. Wachtel. All he had to do was 
look in the mirror. He is an en- 
ergetic 61. He has the mustache of 
a major of the Guards, the search- 
ing eyes of the artist and the firm 
jaw of a steel company president. 

Mr. Wachtel, however, has never 
posed for the Men series. 

“And furthermore,” he said, “I 

. never. . .will.”’ 


G. W. Lisk Co. to Wright 

G. W. Lisk Co., Clifton Springs, 
N. Y., maker of aircraft solenoids 
and valves, flame arrestors and 
aircraft accessories, has appointed 
Wright Advertising Agency, Pitts- 
ford, N.Y., to handle its advertis- 
ing. 


Two Rejoin Trans-America 


Willis S. Martin Co., Fort 
Wayne, Ind., and Wendt Advertis- 
ing Agency, Great Falls, Mont., 
formerly members of Trans- 
America Advertising Agency Net- 
work, have rejoined the group. 


Taylor Named NBP Assistant 


Theodore C. Taylor, formerly 
publicity director of the Washing- 
ton Cathedral, has been appointed 
executive assistant by National 
Business Publications, Washington. 


anyone can do 


WARIGRAPH 


LETTERING INSTRUMENT 


All the ‘‘heads"’ and sample 
styles in this ad lettered 


Sans. se, i¢ by Varigraph 


any shape any Size 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


150 
VARiIGRAPH CO., INC. 


MADISON 1, WISCONSIN 


For complete information write Dept. 
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New, Expanding 
Communities 


Northeastern Minnesota’s | 


Tron Range area can expect a 
population increase of 66,695 
persons by 1975, due co the 
expanding taconite mining 
industry. This estimate of 
future growth of the Mesabi 
and Vermilion Ranges was 
obtained from a series of pub- 


lic and private surveys which | . 


are considered to be the most 


accurate sources available. 


Summarized are the princi- 
pal population estimates for 
the various taconite areas, 
which also include allowances 
for anticipated family groups 
and for additional people who 
will be required to staff the 
allied service enterprises which 
always accompany such 
industrial developments. 


1—The Ely-Babbitt area will gain 
about 34.6 per cent by 1955, an 
increase from 7,428 in 1950 to 


10,000 two years hence. 


2—The Aurora-Biwabik portion 
of the Virginia-Aurora area will 
more than double from 13,000 to 
27,000 during the same period. 


3—From 1960 to 1975 all Iron 
Range areas are expected to show 
population increases of about 21 
per cent, to about 116,500 persons 
by 1960. 


4—By 1975 the population of the 
Mesabi and Vermilion ranges should 
reach 147,500. Of this number, 
84,500 are expected in the Virginia- 
Aurora area, 14,500 in the Ely- 
Babbitt region, and 48,500 in the 
Hibbing-Chisholm district. 


ro. 


“tail Trading Zone, both 


, ke a 


The vastness of taconite operations is typified by this electric 
shovel being used in a Mountain Iron mine. The shovel is 
capable of handling 16 tons of ore-bearing rock 

with each scoop. 


How Mining Employment 


The increases in popu- Increases Population 


lation and buying power 
will be felt in the Duluth- 
Superior Metropolitan 
Area, the hub of this 


development, and 


throughout the entire Re- 


mi 


THE POPULATION OF THE IRON 

MINING AREA OF MINNESOTA IS 

MORE THAN SEVEN TIMES THE 
IRON MINING EMPLOYMENT 


of which are served by 
the Duluth Herald and 


News-Tribune. 
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The new and growing community for Reserve Mining Co. employes at Babbitt, 


typical of the developments sprouting up across the iron mining ranges to house 


the growing population. 


| Reserve Mining Co. 


and Area 


Nation's Largest Industrial 
Expansion Under Way 


The nation’s — and what will undoubtedly be 
the world’s biggest boom metal mining history — 
is beginning in the iron ore ranges of Minnesota, 
Wisconsin and Michigan. 


The largest open-pit mining and ore milling operation 
the industry has ever seen is being developed through new 
and extensive research and exploration with tremendous 
financial support. 


A revolution in iron mining is in the process. 


Vast taconite deposits—the region’s “ace in the hole” for 
America’s security and expanding economy — will now be 
used to feed the country’s roaring steel furnaces as the supply 
of direct shipping ore diminishes. 


Gigantic taconite developments which stagger the imagi- 
nation are under way, and will involve multi-million-dollar 
investments to blast, dig and treat more raw material than 
ever before on the iron ranges. Taconite treatment requires 
complex processes, vast amounts of water, heat and power in 
order to arrive at a product which will be high in iron con- 
tent and low in impurities, and desirable in structure and 


form for steel-making. 


On the Lake Superior ranges alone the new industry 
promises unparalleled economic growth. There will be new 
towns, railroads, and harbors. There will be new markets 
and a rise in population. Industrial leaders say that taconite 
processing will become increasingly important with each suc- 
ceeding year. Reserves are almost limitless. 


Lake Superior Taconite Projects 


Plants 


Investment 
$ 7,500,000 


Company 
Preliminary plant and mine at 


Babbitt, operating with 300,000 
tons annual capacity. 


$160,000,000 Beaver Bay plant under construc- 
tion with 3,750,000 tons per year 
capacity by 1957, and 10,000,000 


tons eventually. 


Pilot plant and mine operating at 
Aurora with 200,000 tons annual 
capacity. 


Erie Mining Co. $ 2,000,000 


Proposed plant at Aurora with 
eventual 10,000,000 tons per year 
capacity. 


$298,000,000 


Experimental concentration, nodu- 
lizing and sintering plants built at 
Mountain Iron and Virginia. Each 
has 500,000 tons annual capacity 


U_ S. Steel’s $ 23,000,000 
Oliver Iron Mining 


Division 


$ 10,000,000 400,000 tons per year jasper con- 
centration plant at Humboldt, 


Mich., being built. 


Cleveland-Cliffs, 
Ford Motor Co. 


200,000-ton jasper plant proposed 


Cleveland-Cliffs at Republic, Mich. 


This expanding, progressive market 
is covered effectively daily and 
Sunday only by the 


DULUTH HERALD 
Duluth News-Tribune 
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To 1,062,900 men, 
The Elks is more than a 


publication ... it’s their 


magazine. As co-owners, they 


read it with special interest 


... believe in it...and buy 


from its advertisers out of 


family incomes far 


above average. 
Advertisers in The Elks 


testify to its effective 


selling power. 


MAGAZINE 


New York e Detroit « Chicago « Los Angeles 


Media Credit Men 


Forming Association 


MINNEAPOLIS, Dec. 1—Twenty- 
one credit executives from various 
parts of the country have organ- 


' 
} 


ized the Advertising Media Credit | 


Executives Assn. International. 


C. W. Pierson, credit manager of | 


the Minneapolis Star and Tribune, | 


elected the first president, said the 
organization will try to develop a 
better understanding of credit 
management through exchange of 
ideas, methods and information 
among the members. 

Membership is limited to credit 
executives of newspapers, radio 
and television stations and kindred 
advertising media. 

“The advertising media have 
had a great need for a concen- 
trated source of information to 
further credit and sales,’ Mr. Pier- 
son said. 

Other officers elected are R. T. 
Holman, Cleveland Press, v.p.; 
Arthur Gerecke, St. Louis Post- 
Dispatch, secretary, and William 
F. Budde, KWK, St. Louis, treas- 
urer. 

The new group’s first annual 
meeting will be held next October 
in St. Louis. 


‘Sunset’ Appoints Simmons 


Curtis Waldron (Wally) Sim- 
mons, formerly merchandising 
manager for the Pasadena Star 
News, has been named an adver- 
tising sales representative in the 
Los Angeles office of Sunset Mag- 
azine. 


Rominger Advertising Moves 


Rominger Advertising Agency, 
Dallas, has moved into the Kirby 


‘Bldg. 


YOU MIGHT JUMP 456 FEET* — 


BUT. ee YOU NEED WKZO-TV 


TO SET RECORDS 

IN WESTERN MICHIGAN! 

WKZO-TYV delivers more than twice as many viewers as the 
second Western Michigan station, morning, afternoon and night! 


That's a lot of viewers. The WKZO-TV market includes more 
than 300,000 TV homes in 27 Western Michigan and Northern 
Indiana counties—a far larger television market than many of 


WKZO.TV AREA PULSE 
(27 COUNTIES) 
SHARE OF AUDIENCE 
MON. - FRI. — APRIL, 1953 


Pipe - I2noon | 6 p.m.- 

Po Pate __ 12 noon -6p.m. | 12 midnight 

WKZO.-TV 62% (0) | 52% | 52%(a) 

“STATION “B” | 26% 25% | 25%(a) the majors! 
“OTHERS 12% | 23% | 23% | 


(a) Does not telecast for complete period 
and the share of audience is unadjusted 
for this situation. 


buy 


to use! 


WKZO-TY, Channel 3, is the Official Basic CBS Television Out- 
let for Kalamazoo-Grand Rapids. It is a tremendous television 
the Western Michigan leader by any yardstick you care 


(80,000 WATTS VIDEO — 40,000 AUDIO) 


id ~, _ 
( J « ta ° 
She : Ayer Slations 
4 
WKZO — KALAMAZOO 
WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
| WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.TV — LINCOLN, NEBRASKA 
Associated with 
WMBD — PEORIA, ILLINOIS 


KZO-TV 


OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 


Avery-Knodel, Inc.. Exclusive National Representatives 


*Tauno Luiro of Finland made this unofficial world’s record at Oberstdorf, Germany, in 1951. 


j 


| 


Advertising Age, December 7, 1953 


Getting Personal 


Frank V. Birch, president of Klau-Van Pietersom-Dunlap, Mil- 
waukee, has the unique distinction of never having missed a Wis- 
consin football game in the past 32 years. Mr. Birch is a ‘““W” man, 
having won his letter on the varsity basketball team... 

Back home for Thanksgiving were Andrew Haire, president of 
Haire Publishing Co., New York, and Mrs. Haire after a trip to 
Hawaii in celebration of their 44th wedding anniversary. They 
stopped off in Las Vegas and Phoenix on their return trip across 
the country... 

Robert H. Boulware, manager of WLW-T, Crosley’s TV outlet 
in Cincinnati, has been in Our Lady of Mercy Hospital, Meriemont, 
recovering from injuries suffered in an auto accident Nov. 17 in 
one of the city’s suburbs... 


EDITORS AT LARGE—Ladies’ Home Journal editors Bruce and Beatrice Gould are 
photographed on their arrival in Nassau, Bahamas. Mr. Gould points to Hopetown, 
Abaco, where they are building an island home. 


A. C. Ebbeson, associate advertising and sales promotion manager 
of Kessler-Gallagher & Burton division of Seagram, has some ad- 
vice for fishermen. Don’t ask your wife to join you if you don’t 
want to eat humble pie. On a recent holiday at Cat Cay in the Ba- 
hamas, it took Ace about 35 minutes to lick a tuna weighing just 
about 500 lbs. Thereupon, Mrs. E., who weighs 119, took less time to 
gaff one that came close to 600 Ibs... 

Horace T. Hunter, chairman of the board of Maclean-Hunter Pub- 
lishing Co., Toronto, who recently completed 50 years’ service with 
the organization, was honored Nov. 21 at the annual presentation 
luncheon given by the company to its Quarter Century Club. The 
club, numbering 140 employes, gave Mr. Hunter, on behalf of the 
entire staff, his portrait, painted by Kenneth Forbes. Mr. Hunter 
joined the old J. B. Maclean Publishing Co. in 1903 as an advertis- 
ing salesman for Hardware & Metal... 


ART CRITICS’ CHOICE—Chicago artists Copeland Burg, Earl Gross and Edward 

Ryerson, who judged the Earle Ludgin & Co. employes’ art show, awarded prizes 

to (left to right) Allen Montague, for “The Attack”; John Willmarth, for ‘Trees’; 
and George Goldberg, for “Sketch.” 


Allen H. Sommers of the Sommers-Davis agency in Philadelphia 
has announced that next February his wife will present him with 
a son. He will not compromise. . .William W. Vosburgh, editorial di- 
rector of the Republican-American, Waterbury, Conn., has been 
elected president of the Yale Club of northwestern Connecticut... 

The American Cancer Society’s 1954 poster is the work of Henry 
Hult, a former J. Walter Thompson Co. artist in Chicago. Mr. Hult, 
once a cancer victim and now entirely recovered, has been in Paris 
for the past three years. Currently he has a one-man show at the 
Stevens-Gross Galleries, Chicago. . . 

William P. Robinson, president of Crosley Broadcasting Inc., At- 
lanta, was given the Naval Air Reserve Training Command citizen 
award during Navy inspection and review ceremonies at the At- 
lanta Naval Air Station. The citation was made by Rear Admiral 
Daniel V. Gallery for “outstanding services and support given the 
Navy in furthering the Naval Air Reserve program in the south- 
eastern area...” 

Robert A. Wilson, partner in Cargill & Wilson, “general” of the 
Community Chest campaign in Richmond, Va., turned over $1,135,- 
005—exceeding the quota for the drive... 

Franklin M. Doolittle, president of WDRC, Hartford, Conn., has 
been named a fellow of the Institute of Radio Engineers for his 
pioneering work in communications... 
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Hog Styles Are Changing Too... 


Making Allowances for Less Fat... More Lean Meat! 


Grandpa oe be amazed at today’s pig 
production. Takes about five to six months to | 
get market weight hogs now. It took the old 
gentleman eight to twelve. 


And today we get a better percent of ham, 


| anced proteins, heard about the resulting 
amino acids, enjoyed the benefits of vitamins, 


antibiotics and minerals .. . these farmers 


have become better feeders. 


bacon, loins, and Boston butts than they did | 


in the good-old- days. It’s better meat, too. 


How come? Farmers have learned more of | 


the secrets of proper feeding. Then, too, the 
feed boys, experiment stations and our edi- 
tors have been teaching them feeding tricks. 

You see, lowa’s hog men have found that 
home grown corn and oats need some help. 
Since they have seen the results of added bal- 


The end result? A possible gain of 114 
pounds of pork per day . with a 1 pound 
gain from every 3 pounds of feed. Makes 
more profit for the farmer. And more lean 
meat for you and me. 


Multiply the feed needs of this sleek figure 
by 6%, million estimated Iowa fall pigs and 
you get a total of about 14! million 100 
pound bags of balanced supplement. Bring 
on the barbecued ham! 


Published by Wallaces’ Farmer and lowa Homestead . . . . . Leading Farm Publication in Iowa . . . 


Des Moines, Iowa 


‘Master Homemakers Cultivate 
Communities--As Well As Corn Fields 


Back in 1928, a program of yearly | 


awards was started to honor Iowa farm 
homemakers. Each year five or six new 
Master Farm 
given gold medal 
WF&IH for build- 
ing an excellent 
home-life and a 
better community. 


such an award win- 

ner. She lives ona 
° 320-acre farm near 
Burlington, Iowa, 
and is the mother 
of three children. Her daughter is a 
graduate of Iowa State Teachers Col- 
lege, and is teaching. A son is a junior 


Mrs. Joe Wirt 


WALLACES 


wa’Homestead 


Homemakers _ are | 
recognition by. 


' churns her own butter. 


at Iowa State College, while the 
youngest boy is still at home. And in- 
cidentally, their new story-and-a-half 
home was planned and designed by Mrs. 
Wirt. 

Each year she cans at least 1,000 
quarts of good eating from her garden. 
Takes daily care of 600 chickens and 
“Why not?” 


she says, “we've got the cream.” She 


also has an automatic washer and a 
Mrs. Joe Wirt is | 


deep freeze unit. 

Most any community would like to 
have an asset like Mrs. Wirt. And mo t 
do. For she is typical... of WF&IH 
readers, and lowa farm homemakers. 

Joe says his Missus was cultivating 
corn when he first saw her... and 
she handled a tractor like a veteran .. . 


_ or any average Iowa farm woman. 


FARMER | 


DEPENDED ON MOST by lowa farmers 


when they need information o 


"Corn and Other Field Crops”. 


Where do Iowa farmers get their infor- 
mation? Tneir best source of information 
is your best selling media in this $2 
billion farm market. Get the facts from 


“InFARMation Please No. 2”’ 


, a study 


conducted by the Statistical Laboratory 
of Iowa State College. Write for your 
copy now—on your letterhead, please. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 


| picking .. . 


This is a Picker-Sheller ... or at least a partial side-view of it. Here 
owner Homer Bugby unloads the grain tank into waiting wagon that will 
take corn to dryer. The front of this creation is to left and looks like a 
standard two-row picker ... because it is. Rubber tired and cushion 
seated, production of 200 bushels of shelled corn per hour is a far cry from 
handpicking in the snows of November and December, 


Husking Bees Were Fun--But 
Picker-Shellers Get More Done 


Mechanization .. . 
the adoption of a new corn storage system. 


It works out like this: 


picker-sheller. Both of these mean the same thing; less work. Plus 


the picker-sheller snaps the ear from the stalk, shells the 


kernels off the cob, and puts them in a grain tank and power unloads it into a wagon 


or truck. 


Power also dumps it into a dryer that reduces moisture content for safe stor- 


age. Auger then empties the contents of the dryer into the elevator to fill storage bins 


All this and not one single pat with a scoop or shovel. Oh... 


back! 


Who has the new-fangled outfits? In 
Iowa, readers of WF&IH mostly. Simply 
because it’s almost impossible to sell even 
a few of anything without hitting our 
subscribers. 

Picker-sheller owners were 
faced with a need for more corn storage 
space. So instead of new ear-corn cribs, 
they invested in a picker-sheller, a new 
dryer, and grain bins. 


Dollar-wise they came out about the 
same, for corn without the cob needs only 
half the storage space. 


To the man who was freed from hand 
picking by the picker, this is a fantastic 
innovation. For the generation who learned 
to pick from the tractor seat... this is 
another step forward. It means earlier 
less work ... more standing 
corn and cleaner picking. 


What is the future of the picker-sheller? 
It looks good. More will be sold as farmers 
learn more about them. And Iowa farm- 
ers will learn more about them through 
the farm publication they depend on most. 


That's us, Wallaces’ Farmer and lowa 


Homestead. 


my happy non-aching 


Off the Cob... by George 


You needn’t worry about lowa farm in- 


/ come and how much money farmers have 
farmers | 


to spend for what you want to sell... 
note Iowa’s cash sales of farm products 
were running 3.1 percent ahead of 1952 in 
early fall, 
a + a 
While lowa farm products were at 97 
percent of parity, the U. S. national 
average was 91 percent. So says re- 
ports of Bureau of Agricultural Eco- 
nomics. 
* te ae 
If you want to know what parity is, ask 
us. But all you really need to know is that 
it is something farmers like to have 100 
percent of. Folks who sell to farmers like 
that idea too. 
” aa a 
Farm paper editors have to do a lot of 
traveling these days. One editor of 
WF&IH just went to Dallas, Texas, 
for a meeting of agronomists; others 
to Winnipeg, Washington and New 
York for hot facts for readers. In 
addition, the editors manage to cover 
all of lowa’s 99 counties to keep track 
of lowa’s doings. 
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Mead Johnson Names Wells 
Lawrence C. Wells, formerly in} MacDonald-Cook Co., Chicago, 
charge of all promotion activities| has been named to handle public 
for the Houston Post, has been relations, product promotion and_| 
named public relations director for publicity for the American Home 
Mead Johnson & Co., Evansville, Lighting Institute, Chicago, an or-. 
Ind., pharmaceutical and nutri-| ganization comprising manufactur-| 
tional product manufacturer. vers of home lighting fixtures 
throughout the country. 
Green Giant Promotes Cline — 
Paul Cline, director of sales, has Brooks & London Moves 
been promoted to director of mar-| Brooks & London, Philadelphia 
ket research and planning for agency, has moved to larger quar- 
Green Giant Co., Le Sueur, Minn.|ters at 1425 Walnut St. 


nearly 50,000 motels 
DO AN ANNUAL BUSINESS OF 


1% BILLION DOLLARS 


eet Mo sol Miieasine oer 


Group Names MacDonald-Cook | 


N. W. Ayer & Son Names Four 

Osmand Molarsky, radio script 
writer, has joined the radio-tv de- 
partment of N. W. Ayer & Son, in 
'New York, as a copywriter. Everett 
B. Allen, formerly director of sales 
‘and advertising of Cochran Foil 
Products Co., has joined Ayer’s 
p la n s-merchandising department 
in Philadelphia. Robert L. Kress, 
previously a textiles buyer of Gim- 
bel Bros., Philadelphia, becomes a 
member of the plans- -merchandis- 
ing department also. Lee Cox has 
been promoted to head the copy 
staff of the Ayer educational de- 
partment following the retirement 
of Herbert H. Smith. 


Jones Leaves Campbell Soup 

H. F. Jones, v.p. in charge of 
distribution and formerly adver- 
tising manager of Campbell Soup 
Co., Camden, N. J., has retired 
after 48 years with the company. 
Mr. Jones will continue as a mem- 
ber of the board. 


KH]-TV Appoints Bowman 
Robert Bowman, formerly a San 


|Francisco tv show packager, has 
| been named national account ex- 
|ecutive for KHJ-TV, Los Angeles. 


Advertising Age, December 7, 


THOMAS E. FALVEY, national advertising 
director of the New York Post for five 
years, has been named advertising director 
of the new Boats Magazine, New York. 


Hundley Joins Hanley Co. 


Cy F. Hundley, formerly assist- 
ant to the president of Blatz Brew- 
ing Co., Milwaukee, has been 
named a v.p., general manager and 
a director of James Hanley Co., 
Providence, R.I., brewer. 


they Buy More because they Have More! 


@ Take Department Stores for example—where Old Santa 
shops for so many of those Christmas presents—sales per 
family in Indianapolis were 77% above the national aver- 
age in December, 1951, and 89% above the national aver- 
age in December 1952.* 

That’s not surprising when you realize that average in- 


3 ** 


come per household in Indianapolis is $6,943** annually, 


first among cities of over 400,000. That’s not all—look at 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Federal Reserve Bank—Indexes of Departmental Sales for Department Stores, 1951-1952 


** Consumer income Supplement, 1953, Standard Rate & Data Service 


these other important Indianapolis market advantages : 
> It’s Bic... over 550,000 population 


> It’s Sreapy... unsurpassed for diversification and bal- 


ance of industry and agriculture 


P Jt’s Eastty REACHED. . 


. you get saturation coverage of 


the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


IN INDIANA 


1953 


Minute Maid Holds 
Contest for Queen 
of Its Parade Float 


Los ANGELES, Dec. 2—Minute 
Maid Corp. has launched a South- 
ern California promotion in which 
a “Cinderella Queen” will be 
chosen to ride on its float in the 
Tournament of Roses parade on 
New Year’s Day. 

The contest is tied to the Mutual 
Broadcasting System’s “Queen for 
a Day” show. Entry blanks are 
being distributed to grocery stores 
throughout the area. Entrants are 
asked to send the blanks, with a 
photograph of themselves, to 
“Queen for a Day,” Hollywood 28. 

Judging will take place on Dec. 
19, when the field will be nar- 
rowed to 500 or fewer. These con- 
testants will be given tickets to 
the Dec. 28 show when the queen 
will be chosen from five finalists 
according to the regular program 
format. 


® The favorite grocers of the five 
finalists will receive four tickets 
each to the Rose Bowl Game. The 
queen will receive a new ward- 
robe, a diamond ring, the gown she 
will wear on the Minute Maid 
float, and a deep freézer full of 
Minute Maid fresh-frozen juices. 

Minute Maid has won the grand 
prize in the parade for the past 
two years. The theme of this year’s 
float will be a scene showing Cin- 
derella as she leaves the prince’s 
castle at one minute after mid- 
night. 

The promotion was set up by 
Jim Morgan, Raymond R. Morgan 
Co., producer of the radio program; 
James Rayen, Minute Maid ad 
manager; Hamilton Stone, v.p. and 
general manager of the Bing 
Crosby Minute Maid Corp., sales 
|subsidiary of the New York com- 
/pany, and Burns W. Lee Associ- 
|ates, public relations representa- 
‘tive for the Crosby firm. 


Two Tie in on Coupon Drive 


Two Phoenix producers of food 
products, Rosita Products Co. and 
Hayden Flour Mills, recently 
joined in a special three-week con- 
sumer offer directed to southwest- 
ern Mexican-American families. A 
coupon, worth 10¢ towards the 
| purchase of a 10-oz. can of Rosita 
red chili sauce, was inserted in all 
25-lb. bags of flour produced by 
Hayden. Radio stations used were 
KIFN, KRUX, KVOA, KWJB, 
KICO and XECL, in Phoenix, 
Globe, Tucson, Yuma and Mexi- 
cali. Rockett-Lauritzen, Los Ange- 
les, is the agency. 


Wall Chart Shows 
What Not to Copy 


A list of subjects which it is 
illegal to photocopy has been com- 
piled in the form of a wall chart 
by Peerless Photo Products, Shore- 
ham, L. I., maker of the Dri Stat 
line of transfer-process photocopy 
equipment and materials. 

The chart, available free, lists 
the following subjects, among 
others, as being illegal to photo- 
copy: Bonds, auto registrations, 
passports, draft cards, drivers’ li- 
censes, Treasury notes and stamps. 


Names Burke, Kuipers 

| The Sarasota Herald-Tribune 
‘and Journal has named Burke, 
Kuipers & Mahoney, Chicago, as 
its representative, effective Dec. 1. 


SMALL SPACE ca 
si i 
hse 


Se ape ar 
PASTE-UP HAND = NG, 


J 


9 wi wane ses, - al ponnivs per werd | 


wilt FOR UTERATURE 5 TRIAL SAMPLE 


ONITIZED LETTERING ® 


Dept RIS W 46 STREET NEW YORK 36,N-Y 


| a gO Pah ee ie ee ee ah aig ees Bowser. | aoe eT ret gi it Do ai oie Re Ee bs o-O Sane e ea Oe ee ree eae ae AOE ve Se? pete SO Tet luc ee eee Ge et a a of A Ase eaaiicaina, ictenk lies ek oo IE 8 Ne ST. oe ee i ek ep 
eh a UE eR ee, tak ge a IRA CP vt Sr A ey St elie? Poet, Glin sg: SNe io Guan! eS e mee Be geting ag te Per er te Fit eee : see ak bd est “ORM UN eres D ia a epite o . o W rle dee ys +n ET i: sail aes RE ASCE) cee See eR yi ss CAS Ween eee 
SR Ee On ee aan Cee oC Me ee (rR ek Wek ae a MOF Cag: ie TS 
Latte ae s ye ‘ A a none * =< _ 
ae a ‘ RR ES ae eee S, 7 
anaes 
a aes 
= ee—“t:‘SCSCSCSCsSQ’SCséséCs 
. 
l 
‘ ene aver cum ” ut ue 2 ee t 
7 ae pe. BO pes on a ee ee 
: i) eis TS 
a ee lt 
ee ar q ——— 
Gia a *. Ge neh é Bi a Bri > | 
: ——-); a — | 
* ’ eee p me: , 
a 43 te, - 4 
> Pep rth Ree oo ae: ‘ ‘ 
is |  — 
: \ | “5 
: we - 
—s 
1 he > 5 
<geete ; > #3 
a ( /\S.STEADY MARKET FOR HUNDREDS RD, 
. 3 D ‘ds OF PRODUCTS... SELL YOUR §f | 
ahi <a -, | 
ee, - 
Rae | 
. ee 
sesese 2 a 
Se AN tn) iy” 2 cols aaa L 
; ; lA yl aw == ae : 
y H ee > % YY ; D fA es it : 
|B | < ¥ WZ > pe ad -_ 
f\ i | oe Afr 4 bare: - ae | i ates 
‘ : ~ 7 si “1h. 7, th. bE e: 4 Ca <_< ed 4 BG 
ere | a, “i fw - fe, ia g Rien 
i | 5 a J '\ ee te 2. dA &s Mice ee 
, ] 2 iy p £ 7 (jm 5 eae 4 a, 4 x 4) es. Det 
; \ : Wy ae PS ee vp ,/ ‘Ga ae a ly le 3 ‘fi ¢ Bi iy © i es i | 
= S: ( ) ‘ “7 r C 4 2 ae pS a a + a Be | 4 \e ) : il i 
WN . y a = , ie’ YS ap 
’ i ae i ee ne + . > << is 
sass ’ oe tay ae. Fe Rs ee iA. * el ~S 
y » v ‘ Bs tS oes, pest TER gale 9 ge. % a Se 
Bi Fie a \A " Sa : Po. gee a oe , eA Ps a a eA Ms 
ea Yom ti se ie a oe a 
=> PF ith a - > @& .; a. ee -o- . k a it 
; , ary { we i. t \ : es th Ry te a sm i Ty py ie 
sca rar se ’ Ye ea “=, ae % n i . aS , i & ae ci “Baer 4 1 a os 
=e Ct eS i Be v) am y\ 3 eet | RT, EO 
ge me | fe nee | . a Y ¥ .. |) raz 4 : 14 = se 
‘ re "en > _— a. ee i . ”.. is“ 5 De 
i "4 ry pean YES a oe — —s” — Ae M&S — ee” LAIN & 
rf : p + eed ge O(N We 1. (gis sae it Fon ‘ ¥ =) £ 7 dreds, oe ; 
= ot —— = ;. |! oe: ' ree ¥ an aa £ 4, ) d il ca <—$ 
ie ras z % ae I = -  . Z a | a 7 »? ‘ ee gy ae 4) f 
Tee ‘ 5 e f oh 4 Be me: ue | ‘ q % 5 on, g ‘. aE a Hi 49 ** a $ Pirie . ti oF Siete 4 fa 
oe | BEE Le oo: toe Vr <a tn am Se te yo |) yO 
me 2: '§ 4 ' aes << ees : ea > er tre3 poe f; . ae 
Sa ge ‘ 9g age = we 5 Naw . ms Couette | Ss Se a 
Seid 4" NE i en: 4 a ee x ’ ya : i? “ed os x Pe “+ . ated a, A 
aera Pa, te SS s Say i 1 . «+ . | é ; - Bx t \¢ @' phic! _ neti a 
ae on...) re et .  \ oat ++ eee 
FR, Sn, 2 ‘5 Bhi oy a”. + Sa 
: .* je J os q aad ae eae i. ; 
ete es a te Sell Te en hh ie. Bo SE See aes aye \ “4, 
oe /. eae éi~rxx td ged VE 
on aay ~‘ Rage Z ‘i ‘ ee \ X 
eet | a \8 0 Avr ~~ \ iy 1 Bae bee ad \ i? 
oa t ey $ ey as < ee ‘ : \ , 
- Lee i A SS. | ae 
3 . 7% A S ie | Ss 3 ie ee . : Ve} ry 
ae Cero s ee’. rs | Dh ais tal \\ [ee 4 . % adi yy , me - 
sl a & ous aes < Ah te Be 
eae =e es ms a < 
ee ww N AP =e. ; 7 Be 2) O% 
ps a 
ces 
eee 
—————— 
} 
‘ } 
: eee = 
Ze = ee 
; ee ee Bx. a 
EEE Ef Se ie, oes 
oe. ZI <£4 w: 
Cage Race OE Aap 82 | . 
rs 2 o —— . 
Re inl 4 — ~ Clee 
| THE INDIANAPOLIS STAR @& 450; W => i | 
9 \ > ~~ 
pec x, . 3 pan é ey - “ 
as YOUR FIRST TEAM FOR SALES | | “@g | aa 
e| a 
THE INDIANAPOLIS NEWS ww, ~~ | ee 
Rees 
a FG i pd dale oh We Be eich GY Rei BN SH Wt el hy Ngelgr i AUR cs iain ade? de iE eae Flay eee NY ek, Naas SRY og be Me TCR RL MIR Men VaR AOT Ser cient) ey gd Re SRS Nee AE OO. snore ane, amen, SE 
he Foe a4 , ~ be ke Jahess Tere Pps V dts , mm “4 de - 1 t | . ae wy 2 - "1 . 4 viet pe ' Fe ee %; “ < - Nae ee 5 f iP se Sat z i : ’ P ¥ se 3 at, Sc en 


Year after year, advertisers invest more of their food trade advertising dollars in 


Progressive Grocer than in any other publication. And 1953 was no exception. 


Rackine up an 18% increase in advertising revenue over 1952, Progressive Grocer 


continued to earn the LARGEST SHARE of the total amount of money spent for 


advertising in national food trade publications. 


Awnp, during this year, Progressive Grocer broke all records . .. became the first food 


trade publication in history to carry more than $1 MILLION (net) worth of adver- 


tising in a single year. 


The Reason ? More and more advertisers recognize the growing 
importance of the Progressive Grocer market — 
Super Markets and Superettes — and the vital role 
Progressive Grocer plays as the major source of 
merchandising information for these top markets. 


PROGRESSIVE 
GROCER if 


-the magazine of 


THIS IS THE PROGRESSIVE GROCER MARKET 


24% of the stores... .... 78% of U.S. grocery business 


sas 
ain 
SUPER MARKETS and SUPERETTES 


$14.4 BILLION | $11.4 BILLION: 


. , te pags siege agg le cae i New York, 161 Sixth Avenue, Algonquin 5-2100 
43.8% of sales 34.7% of sales NIBP. Chicago, 111 N. Wabash Avenue, Central 6-3070 


As of January 1953 ; Los Angeles, 1127 Wilshire Blvd., Madison 6-1271 


ey FS 


Suan 


Ras “a Lh Feeney eek ae, cae Sen: ae g tore My aes ae: ae oe thee Be ase, Melo te es Pan oo bat ag, Pcp” SRG) Co Amie So oral ee aims kbs Ts Fe tk eee a are tae “=i i Ue eT: ‘i ema haat = wae hes g * bg LD aee Mer) NE ae, Bee | ped Oe, Aas 0.2 
"a Haak Garin oi tet teh sea VRB BARE (na ze ; 4g PHA. Crna aed = Seg ey Bees ee OR Oe pee aera Mn ee ay Bo pared bee Bg Ma ae gee ere le rae ee Saas e ee prea Tek eet aay = Mpa ees ; thee 8 fe oe a ree > Megane St tag i 

Be eee Eee My Te WE poy Ne ie te Sam eS SEATS SaeeN LPa TR ON a and Baia oa = : Bae: Ae pae i Vie ae ee tet atoms eet geen Game oe Let gh ay Gare we Tas ee Noe tines" ean ce ee ety" <a UTNE yc ie NER aN ea eae Je Fg ie e 22 Pea uagees fete be 
Pheer meetin ja pee TA ed ier ae ee a? B, : a oe ce SIR gue a age ee ae ee ae oa mpi es ae eran Coals See eee eS ae ia Fie " ¢ eee Fes Sa 1 Pa ae 25 Sant oc Rs oN ae ig ExT POR aes ie a come a S} = aay 

Ts ee Da erage. ERE US OR gi I AER: © Ae age Nae eee) Sie a” ike mR ager TaN Se Sie pts PM dhe) fo 

Py ee EE we ST LOY pa Se ee Pare aa a deny - gS EN ees Ss S tee aa r at SS ae ne corn estes? 27 pee ‘ a ; = cies Sine, EA ecto : ; Pie ea tra 
POs Sao ER Sg a 2) ee Sune we, Age 4 & : = % ye pe $ . Saati OU, 4 ae ¢ x te nat es (3 ae 
at. Samet ease Ges Ma teal 9, | ya pert me s a r * ; aaah sf say = * a ea " - iy ah eh E ae ee Fic 
kay Sn ARMM SG sir Al ye a es occu \. Bie ae Gee eee. eta ee Nie ee a acer a oe Je ; oe ge ee os Se oe ee : rhe ooze) 
4 . meee. s - <_ : Pia he a 
= . oS een 
eee 
— ft, Giver ane sagan’ — : oe ae ey 
ae 
te 
h- 
ch 
ne 
on 
al . 
or 
re : 
es 
re : 

a 
to : 
‘ 

8. 

- * : Pee Dae Bee, Moe kee he ng 2 : Bae Uy ot ey eas See wd i rae i oF ee 
to ec: 2 Bae of ictgien ene ee ea 3 = fee ee ae - . ee 
on a asd er See th pe eee » Sher reso ae pha Ee ae 2 Ros des jones eet 
; 5 2 eee AS Ae esa a oA 5 «Sit SER Or cy gece eanegrne ee 
ts al eis : - tee a 4 4 ; i> Sie 

cee! 
: “io 
eae ie 
= Xin : ¥ ae ae ’ Sie 
Sede Bee RE ogy Se cars Bet gh Boe BE Ss SL a a a ; Pa Se ok ay 
ye Sac Sy A ao. ring aoe ons Pee Ow Tk aga Mee ee age “a Se ee ret me - 
ts oe e. Mi ce: pees tee whe Ea tes iP 3) sae ame “ ance: to eee 
%, * ; Wg pe RE oi ete 8 to 1 ee pet OEE Uae TERR ae 
1e eg : , eee, oe “Se tee oe so fo asin : 
is eg ig ‘ oa Fy eae es . aoe an Sad oA BES a ial “ " ora 
i- pet Ie Poe. patie”: ms 4 Oe iy if a aes 
Ses be Rater S <4 ¢ ae Fs 
id CA es i on ' 
1 fi pee r ‘ ' $ ¢ . 
Re ie he : ae. 4 . 
of kK ‘ cy ‘>. Sy. 
f : : - 7g ae : “> eae 
S. a i Ae g ef 3 : ae 5 
5 é Bat e co, : 
Ce + he 2 f eh : Ss: ae Bes aa a 4 
st _— ay i ee ee Son 2 ce pie Ke Rae okt: ig ae - mA : 
s Sy j is Y x : 
“a 4 ; ; 
Pove ck 
ey 
Pesce 
ry gaa 
in * rae 
Aes 
n; eee 
° B$sct owe 
id eon 
id ed 
ig Ps 
eS 5 
ages 
ee ae 
i- | 
Eg 
jo pees 
ee 
ee -—~ 
sae 
\d : 
a ati 
t- Oke, 
A ee 
— 
aia 
1e eae 
aocer 
11 ‘ ee x 
uc ale 
Vy Mek 
re ~ ae : 
B, ee 
ee 
x, 4 ea 
a, ~ 
a . m 
: 
ie 
is te 
1- mA 
2 oe 
at ee 
ae gre 
ry cae Ore 
Pee 
Be 
ts ee 
ig Re eT TR mE eae A rs Ro a a ae sa : Nee 
‘ én Be 
'S, i : Ge = 
. 3 eae 
1- : soe 
S. peels 
TTT ee eel ne ee ME ee, — 
Si oe ee Me BLUE TAR el! ee ee ee iy, ee Me ee si: 
‘SUPER fe. NNO ge yA part wi s pannel ntaep ae Ae ae 
x ‘ Ye i 
ve be mt De 18 , , ge id ae 
, 3 pee * 1p dee hate i 4 Mg OT ae E - 2: 
4 ‘cs a —— ; 
vg ——— ° : 
aS bs TI 4 aa 2 
1. ain it tei - 
: 
; ¥ a 
eas ee 
. 3 : : : : " 3 a ae 
a ee : a Pete onort me ? ay « t . ? = a q ae ‘vain F ¥ 7 E a ¢ : vis, 0 i ee a ; z : i 7 ee 7 Ms z cm 
Nea Silat. WLS SD) PRE Le an we he a oa See ee Fe Rei Vs Ree aagtaiiet arr ay, “ie She hy Cerrar e SS fin RETO yor wok E BtE Ee Bibs 5 es mewn oes a de RE 2 Paha ieee ‘ 65 ee Oa eo x eRe hea: BN oi ale aoe ee me of Yeo G Dae a ae 2» RETR 
een naentite aes Sop wruteiay pete Mey nae ae i oe te gige? pw § ay Piet tah Ov sail aD is Meg, bd gan PORE Dk > ea Ag ee ae ae ce ea PS Sia ne epee es, bee) SOBA 1 Baten ited a te ~ . , a : on oad, oF 


_ in America’s hospitals. Postwar construc-_ 
_ tion of $3.8 billion still leaves a deficit of 


_-850,000 hospital beds to be met in the next _ 


‘reach, easy to sell hospital market buys 
3,500 operational and maintenance items — 
in big business volume. Construction, cur- 7 


— rently $750 million’ annually, means a_ 
_ tremendous hospital market for quality | 
building materials and equipment. You | 
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This Week in Washington... 


Fair Trade Troubles Are Brewing 


By Stanley E. Cohen | But there nray be new wars in 
Washington Editor |the offing, for fair trade is one of 
WASHINGTON, Dec. 3—There’s the issues currently being exam- 
more trouble brewing for the |ined by the Attorney General’s 
fair traders, though at the moment national committee on anti-trust 
it’s a cloud no bigger than a man’s policy, a top level study group in- 
hand, cluding about 60 of the nation’s 
As it stands now, the fair traders top anti-trust authorities, under 
appear to be on top of the world. the co-chairmanship of anti-trust 
Only this week the Supreme chief Stanley Barnes and Prof. S. 
Court, for the second time, refused |Chesterfield Oppenheim. 
to consider the argument that price 
/maintenance agreements illegally |= This committee, currently in- 
‘deprive retailers of freedom to volved in a broad investigation 
sell at prices of their own deter-|covering all phases of anti-trust 
/mination. Moreover, Ed Howrey,/| legislation and administration, 
the new chairman of the Federal /wants above everything else to 
Trade Commission, has warned his ‘recommend an anti-trust program 
‘Staff that fair trade is the law of involving a consistent philosophy 
the land—and that he personally of free competitive enterprise. In 
‘takes a dim view of any proposals | an intimate progress report to the 
‘for cases based on hair- splitting | ‘federal bar association here this 
over the activities of fair traders.;week, Prof. Oppenheim made it 
clear that the commission has no 
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If you are not yet on 

our mailing list, write 

for a copy of our 

popular magazine, HUBER News. 

You'll find it packed with interesting 

articles, facts and pictures. 
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East St. Louis, III. Borger Texas, Boston, Mass. 


qUBER 
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intention of ducking the special 
interest exemptions that have been 
-written into the law. Specifically, 
he stated that the commission 
will certainly have something to 
say about fair trade. 

Prof. Oppenheim, of course, 
can’t speak for the committee. But 


Huber plants at Borger anyone familiar with his writings 
and Eldon, Texas, produce would feel certain that he will be 
carbon blacks which make plugging for a strong stand against 
auto tires tough, and are all “soft competition” laws, in- 
used in inks, paints, cluding the “soft _ competition” 
plastics, and wherever features of the Robinson-Patman 
black coloring is needed. Act and, of course, fair trade. 
> * as 


Treasury Department’s savings 
bond division has been reorgan- 
ized and 23 of its 130 staff mem- 
bers have been “riffed” (govern- 
mentese for “reduction in force’). 
Under the new plan, specialized 


At Huber, Ga., Langley sections for payroll savings, edu- 
and Graniteville, S. C., cation, labor and other “markets” 
Huber mines and refines have been eliminated, and Treas- 
kaolin clays for the paper, ury’s Washington staff has been 
rubber, ceramics, 're-grouped into two units devoted 
insecticide and adhesive to sales and planning, plus an ad- 
industries. | vertising and promotion branch, 
an administrative branch and the 
office of the director. 
The plan was developed by out- 
side sales and promotion experts 
and was put into operation im- 
mediately after the arrival of Earl 
O. Shreve, former General Electric 
v.p. now in charge of savings bond 
The newest of the Huber sales. Treasury says it hopes to 
divisions—Chemicals— strengthen state and county sales 
at Havre de Grace, Md., organizations, which are made up 
manufactures a wide range chiefly of volunteers. 
of materials for the rubber . . * 
and plastics industries. The Post Office Department’s 


decentralization program inevita- 
bly raises some troublesome ad- 
ministrative problems likely to 
cause considerable confusion for 
publishers and direct mail adver- 
tisers who run into difficulties in- 
volving interpretation of the post- 

Huber’s Oil & Gas Division al laws and regulations. 
produces oil and natural Under the new program, the 
gas and oil field production operation of the Post Office De- 
equipment. Some gas is partment will be managed from 
‘ regional offices, close to the op- 


used in Huber carbon . erating problems. Washington 
black production; some is ‘headquarters will give up its con- 
pipelined as far north as trol over operating policy, elimi- 
Minneapolis and Detroit. nating some of that “bureaucratic 


red tape” the politicians like to 
orate about. 

On the other hand, that means 
that the 15 or so regional offices 
will sometimes issue conflicting 
interpretations of the rules and 
regulations. Publishers and adver- 
tisers might eventually find that 


Eight-ounce tubes... 4,000- an ad mailable as second class in 
gallon tank trucks. ..8,000- Chicago will be considered un- 
gallon tank cars—Huber’s mailable under that select classifi- 
oldest division supplies all cation in Cleveland. 

types of printing inks: for | 

magazines, newspapers, '@ Postal officials are aware of 
containers, comics and all this danger, and they are working 


‘on a= solution which certainly 
shouldn’t make publishers angry. 
As they see it, there will be less 
chance of disagreement if there 
are fewer rules to interpret, so 


commercial printing. 
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Hudson Sales at Alltime High 
Hudson Pulp & Paper Corp., 
New York, reports that sales for 


the last fiscal year reached an all- i ae ; es ee ee eee : ‘ 
time high of $40,907,944. This is \ | _ Since the June day when you were solemnly 
an increase of $5,265,374, or ap- handed a diploma, there have been a lot 
proximately 15%, over the previ- - ee SH 
ous year. The rise is attributed to al changes in America’s schools. You ought to — 


a more intensive marketing pro- 
gram. 


| | - know about them. They mean a gigantic _ 
| ae 1/1] Market for a wide range of products— _ 
‘Fueloil’ Joins Audit Bureau | building and maintenance products and all — 
Fueloil & Oil Heat, published by | the nbw tools fed : ss + 
Heating Publishers, New York, le new of education. In public schools _ 
has been admitted to membership _ the next few years will see million i 
in the Audit Bureau of Circula- bins miele of pupae 
tions, and the first report, on the more than present enrollment —a $17.6 bil- 
+ six-month period ended June, . = wee ; 5 
| 1953, has been issued. . lion need for reed facilities. Cobieges, — 
HAROLD E. VAN PETTEN, associated with | _ over the two million mark, will double en-— 
6 _ rollment in a decade, need $5 billion in new _ 
; ke sengeng | for = industrial “— /utive and director of client service, | = facilities. Let us tell you about education's 
ivision. Mr. Van Petten was named “Ad- | igh R. F h&eaA iates, | aa : : : F : 
man of the Year” in 1952 by tedvental | Se Lotte snenae. ba resigned ef-| e two markets— public schools and higher & 
Marketing. ‘fective Dec. 15, after nearly eight | _ education. Ask for “Education’s Two Mar- 
they are busy sorting out ancient | | 
rules and regulations that can be Aldridge Associates Moves 
discarded. _ | A. E. Aldridge Associates, Phila- 
A number of technical rulings | delphia, has moved to new offices 
which bothered publishers in the! at 1616 Walnut St. 
past have already been earmarked | 
for the wastebasket. If it works | 


B. F. Goodrich Co. in advertising capacities Leqyves French Associates 
| years with the agency. His future = t * a bookl ‘of facts al art a e 
out the way officials: hope, the) 
Post Office will give advertisers | OMETHING [SSING 
freedom to use folds of any kind | -~ oee 


AND UNIVERSITY 


since 1927, has been appointed director Richard C. Lynch, account exec-| 
| plans will be announced later. 


(folds “out and up” are currently | 

in a “twilight zone’’). Die-cut ads 

will be in the clear. And it will | —f 

no longer be necessary to print — 

indicia on paste-ins. Post Office —s f 

will stand its ground, however, ar ae 

on photos and samples attached to Douay ihe, 

ads in periodicals mailed under ~ \y 

second class; the law specifically | NO RED 

indicates that this kind of promo- a 

tion material is forbidden and. \ 

must be considered ‘‘merchandise”’ | a - 

under third class. \ Pal 

e o ” 3 

The Federal Communications | md ¥ 

Commission might eventually lib-. . ° 

eralize its new “monopoly” rule | 

which prohibits any individual or. —— 


firm from having an interest in a | 
more than five tv stations. Some ( 
industry members feel the com- — 
mission should permit firms to —=— 
have interests in seven tv stations, | A: 
provided no more than five are in| 

the low v.h.f. band. At present. —— 

the commission is studying the - y 

troubles of tv operators who are é 

pioneering the new high u.h.f. ) 

band. If it finds u.h.f. stations need ee. 

more network support, it might } 
adopt the liberalized ownership 
rule as a means of attracting net- 


work attention to u.h.f. 


More Negroce aii 4 


Cc | 
than any other 7 Sit 
j Za. 


magazine! 


LIKE CALIFORNIA WITHOUT THE 
BILUON DOLLAR VALLEY OF THE BEES 


Inland California has more buying power than San 


\\ /)) — 


na. Francisco and Oakland combined. But you miss this 
FREE! 10 City Survey rich market if you rely on Coast newspapers to cover 
Find out what magazines are it. You need the Valley’s strong local newspapers, 
really selling on the newsstands the three . 


in Negro communities! 


iy ON B Mc CLATCHY NEWSPAPERS 


1820 South Michigan Avenue, Chicago Iii 
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TVR Sales Agency Bows 

TVR Sales Agency Inc., Char- |. % , 
lotte, N.C., has been granted a ligious and educational program- 
charter by the secretary of state. ming of WJAR-TV, Providence, 
Capitalized at $100,000, the new/|has been promoted to director of 
corporation is authorized to plan Color tv. 
and produce radio and television 
announcements and programs. The Hartwig to Potosi Brewery 
principals include George W.| Marry A. Hartwig, formerly as- 
Dowdy, Charlotte; B.T. Whitmire, sistant to the v.p. of A. Gettelman 
Greenville, S.C.; J. Horton Dough- | Brewing Co., Milwaukee, has been 
ton, Statesville, and Harold H.| appointed sales manager of Potosi 
Thomas, Asheville. |'Brewing Co., Potosi, Wis. 


WIAR-TV Promotes Park 


Warren Park, director of re- 


are runnin Sts pene 
a MIAMI / 


at TROPICAL 


A 


| Health Center to Weightman 


|Dental School & Health Center, 
‘Camden, N. J., has appointed 
| Weightman Inc., Philadelphia, to 


|direct a special advertising pro- 
gram. Lawrence J. Casey, agency 
| public relations director, has been 
‘named executive director of the 


| citizens’ committee for the school. 


|CBS-AM Promotes Castleman 
| George Castleman, who has been 


The New Jersey State Medical-_ 


with CBS since June, 1951, has_ 


/been named manager of sales de- 
velopment for CBS Radio spot 


_sales, New York. He replaces Her- 


bert A. Carlborg, who has been 
CBS Television. 


Maunders to Bohn Aluminum 


James T. Maunders, formerly 
|assistant secretary of the Detroit 
|Board of Commerce, has been ap- 


of Bohn Aluminum & Brass Corp., 
Detroit. 


appointed director of editing for | 


pointed public relations director | 


Auctioning of Perishables in 10 Cities 


at Bee 


SoS ee are. ee 


Advertising Age, December 7, 1953 


LATEST WONDER—George McGivern, media director of Glenn-Jordan-Stoetzel, Chi- 

cago, is amused by the Page-ette, a portable radio that picks up phone messages. 

One of the first users in Chicago is Product Design & Development, two of whose 
representatives are Edwin J. Hughes Jr. (left) and John B. Holmes. 


Selevision System to Permit Simultaneous 


- advertising dollars 


*K 
produce 43 


MORE SALES 
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New York, Dec. 1—A new 
method of marketing perishable 
foods will be started Jan. 6, 1954, 
when buyers and sellers will be 
brought together by an electronic 
system called Selevision, which 
permits instantaneous intercom- 
munication between ten widely 
separated auction rooms. 

Citrus fruits will be offered next 
month from Lakeland, Fla., over 


ten Selevision units established in 


Lakeland, Washington, Philadel- 
phia, New York, Boston, Pitts- 
burgh, Buffalo, Cleveland, Detroit 
and Chicago. 

The fruits, certified by the De- 
partment of Agriculture as to 
brand, quality and quantity, will 
be offered for sale, f.o.b., points 
of origin. Descriptions of each lot 
will be furnished to accredited 
buyers in each district Selevision 
room in advance of the national 
auction. This is done by special 
duplicating equipment over Sele- 
vision’s private wire. When the 
auction is ready to start, a bell will 
ring in all ten auction rooms and 
the first lot number will be flashed 
on Selevision screens simultane- 


‘ously in the ten cities. 


ws One buyer, in Cleveland. sav, 
may bid $4.05 a case. The bid will 
be flashed on all screens in the 
cities. A large clock ticking off the 


'seconds after the bid will be shown 


in all auction rooms. A second bid 
of, for instance, $4.10 from Chi- 


-eago and third of $4.15 from Buf- 


falo may be flashed and the sale 
will be closed if no further bids 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Families in Canton, Ohio spend an additional! 


$1457.00, or 43% more than the national average 


on all classes of merchandise. Consequently, 


the advertising dollar you invest in The Canton 
Repository reaches a market 43% richer than the 


average. On a cost-per-sale basis, then, every 
advertising dollar invested in The Canton 


Repository does 43% more work. By the same 
token, it costs 43% less to secure national 
average sales through Canton’s only daily news- 


| gles. 
‘than one product, 
tested singly and in groups. 


are registered in ten seconds. 

Selevision equipment was devel- 
oped through the cooperation of 
the International Business Ma- 
chines Co. and the American Tele- 
phone & Telegraph Co. Selevision 
has its main office at 70 Pine St. 
here. 


Sets Package Color TV Test 


Cascade Pictures of California, 
Culver City, has perfected a meth- 
od whereby advertisers can screen 
test their product packages for 
color tv. Test shots are made, using 
the various types of color negative 
suitable for tv color transmission. 
Packages are photographed under 
varying light and background an- 
For companies with more 
packages are 


‘Va. Council Seeks Ad Hike 


paper—The Canton Repository. Get 43% 


more for your advertising dollars—be sure your 


schedule includes The Canton Repository: 


100% city zone coverage; 98.8% home delivered. 


The Virginia Travel Council at 
its annual meeting adopted a 
resolution asking the state depart- 
ment of conservation and develop- 
ment to raise its advertising 
budget next year to $300,000. 
Increased costs of advertising and 
the increase in the number of 
Virginia attractions were cited as 
reasons for the increase in the 
present $184,000 yearly budget. 


KOMO.-TV Starts Testing 
KOMO-TV, Seattle, has started 


_ broadcasting a test pattern on 


100,000 watts power. It will be- 
gin programming Dec. 10 as the 
NBC-TV affiliate for western 


| Washington. 


7 - = ee 
r aie 7 ae ae ot 6 Oa cl : 
| ee de Se a! r= ih ee 
| ( a a ee 5) “ = 7 ed | ‘ 3 : ~ 
se.) th-By 
| - i, PF 
y en “y —= 
poe Ss. 
- | 
2 a i 
7 re = =i 
rae ' ) Y 
is ag wy ] 777, | Y YY 
ae es 
Bi , an 
eee —— | 
A Brush-Moore newspaper represented nationally by Story, Brooks & Finley p 


NEW YORK 
122 East 42nd Street 
New York 17, New York 
OXford 7-2656 


CRITERION offers a new type of service 
for covering HIGH VOLUME GROCERY AREAS 


Now after four years of intensive research, Criterion 
offers a NEW service to advertisers to meet the 
problems in today's most critical business area— 
the marketing center. It is here that manufacturers 
are fighting to hold dwindling shelf space, striving 
to overcome private label favoritism, struggling to 
offset the steady increase in brand switching. 


Today 75% of all grocery volume is done in 
25% of the stores. The NEW Criterion service offers 
you concentrated showings around these high vol- 
ume outlets. Now you can get more intensive cov- 
erage in the volume producing areas at a saving 
of 30% in advertising dollars. 


Here is a plan that will carry the strongest kind 
of color campaign right into the shopping area. 
This NEW Criterion plan offers you unlimited pos- 
sibilities to . . . 


Criterion Service 


CRITERION ADVERTISING COMPANY, INC. 


BOSTON 
216 Tremont Street 
Boston 16, Mass. 
HUbbard 2-1057 


CHICAGO 
612 North Michigan Ave. 
Chicago 11, Illinois 
SUperior 7-5757 


1 Gain a competitive advantage in the point-of- 
sale zone. 

2 Switch shoppers to your brand. 

3 Merchandise specific promotions and deals. 

4 Get an increased share of the growing impulse 
market. 

5 Lessen out-of-stock losses and gain trade support 
by influencing the dealer with your advertising. 

6 Make all your other advertising more effective 
by hard hitting follow-through right in the point- 
of-sale zone. 


Let us show you our high volume research maps 
available in all major markets. Criterion can help 
you influence more shoppers today by concentrat- 
ing your efforts in these profitable areas. All adver- 
tising reaches people, but Criterion reaches shop- 


ping people. 


SAN FRANCISCO 

1095 Market Street 
San Francisco, Calif. 
MArket 8-1900 
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CBS-TV Film Sales Moves 

The Chicago office of CBS Tele- 
vision film sales has moved to the 
LaSalle-Wacker Fldg. 


A triple benefit... 
for you, your agency, and us 


—_— and, while we're on the subject, why 
not instruct YOUR agency to have 
JAY WALK set your next ad. The 3 of 
us will benefit. Learn how... now. 


WALK ADVERTISING TYPOGRAPHY 


1 E. HUBBARD, CHICAGO 11 © MO 4-6 


Van Buskirk Organization Handles 
282-Page ‘Seattle Times’ Edition 


SEATTLE, Dec. 1—The 
special newspaper edition this city 


has ever seen was published re-| 


cently by the Seattle Times. It 
contained 282 pages and carried 
12,282 inches of advertising in the 


4,000,000 READERS 


UNION MEMBERS have a loyalty 
to their own publications which ex- 
tends to advertisers. You get an 
extraordinary receptivity to institu- 
tional or sales copy which cannot 
be bought in other media! Leading 
advertisers are discovering sched- 
ules in these 180 official labor mag 
azines and newspapers give them 
an automatic recommendation to 
4,000,000 families with higher than 
average income, 


TRADE UNION ADVERTISING 
1133 Broadway. New York 10 


CAN'T BE 
IGNORED! 


There is no better guide to read- 
ership than results! GALCO 
SALES (Cleveland) who sell 
work clothes by mail order, re- 
ports “In comparison with many 
other publications, labor press 
results most gratifying’. Try 
one or more of our 19 national 
magazines for similar returns. 
See LABOR PRESS listing in 
§.R.D.S. Consumer section or 
write for details. 


LABOR PRESS 


largest | 


special sections and a total of 
25,471 inches in the entire paper. 
The special edition was nearly 
10 months in preparation. It was 
the product of American News 
Feature Syndicate, whose sole 


business it is to put out special edi- 
tions; it now operates on the basis 
‘of one a year. Originally the Times’ 
issue was scheduled for mid-Au- 


gust, when tourist trade reaches a 
peak during the week-long Sea- 
fair. This year mid-August also 
brought a national conference of 


‘governors here. But a 95-day shut- 
down caused by strike postponed 


publication until Nov. 15. In the 
meantime, new contracts had to be 


written for all advertising and al-. 
most all editorial copy had to be 


rewritten. 


. The Times’ special edition was 


Advertising Age, December 7, 


1953 


built around the year-long cele- merchant. He put it this way to 


bration of the centennial of the ApverRTISING AGE: 


creation of the territory of Wash- 
ington. It was known as the Cen- 
tury of Progress issue. Of the final 
product, Harry H. Cahill, general 
manager of the Times, said, 
has been many years since the 


Times brought out a special issue, 


and none as complete and com- 
prehensive as this.” 


As a special edition, the Century | 
of Progress sections grossed ap-| 


proximately $125,000. (The rate on 
a 180” page was $1,500 a page, 


“ae | 


“The object is 
not alone to bring in additional 
revenue but to bring in potential 
customers and to make new con- 
tacts. Our operation is in effect a 
public relations job. A special edi- 


tion must pay off to the newspaper 
by getting new regular advertis- 
ers.” 


Mr. van Buskirk is the first to 
concede that special editions are 
“properly discredited” and often 
have been little more than a “sand- 
bagging operation for newspaper 


scaling down to $12 an inch.) But-linage entrusted to a crew of fast- 
for H. J. van Buskirk, head of | talking high-pressure boys brought 
American News Feature Syndi- in from the outside.” In his work, 
cate, a special edition is intended even the term “special edition” is 
not to make money but rather to banned. 


do a public relations job for the! 


paper and to reach 
firms that are not normally ad- 
vertisers in the paper but should 
be. 


_@ Mr. van Buskirk figures that a 8 
‘special edition has the same rela- 


tionship to a newspaper as a spe- 
cial sales event has to the local 


ARKANSAS 
ARIZONA 
COLORADO 
DELAWARE 
IDAHO 
MAINE 
MISSISSIPPI 
MONTANA 
NEBRASKA 
NEVADA 


NEW HAMPSHIRE 


THAT OF 22 DIFFERENT STATES!” 


NEW MEXICO 
NORTH DAKOTA 
OKLAHOMA 
OREGON 
RHODE ISLAND 
SOUTH CAROLINA 
SOUTH DAKOTA 
UTAH 
VERMONT 
WEST VIRGINIA 
WYOMING 


LARGEST CIRCULATION IN TEXAS 


WITHOUT the Use of Contests, Schemes or Premiums . . 


*SOURCE: 
SALES MANAGEMENT 
SURVEY OF BUYING 


ABOUT THE FORT WORTH TRADING AREA Yoce SHOULD KNOW! 


EFFECTIVE BUYING INCOME OF THE FORT WORTH 
AND WEST TEXAS TRADING AREA ($2,848,631 ,000) 
SERVED BY THE FORT WORTH STAR-TELEGRAM 


1953 


POWER 


The West Texas market stretches for more than 300 miles to the West 
and more than 100 miles to the North and South of Fort Worth. Within 
its boundaries are cities that range in size from a few hundred population 
to over 400,000. It is one of the nation’s busiest markets. 

Into this market of 1,928,700 people Texas’ largest newspaper is 
delivered with such merchandisable home coverage that your selling story 
is bound to be seen and read. The Fort Worth Star-Telegram reaches 
95% of all Fort Worth metropolitan homes daily and 86% of all Fort 
Worth metropolitan homes Sunday. (Metropolitan population, 408,100.) 

The Star-Telegram has many times proved its ability to produce for 
the advertiser the results he desires in newspaper advertising. The 
Star-Telegram stands ready and eager to serve you! 


. “Just a Good Newspaper” 


| divided 


What Mr. van Buskirk sees in 


non-retail special editions of the type he han- 


dles is a closer tie between news- 
papers and industrial firms. He 
puts it this way: 


“If we can take some of the 
sting out of the words, ‘special edi- 
tion,’ we believe that the newspa- 
per has a right to go to industry 
and say, ‘You have a responsibility 
to support the paper.’ We believe 
that the responsibility of a free 
press rests just as surely on the 
shoulders of the manufacturer and 
industrialist who has nothing to 
sell locally as it does on the re- 
tailer who has to sell locally to 
live. 

“The manufacturer, in turn, has 
an equal right to appeal to the 
newspaper for some consideration 
of his problems and for some rec- 
ognition in the community, which 
this special edition gives.” 

The Times’ special edition was 
into nine sections titled 
The Forests, The Seas, The Fields, 
The Machines, The Horizons, The 
Hearth, The Trucks, The Plans and 
The History. They totaled 116 
pages of 180” each. 

In content and editorial point of 
view, the special edition is a mag- 


/azine whose copy must live long 


after the date of publication, Mr. 
van Buskirk maintains. Editorial 
supervision is handled by Sonia 
Lee. “Every company has a story 
to tell, a human interest story,” 
she says. “The task is to dig it out 


and present it simply.” 


‘a Mr. van Buskirk has his own 


staff of advertising solicitors, and 
before sending them out the or- 
ganization spent six weeks com- 
piling a list of prospective indus- 
trial advertisers. For those who 
had not previously advertised in 
the Times, a credit report was ob- 
tained. Two-thirds of the copy for 
the special issue was prepared by 
advertising agencies. 

Prior to World War II, Mr. van 
Buskirk was a foreign correspond- 
ent in Europe and South Africa. 


‘He was formerly Far East adver- 
'tising manager of Asia and a pub- 


lisher of travel magazines in Japan 
and Manila. He was with the Brit- 
ish army in the Abyssinian cam- 


| paign and later was chief of staff 


of the British Eighth Army under 
Gen. Montgomery in North Africa. 


Buys Interest in KSTM-TV 


The Journal, East St. Louis, II1., 
has purchased a 10% interest in 
KSTM-TV, St. Louis, Channel 36, 
an ABC-TV affiliated station. The 
station is owned and operated by 


Board of Broadcast House Inc. 


tom 


BIGGEST 24-SHEET | 


VALUE IN CHICAGO! 


Illinois Outdoor Adv. Co. 
4338 N. Kedzie Ave., Chicago 18 


National Sales Representatives: 


GEORGE £. THOMPSON & ASSOC. 


420 Lexington Ave. 201 N. Wells St. 
New York 17, N. Y. Chicage 7, II. 
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Machine tool advertisers know 
that the 17,000 metalworking 
plants reached by STEEL is their 
market. They know, too, that to Ceiciig ———— 
sell the opportunity for increased a 
productivity and reduced unit costs 
they must reach all 4—the management, 
production, engineering, and purchasing 
executives, who have a voice in the decision to 
invest X dollars in new machine tools. And 
that’s why STEEL is the logical choice as the 
basic paper to reach the machine tool market. 


STEEL + Penton Building + Cleveland 13, Ohio 


your advertising belongs in.... 


You advertise in STEEL to reach 


all four buying influences . . 


Hf your product belongs in metalworking... 


PPAF 


TWE WEERLY MAGAZINE OF METAL WORKS ME 


ENGINEERING 


These 66 manufacturers of machine tools 
advertised in STEEL during 1952 


Armstrong Blum Manufacturing Co. 
Baker Bros., Inc. 
Baldwin-Lima-Hamilton Corp., 
Eddystone Div. 

The Cyril Bath Co. 

Brown & Sharpe Mfg. Co., 
Milling Machines 

Bryant Chucking Grinder Co. 
The Bullard Co. 

The Cincinnati Gilbert Machine 
Tool Co. 

Cincinnati Grinders, Inc., 
Machine Tools-Grinders, etc. 
Cincinnati Milling Machine Co. 
The Cincinnati Shaper Co. 
Cleereman Machine Tool Co. 
Cone Automatic Machine Co., Inc. 
The Cross Co. 

Delta Power Tool Div., 
Rockwell Mfg. Co. 

DeVlieg Machine Co. 

The Doall Co. 

V & O Press Co., 

Div. of Emhart Mfg. Co. 
Ex-Cell-O Corp. 

Fray Machine Tool Co. 
Gallmeyer & Livingston Co. 
Gardner Machine Co. 

Giddings & Lewis 

Machine Tool Co. 

Gisholt Machine Co. 
Govro-Nelson Co. 

The Hamilton Tool Co. 
Hannifin Corp., Machine Tools 
The Hartford Special Machinery Co. 
Heald Machine Co. 

Herbert Machine Tool Co,, Inc. 
Industrial Plants Corp. 

Jones & Lamson Machine Co., 
Machine Tools 

Jones & Lamson Machine Co., 
Turret Lathe Div. 

Kaukauna Machine Co. 

Kearney & Trecker Corp. 

Walker Turner Div., 

Kearney & Trecker Corp. 

Landis Tool Co. 

Landis Machine Co. 

LaPointe Machine Tool Co. 

The R. K. Le Blond Machine Tool Co. 
K. O. Lee Co. 

Logan Engineering Co. 

Mattison Machine Works 

Michigan Tool Co., Machine Gear Shaper 
Micromatic Hone Corp. 

Moline Tool Co. 

Monarch Machine Tool Co. 

The Morey Machinery Co. 

Morris Machine Tool Co. 

Motch & Merryweather Machinery Co. 
National Acme Co. 

National Machinery Co. 

New Britain-Gridley Machine Div., 
New Britain Machine Co. 

Potter & Johnston Co., 

Sub. of Pratt & Whitney Div. 
Norton Company 

Sibley Machine & Foundry Corp. 
Simmons Machine Tool Corp. 

Smith & Mills Co., 

Bryant Machinery Engineering 
Snyder Tool & Engineering Co. 
South Bend Lathe Works 

Springfield Machine Tool Co., The 
American Broach & Machine Co., 
Div. Sundstrand Machine Tool 
Turchan Follower Machine Co. 

Van Norman Co. 

Warner & Swasey Co. 
Wells Manufacturing Corp. 


ss 


Se RI > eee. RR Oe aa a ae ene le a Mn Scie gg i Ge h Ora e,) CS RE SIR oe Ne ec 
a Ba oa eeeerig Fe CRE ¢ Rg egpeeer ey Coe os cde lr tac oe Be ee ee wee , me notes FSS 
ee ao OS eee eee ae eee ly ae? 3 aoe ee é oD) e ca yee fs 3 sae ai aimee ete ta 
ae ee —— = yO eb Loe dj é Aa 7 i m . : m es Pie = A ; tee SN ESS ie aoe tia 5 7 Tage J : eo x . 9 Tees ees 
‘ — - = : ' j : “ Ee. 
eee ee . M a we 
“i 

53 : 

to 

is 

al "eee 

al eeiee. 

\- : 

a oft ag 

i- oe \ 

2a pe tegl / 
or ie 
x ( 

| & ? aioe ) 

0 Se 

‘e : 2 “ ae 

n a ° jas 

wl Be y ‘ —__ : 

=f shee a 

' a > te! 7 . . 7 

it Poy a a 4 eo nal ae ame a 

c, J a \ r ae ~~. =. 

= ‘ Z — q a4 : 

s ¢ —— » ay’. a? 

* ‘ 
ie r ne L oe > = - . o : 
eg 2 Sm ae oe 
“a . ; aay : t eae ee akc. ry Pbaad 
¥ ee ih a’, rf tats i Fe wf es 3 q ae 
= ; pe al ‘ id ZS 7, RUE ae 
. ea ake 3 < .. y . ae, Bi 
e a - ag =. Faas 
> = ¥ i ao i da » - Hipp ie ee 4 : a “=p — * ig : 
> eo & gil ae — ie ats oe ‘ : a a 3 é - sy ls tae 
' ei Pg sella Soc ck is . : eat es : _ Ley 
e SE ’ ft . Aa = * iS ee 
= eee oe Cs : > - oS ae Fe 8 Bs 4s 
SR ee ~ Py PDE eee te ie anne 

- ’ oo fi: a ee ee sae 

= Ge toe d po” ais Nig = getiateaet weer | ge te 

y So nnn a oo ee ee ee 

e ee ria nour % e . — : F a es INR, e “ is ne : as ie 

Sa ’ e Hs j x ‘A Rute} B sbi ss d - may 7 
‘ ; arte panic iz ae : SS hae si oe 
e “4 4 4 ee =. . ie Sg -. Rises 3 fi Beate 
d s 7 A * Oe ~~ a ee a ee 
: ; » > ‘ ee ra ce. 
Oo ‘ P e : ee = ¥ 
yz . pws * | Sh. 
“ xe ) 7 . \ 
% Reaity ot . 

iS . « : or 2 4 a RA ’ . ‘ 

e eae a a Bie ; Robes a 

. fe a Fae Se el a ss . i cay 

Tne ak Ei ig » Sie 
2 ies: 

d Pm a R 

S, ei 

e ‘ aes 

d . ae 

6 Ne 
a Ae 
as 

vf ma 

ea 

- ee 
ares: 

g eal 

r Let 

a : es. 

y Poe 

” © 

t ee oe 

/ en 

n q ; es 

: y y at a 

/ 0 OE a 

bat. / i Bes ; a, 

- ag Bs o~ oa - 7 Weapes 

a sie , a ae a. 

os ae ieee ee 

oh, a di ot 
re) * Ae a a / Wet : 
) , ae: 

n MEK a4 

- (7 fee > eae 

y /, ee 

n ae 

, aan 

7 Hest ase tate Sitheee. ee : ia 

- ¢ 
ieee <i 

n ery 

“ rae 
party oe: 

raat oh 

f era 7 

Tr . 

d. ae 
Se aed 
areas 

; ee 
fA 
( MANAGEMENT 
a > 
ee gf 
: / 
\\c We -_ 
a \ “a 
f bZ P > 5.5 PURCHASING . 
wi ‘ 
a = “i 
a oe rf d +. <— 
~~ f Wil 7 
ee a oe an 
PRODUCTION APL a [? 
7 ty Hye 
= 7 : ¥ iba) > Poat opr ds Ss % x t Pye aa moa Wh in ‘ oy eas ts ss 4 , Py : * tg See : aa hey oF i] 


ek 


-— oe oe ee oe oe 
oases a ee Oe te a 


— 


( “SLIDE-STIK”’ 
‘ r- 


— == a op as 


Pumpkin Pie 


exclusive new 
KLEEN-STIK 
creation 


4 


_LIFE-LIKE 


THIRD DIMENSION 


KLEEN-STIK 


THE ma. - 
DMEM KLEEN-STIK Products, Inc. 


AILEN-SIIK 


is Great wilh) 


@ Printing and die-cutting provides simple, in- 
expensive 3-DIMENSIONAL displays! 


@ Gets prominent locations! 


@ Available through any printer or lithographer! 


CHICAGO 1, 


Write TODAY for your KLEEN-STIK “Idea Kit" —FREE! 


225 N. MICHIGAN AVE. 
Le) San 
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Bliss Named for Scotch Blend | 

Robinson-Lloyds Ltd., importer | 
of wines and liquors, has appointed | 
Ben B. Bliss Co., New York, to. 
handle advertising and promotion 
of the Harold Robertson’s brand, 
Perfection Scotch whisky. A news- 
paper and magazine program is) 
planned. This is the first time in 
13 years that the Glasgow distiller | 
is marketing a Scotch blend. 


{ 
} 


Atlas Advertising Bows 

Roy S. Pollock and Henry A. 
Thomas have opened Atlas Adver- 
tising, located in the Union Life 
Bldg., Little Rock, Ark. Mr. Pol- 
lock was most recently media di- 
rector for Sterling Advertising, 
New York. Mr. Thomas has been. 
conducting a commercial art stu- | 
dio in Little Rock, serving adver-| 


tisers and publishers in several|5.3% gain, representing a page in-"" 


states. 


O'Flaherty Joins Rep on Coast) 
| Bill O’Flaherty, formerly a) 
,| member of both the retail and the) 
/national advertising staffs of the) 
Francisco Chronicle, has | 
joined the San Francisco staff of | 
Doyle & Hawley, newspaper repre- | 
sentative. 
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When You Get the 
POST 


Sell St. Louis the Way Building 
Supply Dealers and Contractors Do 


Leading St. Louis building supply dealers 
and contractors sold their share of 
the $65,000,000 building market in 

1952 by using 643,089 lines of 
advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


Circulation: Over 460,000 Sunday, Nearly 400,000 Daily 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Chicago 
Tribune Tower 
E. M. ROSCHER, Manager 


Florida 
311 Lincoln Road, Miami Beach, Fla. 
THE LEONARD CO. 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los Angeles 
520 W. Seventh St., 14 


Seattle 
603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 


November Business 
Paper Advertising 


tories. 


2 


Volume Is Up 3.6% ae 
CuHIcAGO, Dec. 2—Advertising .. lage 
volume in business papers went te, | 
up 3.6% during November com-” ber, 
pared with the same month last’ port 
year. Bigs 
According to Industrial Market- | 1e aU 
ing’s monthly tabulation of ad vol- — 10,38 
umes for 266 business papers, the |’ 4 tl 
November increase brings the’ an w 
year’s average to date up to 3.8% »part 
over the corresponding period in’ assif 
1952. bs Lin: 
Top gains were scored by indus- __ 70.27 
trial publications, which showed a | sé 
crease of 1,221 for the month and‘ aes 
a 4% or 9,370-page gain for the 35 ir 
year. Still lagging in IM’s tabula- ° ; 
tion were export’ publications, | 
which reported a 10% loss (118 2 )AIL 
|pages) for November, bringing { INA 
their average for the year to 4.4% Mr 
below the 1952 average. yer © 
A summary of IM’s statistics fol- * vill s 
lows: ais | 
Month of November Jcker 
% 
Classification 1953 1952 Change ~* —_ 
Industrial ........ 24,471 23,250 5.3 
Product News* 3,194 2,992 6.8 just, 
Le en 5,449 5525 —1.4 } lirect 
| ee 3,049 2,979 2.4 naper 
CRONE nic scsscsses 1,117 1,235 —10.0 -“omp 
EE 2tectvtacce 37,280 35,981 3.6 -aines 
January-November Inclusive of th 
% Gri 
Classification 1953 1952 Change al hu 
Industrial ........ 250,438 240,708 4.0 lishin 
Product News* 33,673 31,626 65 , midw 
_ 66,212 64,651 2.4 man 
ME hitasahaniss 29,847 28,241 5.7 other 
a rere 12,161 12,720 —4.4 
Total ............ 392,331 377,946 3.8 Mr 
*1/9 page units. grow 
stron 
Stroop Succeeds Bruninga verti 
in Avco Advertising Post ee a 
H. Thomas Stroop, formerly as- andi 
sistant advertising and sales pro- on u 
motion head, American Kitchens in de 
division, Avco Mfg. Corp., Con- sour 
nersville, Ind., has been named ad- 
vertising and sales promotion man- a M 
ager. He succeeds A. M. Bruninga, d 
who resigned Dec. 1 to become an _ 
account executive with Ruthrauff porn 
& Ryan, Chicago. of bi 
J. R. Williams, publicity director, eral 
has added the duties formerly ager 
handled by Mr. Stroop. Tr 
prin 
Sponsors Western Program ‘mu 
Lewis Food Co. for Dr. Ross dog aess 
and cat food has signed to sponsor than 
“Shirley Thomas from Hollywood” dous 
on NBC’s western radio network. Poy r 
The program is aired at 12 noon, nf ; 
PST. It was previously sponsored ode 
by the Lewis Food Co. on the Co- p said 
lumbia Pacific Radio Network. step 
Rockett-Lauritzen, Los Angeles, is tisin 
the agency. S. 
Mor 
KECA-TV Appoints Klein 2lec 
Milt Klein, general sales service tion 
manager for KECA-TV, Los An- O 
geles, has been appointed an ac- Dav 
count executive for the station. 1po 
Norman H. Sloane, who has been Aug 
television production control man- ea 
ager, has been named television mal 
sales service manager for both : 
KECA-TV and the ABC television Mir 
network in Hollywood. Pril 
and 
‘Boys’ Life’ Circulation Up Mir 
Boys’ Life, published by the Boy { > 
Scouts of America, will increase eat 
its ABC net paid circulation guar- 4 A. 
antee to 1,000,000, effective with 4 N. 
the April, 1954, issue, representing Rec 
a 33% jump from January, 1953's . Ia., 
750,000 figure. Rates will be in- Au 
creased 17° over present costs. my nea 
Synkoloid Names Edwards Ler 
Synkoloid Co., Los Angeles, pro- ( 
ducer of water base paints, has in 
named Edwards Agency, Los An- Re 
geles, to handle its advertising. The has 
company’s present advertising in- q > 
cludes page space in business pub- > age 
lications. Plans for 1954 call for 
the addition of shelter magazines. Ste 
Esta Appoints Agency a 
Sudler & Hennessey, New York, na! 
has been appointed to handle ad- sta 
vertising for Esta Medical Labora- Ph 
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ewspaper Linage Kelly to Philadelphia CofC _ Joins Garmise Associates 


° John J. Kelly, formerly with Howard E. Burster, formerly 5 America's 
7 irops in October: | Adelphia Associates, Philadelphia, editor and publisher of American ; FOR EMOST 
ea Ip 4 6% f Y has been named manager of com- Lawn Tennis and The Racquet, SEE 
i ¥ eo tor munity relations and publicity of has joined Garmise Associates, : 
= f ear ithe Chamber of Commerce of,;New York magazine circulation i TOY TRADE 
= New York, Dec. 2—Newspaper Greater Philadelphia. (consultant, in an executive capa- Magazine 
nt U reg up 4.6% for the year to| , city. || Only ABC Toy Poper 
8 ‘ee espite a 0.3% loss in Oc- Wirk Garment to Sogard Co. Oldest in Field 
af er, according to Media Records’| The Wirk garment division of | Brown Joins WLW-TV Sales Leads in Lineage 
bs on 52 cities. |Clarence Whitman & Sons, Ligon-| Russ Brown, whd has been a Write for New Market 
t- iggest gainer in October was|ier, Ind., has named L. T. Sogard singer and emcee on the talent aiieiaue pusttaweee 
i" 


+? 1€ automotive category, up 37.8% |& Co., Indianapolis, to handle its| staff of WLW-TV, Cincinnati, has 
' 10,383,441 lines last year, 14,312,- advertising and sales promotion. | switched to the sales staff. 

44 this year). Financial linage | 

as up better than 10%, but retail, 


m4 partment stores, general and 
oa -assified were all off. 
a Linage for October was 244,- 
at 70,279 as against 245,003,540 for are ou 
1. tt e same month a year ago. Totals 
dé 1 year-to-date linage are 2,145,- 


24,713 for 1953 against 2,050,721,- 


71 W. 23rd N.Y. 19 


<a 35 in 1952. 

Ss, _ 
89 \AILIES’ NATIONAL AD 

ez i «INAGE SEEN GAINING 

7c MINNEAPOLIS, Dec. 2—Newspa- 


ver national advertising in 1954 
vill surpass substantially that of 
nis year, according to Paul J 
Jcken, v.p. and general manager of 
- sraphic Arts Industry Inc. 

3 Mr. Ocken told the printing in- 
8 justry trade group’s 77th annual 
a 4 ljlirectors meeting that daily news- 
4 Napers are maintaining their strong 
0 ‘competitive position and have re- 
6 .ained the interest and confidence 

of the buying public. 

Graphic Arts Industry has sever- 
al hundred members in the pub- 
lishing and printing fields in six 
midwestern states. It provides 
Management, engineering and 
other services. 

Mr. Ocken said the continued 
growth of newspapers “indicates 
strong confidence which the ad- 
vertising public has in daily news- 
papers as a sales medium and also 
_ indicates a sustaining confidence 
" on the part of the reading public 
s in daily newspapers as a principal 
- source of information.” 


a Mr. Ocken said that the printing 
" and publishing industry has ex- 
f | perienced some of its best periods 
of business when business in gen- 
eral is off a little and the need for | 
y aggressive advertising is greater. 
The association manager said. 
printing and _ publishing have 
‘much less to fear” from a busi- 
aess recession or from television 
than they have from “the tremen- 
dously aggressive job being done 
’ ‘yy manufacturers of various types 
i | of office duplicating machines.” He 
s said the printing industry must 
; | step up its own selling and adver- 
; tising. 
S. Walter Sears, president of 
Mono-Trade Co., Minneapolis, was 
® 2lected president of the organiza- 
> tion. | 
Other new officers are R. W. 
Davies, Miller-Davis Co., Minne- 
_ 8 apolis, Ist v.p.; R. E. Haugan, | 
» Augsburg Publishing House, Min- 
aeapolis, senior v.p.; H. J. Hoff- 
/ man, Smead Mfg. Co., Hastings, | 
Minn., and T. W. Flaherty, Knight | 
Printing Co., Fargo, N. D., v.p.s, 
and E. H. Olson, Japs-Olson Co., 
Minneapolis, treasurer. 
New officers of the Graphic Arts 


Educational Foundation Inc. are G R A M 
4. R. Otteson, Pierce Co., Fargo, | 

N. D., president; E. F. Pechacek, | D A | L Y fllus W E E K E N D 

Record Printing Co., Sioux City, 

Ia., v.p., and N. A. Kirkeberg, TORONTO wi CANADA 


Augsburg Publishing House, Min- 


THESE 222,000 EXCLUSIVE 
CANADIAN BUYERS? 


In Metropolitan Toronto and retail trading zone, 


222,000 people, over 15 years of age, read 
The Telegram as their ONLY DAILY 


NEWSPAPER#* The Telegram alone reach- 
es this EXCLUSIVE market (more than double 
the combined populations of Fort William and 


Port Arthur.) 


wre es 


~ 


2 will tm neal, 


“ neapolis, secretary. 

Lewis Joins Wilson, Haight : 

ic VE Browning (Oy Mara and Ormsbee, Inc, ohn E. 1 Cc 
George D. Lewis Jr., formerly 1106 Dominion Se. Beibdss John E. Lutz Co., 

in the advertising department of ed oe ing. 420 La aamee forte 435 Ment Sichiane Ave, 

Remington Rand Inc., New York, Ro, 
y has joined Wilson, Haight, Welch 

; x Grover, Hartford and New York . 

~ agency. Gruneau Research Ltd. (Representing Daniel Starch and Staff) 


Stout to John Falkner Arndt 


Dorothy Stout, formerly house- 
hold editor of Holland’s Magazine, 
aas joined the consumer publicity 
staff of John Falkner Arndt & Co., 
Philadelphia. ' 


Than 


500,000 People in Canada’s Richest Market Read The Telegram 
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AGAIN... 
AGAIN... 


and 


AGAIN.... 


The JOURNAL and SENTINEL’S 
Beth Tartan 


In the National “Winner's Circle” 
For the 3rd Consecutive Year 


FIRST, Honorable Mention 


For the third time in as many years, 
the Journal and Sentinel’s BETH Tar- 
TAN has walked off with high honors 
in national competition. 


This is the fourth national award re- 
ceived by BETH TarRTAN. In 1949, she 
placed second in the nation for 
achievement in telling the story of 
food supply to her readers. She was 
the only newspaper food editor in the 
South to win an award. 


AND, BETH TARTAN gets to the 
housewife of Northwest North Caro- 
lina, too! Recently she won First 
Pace in the 1953 June Dairy Month 
Food Editors Contest held in North 
Carolina. 


She is the author of two books. The 
first, “The Successful Hostess,” is in 
its fourth printing. The second, “Beth 
Tartan’s Cook Book,” was published 
this year. BeTH TarTAN’s column, 
“Speaking of Food,” appears daily in 
the Women’s Section of the Journal 
and also in the Sunday Journal and 
Sentinel. Last year this feature pro- 
duced over 10,000 inquiries and re- 
quests from our readers dealing with 
food subjects. 


This type editorial support, from the 
only Home Economist in North Caro- 
lina serving as a food editor, makes 
the Journal and Sentinel a Must for 
food advertisers. 


Further evidence of Journal and 
Sentinel advertising support is the 
“Winston-Salem Monthly Grocery 
Inventory”—the only yardstick of 
its type offered to advertisers of 
food products by any newspaper in 
the South. 


You Can’? Cover North Carolina 


WINSTON-SALEM. TWIN CITY. 


JOURNAL and SENTINEL 


EVENING | 


4 aig 


“SMITH Co 


Information for Advertisers 


e Trucks play an important part 
in keeping the $6,000,000 fresh 
fruit and vegetable industry mov- 
ing, and The Packer has prepared 
a booklet of kind, make, size and 


number of trucks being used in| 


the industry today on the basis of 
a survey made among its readers. 
Copies are available from J. V. 
Connell, sales promotion manager 
for the magazine, at 201 Delaware 
St., Kansas City 5. 


e@ A report on a study based on 
personal interviews conducted 
among the men who attended the 
recent Basic Materials Exposition 
has been prepared by Materials & 
Methods. It reveals the relative in- 
'terests of these men in each of the 
principal types of engineering ma- 
terials. Copies of this report are 
available from William P. Winsor, 
publisher, Materials & Methods, 


Advertising Age, December 7, 1953 


42nd St., New York 36. 


e The U.S. has boosted the export 
of pharmaceuticals 26% above the 
entire world’s olume of pharma- 
ceutical exports before the war. 


The story of this pharmaceutical | 


export business is summed up in 
a new brochure published by Mc- 
Graw-Hill International Corp. For 
a copy, write to Pharmacy Interna- 
tional, McGraw-Hill, 330 W. 42nd 
|St., New York 36. 

| 

_@ The appliance and metal prod- 
_ucts manufacturing market is cov- 
ered in a new media file prepared 


by finish in accordance with NIAA | 
‘Reinhold Publishing Corp., 330 W. recommendations. Copies are avail-| 


jable on request from Dana Chase 
Publications, 360 N. Michigan Ave., 
Chicago 1. 


e A four-color census tract map 
of Toledo, including the corporate 
city as well as the ABC city zone, 
and based on the 1950 census of 
population, has been issued by the 
Toledo Blade. Copies may be had 
from Harry R. Roberts at the 
newspaper. 


e A thorough-going analysis o! 
the men’s wear industry—whicli 


last year accounted for more thar 
$5.9 billion in retail sales volume 
in the U. S.—has been presented ir 
the “1953 Fact Book” issued by 
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Men’s Wear. For a copy, write; KTXL-TV, San Angelo. Address 
Men’s Wear, 7 E. 12th St., New|Kenneth E. Markel, promotion 
York 3. manager. 


e El Diario de Nueva York, Span-|e A market folder, “The Billion 
ish daily circulated in the U.S.,/Dellar Western Michigan Market,” 


has completed a three-month con- is now available from J. P. Lynch, e The consumer demand for fuel-| ‘building and tells the who and} 


sumer survey of 500 Spanish fami- promotion manager, Grand Rapids | 
lies in New York. This study in-/| Press, 20 E. Fulton, Grand Rapids, | 
cludes analyses of the use of prod- Mich. 

ucts and services, buying habits, | 


brand preferences, retail store|e Food advertisers and _ their 


preferences and other material. 
Copies may be had upon written 
request on company letterhead at 


agencies will be interested in a 
new survey, “How Food is Sold in 
San Francisco,” prepared by the 


no charge from the newspaper at|San Francisco Progress, 125 Val-|.. 


378 Adams St., encia St., San Francisco 3. One 
important feature of the study is 


e A fact file is available fromj{a listing of retail grocery stores 


Brooklyn 1. 


and markets in San Francisco, with; e Three Simmons-Boardman pub- , 
population size of the district each | lications have just issued market | 
serves plus estimated annual dol- | | studies. “Selling The 1954 Marine. 


lar volume. A map in the booklet | Market” issued by Marine Engi- | 


shows where the districts are. “neering gives tabulations of com- 


| mercial and naval vessels now 
oil for heating during the 12 years’ where buying factors in the in- 
ending Dec. 31, 1952, increased|dustry. The railway outlook for 
171%, while during the same peri-/| 1954 is covered in Railway Age’s 
od gasoline demand increased |“Let’s Look at the Railway Mar- 
106%. Tables giving statistics on) ket.” A‘:16-page-booklet, “A New 
the fueloil industry and a picture! Service,” reports on the editorial 
story ef the fueloil-oilheating deal-|content, distribution and reader 
er are presented in “Behind This acceptance of Railway Freight 
.A Big Market for You,” a 16-/ Traffic. Any of these booklets are 
page study available from Fueloil available from the magazines at 
& Oil Heat, 2 W. 45th St.. New| Simmons-Boardman Publishing 
York 36. |Corp., 30 Church St., New York 7. 


window shopping... 


Because it’s a very special window. 
It’s where she looks—more than anywhere 


else—for the things she goes out to buy. 


Today, before the stores close, she and 
26 million other U.S. housewives will 
spend 26 million hours with their favorite 
television programs. And then, 204 
million dollars at the stores. 


To reach her in this buying frame of 
mind, the most effective way is through the 
10 major-market stations represented by 
CBS Television Spot Sales. 


These stations, during the past two years, 
have halved their costs per thousand. 
What’s more, discount plans halve these. 
costs again—getting them down to as 
little as 34 cents. On the average, they 


are the lowest in all television. 


There’s no time like the daytime. And 
no place like these 10 stations for getting 
her attention... for getting your product 


into her shopping cart. 


CBS Television Spot Sales 


Representing wcss-Tv, New York ; WCAU-TV, Philadelphia ; 


wrop-Tv, Washington ; watyv, Charlotte ; wMBR-TV, Jacksonville ; 
W ABT, Birmingham ; waBM-TV, Chicago ; KGUL-TV, Galveston- 
Houston ; KSL-Tv, Salt Lake City ; KNxT, Los Angeles and 
CTPN, CBS Television Pacific Network. 


Sources on request 


29 


)PERATION 


GOLOMINE 


for MAIL-ORDER 


advertisers! 


These 1,582,060 larger- 
than-average families 
across the nation buy more 
than you would imagine! 


Sales records of promi- 
nent national advertisers 
show that much of this tre- 
mendous buying volume is 
produced by mail— 
through the two great na- 
tional family weeklies — 
Our Sunday Visitor and 
The Register. 


PROVE IT for your 
product. A trial campaign 
will supply the answer in 
cash returns. Try this 
coast-to-coast sales-produc- 
ing UNIT now for con- 
vincing proof. 


Just write, wire or tele- 
phone for friendly, help- 
ful money-making ideas 
and information — yours 
without obligation. We'll 
be most happy to introduce 
you to over 14% MILLION 
new customer families! 


1,582,060 


WEEKLY CIRCULATION 


NATIONAL REPRESENTATIVES 


LD Bertolet «Co, we 


70 MORTH BDEARBOBN 


—CHICAGI— 


CENTRAL © 
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Nielsen New Zealand Office 
Opens; Dickson Is Director 


A. C. Nielsen Co., Chicago re- 
search organization, has estab- 
lished its Food & Drug Index Serv- 
ices in Wellington, New Zealand. 
The second Nielsen office to be es- 
tablished in the Pacific area, it is 
located in the Evening Post Bldg., 
Wellington C. 1. The other Pacific 
area office is based in Sydney, 
Australia. 

James R. Dickson, in charge of 
client services in the Australian 
office, has been appointed manag- 
ing director for the company in 
charge of both Pacific offices. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing, or 
mailing job. Quick pick*up and de- 
livery, fast and accurate work, plenty 
of experienced: nd nnel, —_ 
always in line. THE. ER SHOP, 
Iné., 431 S. Dearborn St 


(Now in our 23rd succe 


Chicago 5 
sftil yeur 


White Laboratories Boosts 3 


Three members have been pro- 
moted in the advertising depart- 
ment of White Laboratories Inc., 
Kenilworth, N. J., pharmaceutical 
manufacturer. They are Edward 


D. Reilly, to director of art and) 


promotion; Joseph J. Florio, to 
sales promotion manager, and Ro- 
bert D. Gilmore, to assistant to 
the director of advertising. 


J. R. Hunt Forms Own Agency 
| J. R. Hunt, formerly director of 
advertising of White Laboratories 
Inc., Kenilworth, N. J., has formed 
‘his own agency, to be known as 
J. R. Hunt Inc., 285 Bloomfield 
Ave., Caldwell, N. J. The agency 
will specialize in the pharmaceuti- 
cal and chemical fields. Export ad- 
vertising services will be avail- 
able also. 


Branham Boosts Guenther 

| Joseph B. Guenther, salesman 
for Branham Co., Chicago news- 
paper and radio station represent- 


H. E. WOODFORD, formerly v.p. and gen- 

eral manager of Perkins Products 

Chicago, has opened a merchandising and 

sales consulting service, H. E. Woodford 

& Associates, 612 N. Michigan Ave., Chi- 
cago. 


ative, has been elected a v.p. of the 
company. 


Co., | 


mere x” 
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Shopping Center 
Is Questioned 
by E. B. Weiss 


Dec. 
shopping 
prove to be a “speculative bubble” 


PHILADELPHIA, 
/modern 


2--The 
center may 


in the next few years and its 
bursting point may not be far off, 
E. B. Weiss, v.p. and director of 
merchandising of Grey Advertis- 
|ing Agency, New York, told mem- 
bers of the Philadelphia chapter 
of the American Marketing Assn. 

Speaking at a recent dinner 
meeting, Mr. Weiss declared that, 
mainly, the shupping center is a 
product of a boom-time era and 
has not yet been called upon to 
stand the test of a period of in- 


The POST is 
setting the pace 


in Houston... 


It Takes THE POST to 


Sell the Houston Market! 


W. P. Hobby, 
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of Advertising 


Amazing 10-Year Growth Story 
Climaxed by Modern $4 Million Plant! 


Already, Houstonians are discussing with pride the development of 
this ultra-modern newspaper plant in growing, dynamic Houston. 
Here is another colorful chapter in the fabulous growth story of 
the Houston Post. 

The Post has led all Houston newspapers in circulation gains 
not only /ast year but for the last 10 years! | 

This is important to you in seeking blanket coverage of this 
rich, 2% billion dollar market...a market in which 20 of 2342 
Houston counties are dominated by Post circulation. 


Get complete facts on the most exciting growth story in the 
South. Contact a Post representative soon! 
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ventory losses and declining vol- 
ume. 

“The shopping center has re- 
ceived too much _  adulation—it 
should catch a bit of hell,” he de- 
clared. 


® He pointed out that in the next 
two years almost as much square 
footage is planned for new shop- 
ping centers as is now in exis- 
tence. “I doubt whether total pur- 
chasing power and movement to 
|the suburbs can possibly hold out 
a large enough market to justify 
this schedule.” 

He urged traditional and down- 
town area merchants not to feel 
that all is lost to the shopping cen- 
ter. 

Citing some of the mistakes 
made in shopping center planning 
and operation, Mr. Weiss re- 
marked that the parking lot is 
not the tremendous advantage it 
has been claimed. “As yet no solu- 
tion has been found for the park- 
ing lot problems generated by a 
multiplicity of stores,’ he de- 
clared. Some lots are too big, forc- 
ing the customer to walk too great 
a distance before she gets to any 
store. No successful layout has 
been found that will provide an 
leven traffic flow through all the 
stores; only a few are favored. 


® He questioned whether there is 
really “true competition” in shop- 
‘ping centers, such as exists in 
| downtown and traditional areas, or 
whether store managers, even 
those from the big chains, are not 
a “wee bit too imbued with the 
fellowship of the center.” 

_ Shopping centers are too sedate 
and actually retard rather than ac- 
celerate speedy shopping; too 
much luxurious architecture has 
given them all the atmosphere of 
class, even though they invite mass 
| outlets as tenants, Mr. Weiss said. 
|When the present boom era sub- 
sides, customers may decide they 


|“‘don’t want to pay for atmos- 
| phere.” 
“This mounting sumptuosity 


balances out the democratic air 
created by merchandising tech- 
niques,” he added. 


s Citing the trend toward in- 
creased nighttime shopping, Mr. 
Weiss predicted that shopping cen- 
ters may have to do some re-plan- 
ning to accommodate peak night- 
time traffic. He said centers are 
|presently planned for shopping 
|spread out throughout the entire 
day, while actually 25% to 50% 
/of total volume in many shopping 
‘centers is done at night, squeezed 
;into about 12 hours. 

| Whereas, originally, shopping 
/center competition was with the 
‘downtown stores, today the cen- 
|ters are competing with each oth- 
er as more of them come into ex- 
| istence. 


‘Pushes New Outdoor Grill 


| Hamilton Metal Products Co., 
|Hamilton, O., has added a Skotch 
‘outdoor grill, retailing for $6.95, 
‘to its utility box line including 
'Skotch Kooler, Party bucket and 
‘Kaddy. To introduce its grill, 
‘the company will use fractional 

pages in Field & Stream, Good 
| Housekeeping, Life, New York 
|Times Magazine, The New Yorker 
'and Sports Afield between January 

and June, 1954. Ray-Hirsch, New 
| York, is the agency. 


Baker to Beckman, Hamilton 


Bronz Bakeries has appointed 
Beckman, Hamilton & Associates, 
Los Angeles, to handle advertising 
for its six package of frozen Dan- 
ish pastry. The package will bow 
in Southern California next Janu- 
ary and will later be launched 
nationally. Initial plans call for 
radio, newspapers and trade pub- 
lications. 


Tele-Reps Names Keating 

Richard A. Keating has been 
appointed manager of the newly 
formed Tele-Reps Co., Boston tv 
station representative. 
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High-flying sales 


in Arizona need a 


SUPPORTING STAR 


— The Phoenix Republic and Gazette! 


Want soaring sales in the $1 -billion Arizona market? 
Then sign up the supporting star that won't let you 
down — The Phoenix Republic and Gazette! You can 
count on solid coverage of the $500-million Phoenix 
metropolitan market, 59% coverage of the entire 
$1-billion Arizona market. And the record shows 
Arizona folks support advertisers in The Republic 
and Gazette — that’s what turns ad readers into 
buyers --- of your product if you make sure The 
Republic and Gazette is working for you. 
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RED STAR 


Wie a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 
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Corporate Ad 
Spending Drops 
Slightly in ‘50 


(Continued from Page 2) 


| categories reaching almost 1% of 
| sales and receipts. The subsequent 
|decrease is relatively smal. 

'@ In reviewing these _ figures, 
| which accompany this story in tab- 
|ulated form and cover the years 
from 1945 on, the reader should 
keep in mind that 1950 represents 
an explosive year in the U. S. 
economy, including some violent 
shifts which caught a number of 


j}ance. This was the year in which 
the Korean War flared up to dis- 
rupt the course of consumer pro- 
duction and consumption which 
followed World War II, and in 
which income tax was increased 
and the excess-profits tax imposed. 

Considering these facts, it is per- 


ury Department report, out of 665,- 


in 1950, 426,283 showed a net in- 
come exceeding $44 billion, while 
203,031 showed a deficit of more 
than $1.5 billion, and 36,678 had 
no income data (inactive corpora- 
tions). 


® As compared with corporation 
income tax returns for 1949, the 
net income reflects an increase of 
44% and the deficit shows a de- 
crease of 36%. While a good deal 
of this added income may be at- 
tributed to government military 
spending, the net effect of the Ko- 
rean outbreak, as has been seen, 
was to increase consumer spend- 
ing also. By 1950, it was believed 
that postwar consumer demand 
had reached near saturation, and 
many individual advertisers, plan- 
ning their budgets in advance, 
girded for a deflated economy. 

According to AA’s computations, 
per cent of sales spent for adver- 
tising for all industrial groups in 
1950 was 0.931%, which compares 
with 0.999% in 1949, when it had 
almost reached the 1% mark. But 
the 1950 figure also compares with 
0.788% in 1945, the first year for 
which data is shown. 


s Although decreases are shown in 
every major category, some nota- 
ble increases do show up. While 
total manufacturing dropped from 
1.128% in 1949 to 1.067% in 1950, 
some sub-categories did not follow 
the trend. Per cent of sales adver- 
tising for beverages went from 
3.016% to 3.282%; food and kin- 
dred products, from 1.348% to 
1.452%; tobacco manufactures, 
from 2.855% to 3.094%; printing, 
publishing and allied trades from 
0.622% to 0.639%, and petroleum 
and coal products from 0.449% to 
0.472%. 

Actual dollars spent for the total 
group of manufacturers on adver- 
tising, however, increased during 
this period. In 1950, 115,872 cor- 
porations in this category spent 
$2,314,632,000 on advertising, com- 
pared to $2,080,483,000 spent by 
117,270 corporate manufacturers in 
1949, an increase of $234,149,000, 
or about 10%. Sales and receipts 
in this same time increased from 
$184,478,915,000 to $218,819,289,000, 
a difference of $44,340,374 or 
slightly more than 20%. The 1949 
sales represented a drop of almost 
$13 billion from 1948. Advertis- 
ing had gone up $985,628,000 in 
this same period. 

This indicates not only that most 
of these manufacturers had ad- 
justed their advertising appropria- 
tions in 1949 for competition, but it 
is likely that without the unstabi- 


lizing factor of the war in 1950, per 


companies momentarily off bal-| 


haps remarkable that the ratio of | 
advertising spent kept pace with | 
sales to the extent that it did. For | 
example, according to the Treas- | 


992 corporation income tax returns | 


nll 
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> FREEZER 


When your product costs important money, 
you want the people who have money. Farm 
families arc near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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Advertising Age, December 7, 1953 


AA Presents 1945-1950 Record of Percentage of Sales | 
Spent on Advertising, Based on Corporate Tax Returns 


Per Cent of Sales Spent for Advertising 


Per Cent of Sales Spent for Advertising 


Copyright 1953 by Advertising Age. Tabulation based on Bureau of 


cent of sales advertising in 1950 
would have shown another sizable 
increase. 


Internal Revenue Data. 


| 
4 Classification 1945 1947 1948 1949 1950 | Classification 1945 1947 1948 1949 1950 
ALL INDUSTRIAL GROUPS ..... 0.788 0.857 0.876 0.999 0.931 | TOTAL: PUBLIC UTILITIES .... 0.220 0.283 0.296 0.333 0.306 
TOTAL: AGRICULTURE, FOR- Transportation Re ee Pree 0.169 0.249 roo 0.336 0.299 
A. 0.601 0.529 0.494 0.581 0.560 Communication Lee steeseeseeeeee 0.521 0.593 0.573 0.489 0.492 
Farms, Agri. Services ............ 0.632 0.548 0.508 0.595 0.575 Elec. & Gas Utilities ........... — — 0.228 0.243 0.216) 
SS a er 0.020 0.041 0.176 0.182 0.193 | 
EE oi cGdssenkoaseaxeee css 0.175 0.167 6.157 0.133 0.173 | TOTAL: TRADE ............... 0.870 0.816 0.862 0.985 0.886 
TOTAL: MINING, QUARRYING .. 0.100 0.077 0.076 0.115 0.092 | ToTAL: WHOLESALE TRADE ... 0.504 0.386 0.408 0.481 0.434 | 
ee eee 0.046 0.027 0.020 0.019 0.012 | Commission Merchants .......... 0.417 0.477 0.512 0.589 0.442 
Anthracite Mining ............. 0.162 0.151 0.188 0.244 0.187 
Bituminous Coal & Lignite Mining . 0.067 0.042 0.042 0.077 0.069 | total: RETAIL TRADE ........ 1.331 1.332 1.398 1.583 1.405 
Crude Petroleum & Nat'l Gas as, chs tu chee 0.469 0.472 0.472 0.535 0.547 
Production ...+.+.+.++.++++- 0.137 0.072 0.067 0.112 0.080 | General Merchandise ............ 1.958 2.176 2.238 2.443 2.269| 
Nonmetallic Mining & Quarrying .. 0.200 0.234 0.233 0.270 0.264 | anoarel & Accessories .......... 2.121 2.348 2.532 2.744 2.654 
Construction CCRC COOL ESEC OO EE® 0.210 0.220 0.225 0.262 0.245 Furniture, House Fur'gs. aes 2.730 2.473 2.971 3.259 2.951 
TOTAL: MANUFACTURING ..... 0.830 0.970 0.985 1.128 1.067 ga ay area and a ee 
Se ae 2.185 2.571 2.756 3.016 3.282 | 9 Stores Soo sna owbins 1216 1217 1324 1358 1.320 
Food and Kindred Products ..... 1.059 1.108 1.170 1.348 1.452 Seer LBS 96.499 54 66'S 84s 0:5 : * * 
Eating, Drinking Places ........ 0.549 0.631 0.669 0.763 0.789 
Tobacco Manufactures .......... 2.065 2.426 2,542 2.855 3.094 Building Mat’ls. Hardware 0.564 1513 0608 
Textile Mill Products ........... — — 0.485 0.596 0.500 6 ee e040 een : ;' 
uO el 0.646 0.722 0.754 0.817 0.789 | TOTAL: FINANCE, INSURANCE, 
ssatee @ieed teed REAL ESTATE, LESSORS 
(Except Furniture) — —— 0.225 0.307 0.247 | _ OF REAL PROPERTY ........ 0.512 0.606 0.628 0.651 0.641 
i aaa... ' i ’ WU FUMIE. os ccd sasascas ce 0.905 1.120 1.102 1.075 1.062 
Furniture & Fixtures ........... 0.905 1.101 0.914 si 0.862 1036 1096 1124 1152 
Paper & Allied Products ........ OS C509 O48 COT CON | ee co Sa See fae 
ee Site Sued. Gemmeain ss... 0.115 0.302 0.059 
SPR 0.596 0.538 0.564 0.622 0.639 ng, - Companies ...... oak: - ae 
Chemicals, Allied Products ...... 2.750 2.628 2.803 3.130 2.800 gag tg Exch. ae i ee 
Jeum, Coal Products ........ 478 0.512 0. 449 0.4 » Dealers ........+4-. . : ; 
nutter & —... Sada asi? 1.073 309 1200 0981 Tot. Insurance Carriers & Agents . 0.231 0.210 0.217 0.218 0.228 
Leather & Products ............ 0.584 0.700 0.820 0.964 0.870 | Insurance Carriers ............. 0.182 0.154 0.154 0.142 0.154 
t lay & Gl Pr ducts .... 0.715 0.657 0.631 0.751 0.624 | Insurance Agents, Brokers ....... 0.972 0.875 1.107 1.355 1.337 
ol Metal A cine i ed —  — 0.213 0.257 0.205 | Real Estate, Exc. Lessors of Real 
Fab. Metal Prods. (Except Property Other Than Bldgs. .... 0.335 0.520 0.667 0.778 0.747 
Ord., Mach., Transp.) ........ — —— 0.828 0.962 0.864 | Lessors of Real Property (Bidgs.) . 0.019 0.033 0.031 0.015 0.028 
Machinery (Except Trams, is ees 
Ge. @& GG) cc csccccscs 0.677 0.918 0.965 1.078 1.035 | TOTAL: SERVICES eusndhecaes 1.334 1.560 1.586 1.794 1.697 
Electrical Mach. & Eq. ......... 0.950 1.250 1.330 1.533 1.578 ore SRS icaeiecas ere ao — po ae 
Transportation Eq. (Except Motor ersona WUE bcceceesensces R . y j . 
errr reer TTT rer 0.181 0.376 0.328 0.323 0.278 —- —— sean es enka ons hee pe rod oan ren 
Motor Vehicles & Eq. (Except Auto Repair Services and Garages . 0. . k 5 
EEE. Sash sae cccanesaes .638 0.543 0.563 0.613 0.474 | Misc. — Services and aan 4am dee ete ote 
Ordnance & Accessories ......... —  ~— 0.947 1.361 0.998 OE THE ac cascoctecesece ' y ; , 
Scientific Instruments, Photo- Mette PORGIEE: cic ccwciccscces 2.470 3.028 2.986 3.358 2.848 
graphic Eq., Watches & Clocks . ——— —— 2.412 2.741 2.303 | Amusements (Except Movies) .... 1.256 1.895 1.969 2.279 2.331 


j 


| 
| 


and proprietorship returns, 
only corporate returns. 
In all classifications except “fi- 


nance, insurance and real estate,” 


but 


# As in the past, the data in the | the figures for gross sales and re- 


accompanying columns was calcu- 
lated by ADVERTISING AGE from In- 


| 


ceipts were determined by adding 
income reported under gross sales 


ternal Revenue Bureau statistics and “gross receipts from opera- 
covering all corporations. The fig- | tions.” 


ures do not include partnership 


In the financial classification, 


Packed with 


effective, 


usable profit 
making point 
of sale ideas! 


Just Out! Meyercord’s 
New Guide to Point of Sale 


DECAL SIGNS 


YOURS Yuee 


++. please request 
on your letterhead 


tae 


Wt WEPEOL OSD LO were. Loree: Geeiive:, of Sore 


We're proud of this magnificent new Meyercord presentation of 
point of sale decal signs . .. and we want you to have your own 
personal copy. Just a note to Meyercord on your company letter- 
head will do the trick. Here, in a single booklet printed in many 
colors, you will find the best examples of sales producing per- 
manent point of purchase decal sign advertising ... representing 
the gamut of products from food and soft drinks to paint and 
hardware. You will see how advertisers, from small regional 
operations to the national giants, use decal signs to influence 
customers at the point where sales are consummated —where the 
customer turns money into goods. Here are ideas galore for stim- 


THE MEYERCORD CO. 


DEPT. M-201 
5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 


ulating your own sales at the all-important point of purchase. 
Your copy is off the press, waiting for you. Write for it today. 


however, gross sales figures also 
include income from interest, rent, 
royalties, capital gains, etc. Hence, 
for this group the basic figure 
used was that of “total compiled 
receipts,” rather than simply gross 
sales and gross receipts. 

The basic data on which these 
tabulations are based appear in the 
report “Statistics of Income for 
1950, Part 2,’ compiled by the 
Treasury Department from corpor- 
ation income tax returns. 

In examining these tabulations, 
it should not be forgotten that 
since the report covers every cor- 
poration in the U. S., many of 
which do not advertise, individual 
percentage of sales advertising for 
some companies may be five to 
ten times greater than these fig- 
ures show. 


Cory Names Herbert Baker 


Cory Corp., Chicago maker of 
Cory, Nicro and Fresh’nd-Aire ap- 
pliances, Flavor-Seal cookware 
and Autopoint advertising special- 
ties, has named Herbert Baker 
Advertising, Chicago, to handle 
advertising for Fresh’nd-Aire Co., 
a Cory division. Dancer-Fitz- 
gerald-Sample continues as the 
agency for Cory Corp., Cory and 
Nicro divisions and Flavor-Seal | 
Corp. Gordon Best Co., Chicago, 


handles Autopoint Co., another 
division. 
Chicago Publisher Boosts 2 
Victor Raiser, sales manager of | 
Industrial Laboratories Publishing | 
Co., Chicago, has been promoted to | 
v.p. in charge of sales. Gilbert} 
Thayer, Chicago district manager, | 
has been promoted to v.p. in 
charge of the Chicago district. Both | 
Mr. Raiser and Mr. Thayer will | 
fill their respective posts on both 
Industrial Laboratories and on In- 
dustrial Science & Engineering, 


which begins publication in Janu- 
ary. 


Names Richardson-Shaw 
Detroit Color Laboratories, color 
_photographic processor, has ap- 
pointed Richardson-Shaw, Detroit, 
| to handle its advertising and mer- 
chandising. The company’s four- 
|state program will include news- 
papers, trade publications, direct 


mail and point of sale merchandis- 
ing. 


KBID-TV Names Meeker 
Meeker TV has been appointed 
to represent KBID-TV, Fresno, 
Cal. The station, to operate on 
| Channel 53, is due to go on the air 
| in mid-December. 


ae 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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. |Budgets to Lure Tourists and Business 
a | eee eee Total $13,659,547 in ‘53, Curtis Says 


y | ate A... 7 a “q =Purvaverpuia, Dec. 2—A totaljernment Travel Bureau has set 


. ~ ; . 
“Trade D isplays Moved Carefull of 242 state, area and community aside $1,452,000 for this purpose; 


groups in the U. S. will have spent the Bermuda Trade Development 
a total of $13,659,547 by the end of Board spends $750,000 against the 


Your Trade Show Exhibits can be moved in at Ue mm this year for tourist and vacation U. S. market; the New Brunswick 
added vans . . . carefull and on sch ’ “a.” gl - advertising and promotion and to Travel Bureau, $146,250; the Onta- 
Pp y schedule | attract industry. ‘rio Department of Travel and Pub- 


Door-to-door delivery by North American Van 
Lines is the way experienced exhibitors are 
solving those last minute problems of open- 
ing their show on time. Write for Free book- 
let, “How to Move Trade Show Exhibits.” 


These figures were disclosed by | licity, $720,000; Province of Que- 
the Curtis Publishing Co.’s re-| bec, $247,500; Cuban Tourist Com- 
search department in its seventh | mission, $100,000; Hawaii Visitors 
annual report on expenditures for Bureau, $412,500; Jamaica Tourist 
these purposes. A total of 432 |Trade Development Board, $140,- 
groups in this country and in/|000, and Puerto Rico Visitors Bu- 
neighboring countries and areas|reau, $177,270. 
were covered with questionnaires.| The south Atlantic region is 
The report includes figures as of| spending a total of $3,696,065 to 
Aug. 14, 1953. top all other areas in expenditures 

Of the total allocated, $10,876,000 | to attract tourists, vacationers and 
|is for tourist and travel promotion |industry. Florida cities and other 
me and $2,783,000 to attract industry. | organizations are spending $2,250,- 
me | These figures also include over-/|507 to lead the list in total ex- 

; head and the cost of administra-|penditures by any one state. Cali- 
® tion. fornia is second with $1,013,465, 
= | giving the Pacific Coast second 
‘@ In addition, the Canadian Gov-| regional place with $1,696,145. 


Call your local NAVL Agent when you transfer per- 
sonnel and household goods; office or plant equip- 
ment. Get ‘‘Survey Service’ estimate. 


Contact Display and Exhibit Dept. 
North American Van Lines, Inc. 
Dept. AA12, Ft. Wayne, Indiana 


: # The New England area is spend- 
seta s. 2 \ ing $1,525,138, of which Maine is 
This 18 interest This 18 ENTHUSI SM e spending $462,335, New Hampshire 

$253,854, and Rhode Island $247,- 
680. 


St * Middle Atlantic states have al- x 
located $1,581,190, of which New F 


York is spending $775,950, New ts 


*K ; %* Jersey $452,240 and Pennsylvania, 
| / / Pi $353,000. 


The east north central region is # 

dd, ; |spending $1,135,890, of which ‘¢ 
\ W/W |Michigan is putting up $587,737 

" and Wisconsin, $301,605. The west 
north central area has allocated 
$981,901. The east south central 
states are spending $988,192, of 
which Kentucky has _ allocated 
$461,200, Mississippi $256,492 and 
Tennessee, $255,500. 

The mountain region is spending 
$1,511,476 this year, of which 
Colorado has allocated $332,583, 
New Mexico $318,937 and Nevada, 
$215,985. The west south central 
area is spending $543,550. 


Raymer Buys Out Taylor; 
Adds 9 Radio, 5 TV Stations 

Paul H. Raymer Co. has ac- 
quired all of the assets of O. L. 
Taylor Co., which represents 37 
radio and 12 television stations. 
Price paid by Raymer has not 
been disclosed. O.L. (Ted) Taylor, 
chairman of the company, will 
now concentrate on the operation 
of his broadcasting properties in 
Wichita, including KANS, and in 
Weslaco, Tex., where he owns 
KRGV and KRGV-TV. In addition, 
he has application for Channel 3 
in Wichita. 

Raymer and Taylor will func- 
tion as separate companies. How- 
ever, Raymer is adding to its list 
nine radio stations and five tele- 
vision stations formerly handled 
by Taylor. The stations are all in 
the Midwest, but do not compete 

with stations in this area also rep- 
he resented by Raymer. The stations 

are KTBC and KTBC-TV, Austin; 

KEYS, Corpus Christi; WKBH and 

‘and WKBH-TV. La Crosse, Wis.; 

‘KLRA, Little Rock; KTOK, Okla- 
homa City; KELO and KELO-TV, 
Sioux Falls; KRGV and KRGV- 
TV, Weslaco; KANS, Wichita, and 
creates KFDX and’ KFDX-TV, Wichita 
Falls. 


‘ 
, Acquires Photo Publishers 
Photography Publishing Co., 
New York, has purchased Amer- 
ican Photographic Publishing Co.. 


New York, oldest publisher of 
photographic books in the U. S. It 
. P _ P ‘ will be operated under the nam 
The American Weekly puts more sock in your advertising because it carries Pig -— Photographic Book 
gic , , Publishing Co. Everett Gellert is 
the message to | out of 3 families in the country’s 162 strategic market areas the publisher; Augustus Wolfman 
; will be editor-in-chief; Martin E. 
... makes a deeper impression than any other magazine, general or service. Siegel becomes business manager, 
and Jack Flanagan, formerly with 
American Photographic, has been 


i named sales manager. , 
ENTHUSIASM is interest raised to the buying pitch! dee . 


i Massasoit Names Cayton Inc. . 
Massasoit Co., New York manu- 
facturer of mops, has appointed 
Cayton Inc., New York, to direct > 
its eevee’ — promotion, 
merchandising and complete mar- 
THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, Be FF. Satied. whieh lorbades ute al oom. 


a en’s magazines. 
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¢ Cardboard Displays 


Who are 


Even the best sales pitch doesn’t 
always click ...doesn’t always have 
the approach that appeals to everyone. 
Likewise, many an advertising mes- 
sage misses its mark, and its market. 

To do our job, we have to know your 
market ...and know how to reach it. 
That’s because we specialize in just 
one kind of advertising . . . advertising 
at the point of sale. 

Advertising at the point of sale must 
hit’ its mark. It must grab attention 
fast, deliver its message and ring up 


¢ Lithographed displays for indoor and outdoor use 
* Cloth and Kanvet Fiber Bonners and Pennants * Mystik® Self-Stik Labels 
* Animated Displays + Mystik® Self-Stik Displays 

* Stanzall Outdoor Signs * Mystik® Con and Bottle Holders 


a sale...or it isn’t worth its price. 


That’s how we feel about it. That’s 
how we tackle any assignment you 
give us. 

If you feel your advertising at the 
point of sale could produce more results, 
put the problem up to our nationwide 
organization ...men and facilities 
devoted to this one vital, pay-off field— 
advertising at the point of sale. Chicago 
Show Printing Co., 2640 N. Kildare, 
Chicago 39; 400 Madison Avenue, 
New York 17. 


SSCHOHSSSHSSSSSSSSSHSSSHSSHSSSSSHSSSHSHSHSSOHHSSSSSSSSHSSSHSHSSSSSHSSSSSSSSSSEEHSSSSHSSSSHSSSHHSEHHHSESOSHSSSEESEEESSE 
© 1953 Chicage Shew Printing Co. 


* Econo Truck Signs 
* Booklets and Folders 


Cll kidding: 


Trademark MYSTIK Registered 


Hiavertising at the POINT-OF-SALE 
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The proud Rhode Island Red Rooster is symbolic 

of the public’s preference in quality and taste in the American home. 
As is WJAR-TV, Channel 10 in Providence, the welcome guest 

in more than 85% of Rhode Island homes. 


WEED TELEVISION, NATIONAL SALES REPRESENTATIVES 
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Radio: Networks Pull] High Cost of TV 


Even; Stations Boom 


With Sales Up, Radio 
Takes New Position as 
‘Just Another Medium’ 


By Lambert S. Botts 

Cuicaco, Dec. 4—At long last, 
what everyone in the advertising 
business has been waiting for since 
1948 has apparently come to pass: 
The panic is definitely over, and 
radio has dried its tears and taken 
its place among the mass media. 


Along about 1970, when the in- | 


evitable history of “Radio: The 
First Fifty Years” is issued, an 
over-size chapter on “Era of In- 
decision, 1946-1952” will offer the 
writer a golden chance for heavy- 
weight irony and the readers a fine 
bit of comic relief and the oppor- 
tunity to wonder “What was all 
the worry and furor about?” 

At this writing, the whole period 
is still too close for comedy, with 
plenty of uncertainty still existing 
on how radio will do as a compet- 
ing medium. But in major seg- 
ments of the radio industry you 
can already see the smiles and 
experience a new feeling of con- 
fidence which expresses itself in 
all sorts of ways, ranging from 
“we’ve not yet begun to fight” toa 
blustering “we never had it so 
good.” 


s All this is not to discount either 
radio’s many serious problems or 
the chastening effect of the recent 
“panic” years. In fact, the new 
mood around the radio industry 
bears no resemblance at all to 
that self-satisfied “we are the joy 
boys” attitude of, say, the early 
1940s. 


Wasa Blessing 


Today’s attitude is competitive, 
tentative and relieved. But it is 


' e 
for Lehn & Fink | 
most of all optimistic—and there’s 


a sizable hillock of facts holding it. Dropped ‘Show of Shows’ 
/up. They include the following: and Made Successful Use 
of Spot Radio, Spot TV 


| e Time sales are doing better than | 
in several years. Among the top| 
\stations, daytime availabilities are | 


| 


; : _ New York, Dec. 1—Higher net- 
Something to line up for, and over- | work television costs have proved 
|all sales are at record levels. a blessing in disguise for Lehn & 

National spot sales are also at an | Fink Products Corp. It bowed out 
Itime high, while the nets are in| of NBC-TV’s “Show of Shows” 
a good position to reverse the trend lineup last spring when the price 


lal 


|of recent years and show a gain | went up, and turned to spot tv 
\in billings this year. ‘and spot radio. 
| As a result, William Hausberg, 


'e Sales of radio sets are proceed- | advertising manemer, told AA, “we 
ing merrily, r i head of last | . ‘eg : 
8 a ee ene oe ee eee big advantage in 


year for the first nine months. Set | flexibility in three ways 
roduction is at the high . 
_ ae SS Sy ae SagOee veve | “First, in flexibility of markets. 


since 1950. 


Number of Advertisers Buying Television 
No. of No. of No. of National and 
Quarter Markets Stations Regional Advertisers 
Year Covered Covered Reporting Network Spot Total 
1948 ....2nd 11 20 14 76 90 
1949 ....2nd 38 65 54 324 378 
1950 ....2nd 58 98 107 734 841 
1951 ....2nd 60 99 159 1,064 1,223 
1952 ....2nd 64 107 183 1,384 1,567 
1952 .3rd 63 104 145 1,144 1,289 
eee Ist 76 120 160 1,260 1,420 
1953 ....2nd 98 145 139 1,876 2,015 
1953 ....3rd 105 156 171 1,772 1,943 
Note: Each advertiser is counted only once under network and 
spot, regardless of how many shows or selection schedules it has. 
Copyright M. C. Rorabaugh Co. 


The TV Question Is: 


e Rates seem definitely to have 
reached a floor, or something like 
it. Spot and local rates are, if any- 
thing, on the rise, and the big nets 
stopped their rate slicing this year 


|The selection of markets is now 
wholly up to Lehn & Fink. We 
can vary our markets at any time 
with tv and radio spot advertising. 
We were unable to do this on the 
/network show. Also, we can make 


How Much, How Soon? 


present the industry with a Christ- 
mas present of a favorable deci- 
sion on compatible color television. 


Color, Coverage, Cost 
Problems Should Bring 


better deals. 

“In the second place, we have 
Lae aee sed more flexibility in featuring prod- 
e “Flexibility”—the ability of the | ucts. Seasonal and apeareutha “on- 
medium to offer advertisers all jations in demand for products 
kinds of spot and participation ar-|¢an pe capitalized on with spot 
rangements—is definitely working | campaigns much more readily than 
out, and advertisers themselves with most network shows. 
have become strongly conscious of | 
it. Regional networks now number | 
an alltime high of 84, and new) 
deals by the four major nets in ef- | 
fect offer an infinite variety of re-| 
gional or pick-your-market selec- | 
tive hook-ups. 


and are reportedly planning no 
cuts in the near future. 


= “In the third place,” Mr. Haus- 
berg said, “spot tv and radio give 
flexibility of concentration. Em- 
phasis on products can be changed 
immediately with any change in 
local conditions.” 

_e With merchandising plans and Lehn & Fink had the 10- 
‘special promotion jobs a big hit 10:30 p.m., EST, portion of “Show 
‘among radio users, there seems to Of Shows,” starring Sid Caesar 
(Continued on Page 40) (Continued on Page 69) 


Radio Homes in the U. S., 1953 


Total Radio Homes—44,756,050 


(In Thousands) 
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—Data from Nielsen Coverage Service. 


New Dilemmas in 1954 


By Maurine Christopher 
New York, Dec. 4—Color, cov- 
erage, and costs. 
These are the things telecasters, 
sponsors and agencies will be talk- 
ing about in 1954. 


e With color it’s a question of how 
soon. 


e Coverage suggests the question | 


of economic survival for scores of 
new u.h.f. stations. 


e With costs, it’s the perennial 
concern over an ever-rising price 


curve. And when color comes, for- | 


mer pocketbook-inspired head- 
aches, at the outset certainly, will 
be superseded by bigger tv cost. 
woes. 


s Everyone expects the Federal 
Communications Commission to 


Radio Corp. of America and its 
broadcasting subsidiary, National 
Broadcasting Co., with David Sar- 
noff ready to lead the race, are 
/lined up at the starting gate and 
waiting for the FCC to press the 
button. Mr. Sarnoff’s handicapper, 
Vice-Chairman Sylvester L. Weav- 
er Jr., already has charted the 
‘course for an “introductory year 
|of color television” for NBC-TV. 
| The Columbia Broadcasting Sys- 
tem, which has been concentrating 
‘on pushing its black-and-white 
television network into first place 
‘in the billings sweepstakes since 
‘its FCC-autherized field sequen- 
tial colorcasting system bogged 
|down through lack of industry 
and public enthusiasm, has 
switched allegiance to the National 
Television System Committee 
| standards, now pending before the 
FCC. And Columbia is preparing 


(Continued on Page 58) 


After Channel Applications... 


Controversial Policy Issues Face 
Federal Communications Commission 


May Determine Fate of 
FM Radio, Subscription 
Television Next Year 


WASHINGTON, Dec. 2—While the 
processing of television applica- 
tions will continue to command a 
good percentage of the attention of 
the Federal Communications Com- 
mission during 1954, the commis- 
sion is sufficiently far along on 
the job so that it will be able to 
take up some of the controversial 
policy issues which have been 
marking time. 

For the past 17 months FCC has 
devoted most of its time to tv in 
an effort to bring service to com- 
munities which were unserved or 
underserved during the construc- 
tion freeze. Its progress is indi- 
cated by the figures: 


In mid-1952 when the construc- 
tion freeze was lifted, there were 
108 stations on the air serving 65 
markets, and no stations under 
construction. Six months later 
there were 129 stations on the air 
and 144 under construction. On 
Nov. 1, 1953, there were 315 sta- 
tions on the air in 200 markets, 
and another 230 in various stages 
of construction. 


# In the meanwhile FCC had 
chopped the backlog of applica- 
tions from 812 to 285. While this 
is not an entirely accurate indica- 
tion of the rate of progress—the 
285 remaining applications are the 
hard core of conflicting cases 
which involve long and difficult 
hearings—FCC records show that 
the tide of application has stopped, 


(Continued on Page 52) 
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NBC FILM DIVISION 


SERVING ALL SPONSORS... SERVING ALL STATIONS 


NBC FILM DIVISION — 30 Rockefeller Plaza, N. Y. 20, N. Y. © Merchandise Mart, Chicago, Ill, © Sunset & Vine Sts., Hollywood, Calif. © In Canada: RCA Victor, Royal York Hotel, Toronto rt 
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High rating? Prestige? Increased sales? 


Here is the show that achieved the highest rating 
ever attained in its time period . . . the show that set 
an ARB high of 24.0—an extraordinary record for 
Sunday afternoon (exceeded only by football)—and 
which won an audience of 2.9 viewers per set! 


Never on TV has a production reached such a peak 
of prestige—or received so many and so important 
awards, including both the Peabody and the Sylvania 
Grand Award. 


And what do the critics think of “Victory at Sea” 
—some four years in the making: Listen— 


“TV's best effort to date!’’ — Bob Foster, San 
Mateo California Times. 


“A work of Art!”"—Jack Gould in the N. Y. Times 
“In a class by itself,” reports the Chicago News. 


“Stirring!” says Time Magazine. 


NBC FILM DIVISION’S “Victory at Sea’ is too 
important a selling opportunity for you to miss... 26 
half-hour shows, budgeted specially for exclusive 
local or regional sponsors who wish to compete on a 
proven, sound basis with network advertisers, with 
a lower-than-ever cost per viewer! “Victory at Sea” 
is ready now for you. .. with its proven record... its 
memorable splendor . . . and its unrivalled reputation 
as one of television’s epic productions. 


Call or wire NBC FILM DIVISION today! 


x * * 


“Victory at Sea" again proves NBC FILM DIVISION'S 
leadership and stature in Syndicated TV. 


NBC FILM DIVISION has one basic commodity: 
the finest show you can buy on film—from quarter 
or half-hour film series to brand-new feature pic- 
tures. For top production, you can depend on NBC 
FILM DIVISION—and be assured of: 


THE WIDEST CHOICE OF HIGH-RATING HITS IN 
THE INDUSTRY. 


“MILLION DOLLAR” PRODUCTION FOR EXCLUSIVE 
LOCAL SPONSORSHIP AT LOCAL BUDGET PRICES. 


MARKET-TESTED ADVERTISING, PROMOTION, 
PUBLICITY, EXPLOITATION AND MERCHANDISING 
AS AN INTEGRAL NBC FILM DIVISION SERVICE. 


OTHER HIGH-RATING NBC FILM DIVISION SHOWS: 


ae 


LIFE OF RILEY—Wm. Bendix 


CAPTURED—Chester Morris 


BADGE 714—Jack Webb 


DANGEROUS ASSIGNMENT—Brian Donievy 
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Radio: Networks Pull | 


Even; Stations Boom 


(Continued from Page 37) 
be a new selling spirit alive in an 
industry not noted for its eagerness 


to promote its services and poten- | 
tialities. There’s stili plenty of in-_ 
tra-medium throat-cutting, but ra- | 


dio operators are more and more 


vertising Bureau’s lead in going 


after new business through “cre-— 


ative selling.” 


e Radio and its users are no long- 
er watching with fascinated horror 
the constant decline in listening, as 


The idea of programs as a Capital 
investment essential to time sales 
is a part of the medium’s new sell- 
ing spirit. 


® As can be seen, these causes for 


optimism are generally indications, 


| measured by the various audience. 
| monitors. Instead, the trade is con- | 


centrating eagerly on those listen- 
ing areas which will fit in with 
an aggressive selling job. 

As a result, there is a heavy 


clamor for listening measurement. 
inclined to follow Broadcast Ad-. 


which will adequately account for | 
out-of-living-room sets, including | 
car radios and portables. 


rather than achievements. Anyone 
who wants to compare actual ’53 
performance with, say, a key year 
like 1946 can stil] find support for 
the conviction that “radio is dy- 
ing.” 

Radio revenue, for example, is 
up about 50% since then, but its 
share of the total advertising dol- 
lar available is down by about 25% 


since that time. 


e With its morale up, the industry | 
gives strong indication of a will- 


/ingness to go after programming 


with an idea, as well as a meat-ax. | 


But the real radio situation is 
not revealed unless you take into 
account the overriding fact that 
radio is at least potentially on the 


hag Oe eo = 
A ere eee 


ts 
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rebound from the lows of 1950-51. 

The radio manufacturers have 
found this out quite clearly. Last 
year, they upped their levels of 
set production—and still nearly 
lost out on a surprisingly heavy 


demand for radio sets. This year, | 


they are taking no chances. Set 
production for the first three quar- 
ters is at the phenomenal figure of 
10,000,000, compared with 7,500,000 
for the same period of 1952. 


s The thing most often mentioned 
when you ask what is radio’s big- 
| gest single problem is that it “has 
lost its glamor.” The sales v.p. for 
/one of the big nets put it this way 
to AA: 

| “Glamor went down the street 
‘about five years ago—she’s that 
‘new blonde down the block. Busi- 


To sell Apparel 


to inland Californians 
(AND WESTERN NEVADANS) 


Apparel or whatever the product — the way to sell in inland 
California is .. . on the BEELINE! It’s the five-station radio 


combination that gives you 


THE MOST LISTENERS More than any competitive combina- 
tion of local stations ... more than the 2 leading San Francisco 


stations and the 3 leading Los Angeles stations combined. 
(SAMS Report) 


LOWEST COST PER THOUSAND More audience plus favor- 
able Beeline combination rates naturally means lowest cost per 
(SAMS and Standard Rate & Data) 


Ask Raymer for the full story on this 3%-billion-dollar market 


thousand listeners. 


—inland California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA —=PAUL H. RAYMER, National Representative 


ot RENO 


ACRAMENTO 


STOCKTON 


FRESNO 


ness-wise, radio’s in about the 
position magazines were 25 years 
ago—having to cut out the ‘blue- 
sky’ operation, and sell only on the 
| basis of delivery.” 

| The surprising thing about this 
humbler position of radio (and 
perhaps the acid test of optimism) 
is that most people queried by AA 
were happy about it. This was 
true whether the man doing the 
| talking was with the nets, the reps, 
the stations or the agencies. The 
sentiment of a large part of the 
trade is expressed in this comment 
by a top executive for one of the 
leading representative compa- 
nies: 

“Television may turn out to have 
been the finest thing that ever 
happened to radio, and I don’t just 
mean that it’s keeping people home 
and in reach of their radio sets. 
The important thing is that it has 
forced the radio industry to get up 
and go do a job. We’re just another 
medium now.” 


The Networks 


In the whole industry, there’s 
no better example of the new big- 
sell appeal than among the major 
networks, and the most immediate 
impact is being made _ there. 
Pressed by the ever-prospering na- 
tional spot salesmen, the nets have 
accomplished wonders in the line 
of adapting their hookups to the 
needs of the advertisers. 

The result is some strange com- 
binations. Lucky Strike, for exam- 
ple, buys a show over only NBC’s 
owned-and-operated stations—all 
of them in big tv markets. Philip 
Morris, on the other hand, buys 
a Mutual show on all of the Mutual 
network except stations in tv mar- 
kets. 

Minimum station line-ups seem 
to be out the window, except in 
the tandem-type plans designed 
to lure advertisers to use a whole 
network. As a result, you find a 
/small firm like Spool Cotton Co., 
New York, using only 13 CBS sta- 
tions for a set of participations, 
| while Locke Stove Co. recently 
/completed a 13-week program stint 
on the same network with only 25 
stations. 


# Only NBC keeps any heavy re- 
strictions on how few stations can 
be lined up nowadays; it requires 
|that whatever stations an adver- 
tiser picks, the billings must equal 
75% of those for a full-network 
operation. 

CBS’ Standard Facilities Plan 
also lays down restrictions, but they 
are highly elastic. Around Mutual, 
the word is that you can do virtu- 
ally anything, anywhere and for 
‘any time the stations will clear. 

Along with the elasticity in net- 
| work size, the nets have been mak- 
| ing other overtures to the advertis- 
_er in the form of all-network par- 
ticipations. These have been highly 
successful, a good example being 
Mutual’s Multi-Message Plan, 
which started last January and 
was sold out by spring. 

Since Mutual was offering four 
/commercials each on five shows, 
‘this means a lot of response from 
advertisers. Mutual is reported 
| planning an expansion of its plan. 
| NBC’s prototype Operation Tan- 
| dem and the CBS Power Plan also 
did well last season and are report- 
‘edly almost sold out this year. 

Out of these participation plans 
are coming still other plans, 
| broached so far by NBC and Mu- 
|tual, which approach so near to 
spot operations as to have pro- 
voked a serious industry fracas 
(see below). 


s Finally, there is network mer- 
chandising, which ranges from 
one-brand promotions like NBC’s 
job of last year in getting Philips 
toothpaste into the supermarkets 
to Mutual’s “Wife Week” of last 
February, which involved the pro- 
motion in IGA stores of nine or 
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“ Homes Using Radio and TV 


a Morning, Afternoon and Evening 
September 1952 vs. September 1953 
is ‘ (000 Omitted) 
id 
1) 
A 6:00A.M. TO 12 NOON I2NOON TO 6:00 PM. 6:00P.M. TO 10428 
as MIDNIGHT 
1e 8287 
2 hadi 6937 
1e 5262 $192 soe 
at 4 
1e 3333 
in 
833 at 
he 1952 1953 1952 953 Tse 1953 
r 
ee VITAL QUESTION—People buy lots of radio and television sets, but do they use 
s. them? This is what the Nielsen findings show on that subject. This chart nen the 5 CHOICE CHANNEL 4 
aS question in terms of how many U. S. homes had their radio or television going in i 
ip the morning, afternoon or night. (Data from Nielsen Coverage Service.) 
or = 
ten different Mutual-advertised | gional broadcasting. ae per NBC in DENVER 
brands. NBC has reportedly helped! On the other hand, with a num- oo ae Se ee 
] out more than 50 sponsoring ad-_ ber of industries operating on nar- : 
vertisers with its “Market Basket” row profit margins, network radio — CALL PETRY 
merchandising program. has been making a hit with adver- 
5 In general, this kind of promo- | 
™ tion has expanded to the point) 
or of where the nets threaten to run) > 
te afoul of merchandising operations 4 al Mmoce JO O Of tye 
e. by their own affiliates—there is al- t 
ha ready some conflict on this score ; 
1e within the NBC system. nee he 
| hPEONS SAleS 
1e s Exactly how effective are all 
these plans and sales gimmicks in 
- attracting advertisers? The answer 
i- depends on how much you attrib- takes lace 
"s ute this year’s sales picture to 
1 luck and how much to effort. But | 
ip the sales picture itself is good. | 
7S For example: | l / 
al To begin with, there is the fact 
r- that network gross billings have) 
been even with, or only slightly | o F a . 
m behind last year for most of 1953. 
in For the first 10 months, pina “ad ‘ /, A W/ R ty hwnary 
d to Publishers Information Bureau | 
le figures, they totaled $132,564,180, | 
a compared with $134,050,797. This | / 
"a represents a check to the steady | coverage AEA e 
x decline which has seen billings | 
Ss, drop 7% last year and 18% be-| 
ly tween 1948 and 1952. | 
nt Moreover, this fair showing was. 
5 registered in spite of a slump in) 
the early months of this year. It) ae 
is likely to be more impressive by | 
2. the time the year-end reckoning is 
n made. 
BS | 
ro = CBS is up spectacularly, from 
al a drop in billings of $9,000,000. 
k last year to what looks like an in-| 
crease of around $4,000,000 this | 
n year. In fact, top CBS officials are | f 
y confidently predicting a profit for | E, } ? 
1 53, not only on owned-and-oper- | 
ated station operations, but also tz 2 t 
- on net activities. The mere fact q: . 
that such a prediction sounds pos-| a 
‘a sible makes something of a land- ? 
4 mark in recent net history. ¢ VOICE 
7 Among the other nets, Mutual | 
“a is also ahead in billings, while. ’ of the 
ly NBC manages to be only slightly | ‘ 
g ye yom ccc — 3" losses | c C 42 
of last year. Only ’s billings | f c t 
2 are heavily on the downgrade. | WIR MARKET DATA - 
% of total 
- # Generally, the program picture U. S. market ‘ lakes 
- is fairly bright, too. Daytime net- Population........ oueeAsensecnseseedsiauee 8.3 
: work hours are almost solidly Radio Homes.......... rere énreyaeans 3,785,540 8.6 
‘a sponsored, and at night the holes PME UIOINED. . cc cccseseeesons 328,990 5.9 
are a lot smaller than this time a Drug Sales Dy aoa RS ois $ 464,447,000 10.3 
n. year ago. Nighttime—and week- heady wr Pe oe | rere Leeeos Hf 
- ends, of course—is still the nets’ Filin S es Sinn keds + eas y'ps $13,613,431, ; 
oe) . } | See ye ee $ 739,614,000 10.1 me 
a biggest problem, but at least the Passenger Car Registrations ............. 4.116,934 10.2 
emptying out of night sponsor- 
ships has stopped. 
m4 Probably the healthiest sign of ¥ 
nt all for the networks, however, is WJR is the one salesman that can effectively and economically 
to the nature of the shift in advertis- increase your volume in all of this rich market area. Every single 
ing revenue. A check of Pub- day of the year WJR, the most influential voice in the Great Lakes 
- an aie Waar ner ak ace a oe region, will carry your advertising filings to millions of buyers — / 
‘52 shows that the big drift from in Michigan, Ohio, Indiana, Pennsylvania and Ontario. Let WJR’s _ ‘ ap hen Goodwill Steticn 
radio to tv has been definitely success and popularity do a real selling job for you! gi paoreggay 
Po checked. Contact WJR or your Christal representative today to get the most 
* Among the biggest companies, for your advertising dollar in one of the nation’s richest markets. 
thy the drift is still on, at least in AN UAPORTANT AREA FOR VOU 
+ such fields as insurance, cosmetics, o 1 ; fe —wA FAMRIAR AREA VO US 
ts cigarets and, of course, the tv- hs. WIR, Ficher Building, Detreh 2, Michigan 
st happy beer industry, which has hil W4IR, Eastern Office: 665 Fifth Avenue, New York 22 
0- about finished removing itself ‘ ofan Represented Nationally by the Henry |. Christal Company 
or either into tv or into spot and re- MIKE Canadian Representatives: Radio Time Sales, (Ontario) Lid. 
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tisers large and small as a low-cost 
way to advertise. In one group are 
the returnees—Kaiser Motors and 
General Electric each spent more 
than $600,000 in radio in the first 
half of this year; a year earlier, 
neither was spending a cent. Oth- 
er more recent returnees include 
Longines-Wittnauer on CBS, In- 
ternational Harvester on NBC, 
Packard Motor Car Co. on ABC. 

Still another group consists of 
first-time advertisers. Recent ex- 
amples include Anheuser-Busch 
(ABC), Coleman Co. (NBC), and 
National Homes Corp. and North 
American Van Lines, both on Mu- 
tual. 

Of these, only really large An- 
heuser-Busch is a national adver- 
tiser; the latter three are in about 
the $250,000-a-year bracket for all 
media. And there is a host of 
ethers like them both in programs 
and network spots. 


@ In general, the hard-pressed 
auto industry did 50% more net- 
work spending in the first half 
of this year than in the same pe- 


riod of 1952. In the appliance and | 


household fields, the increase is 
even greater—$5,890,227 for half 
of this year; only $3,267,325 a year 
earlier. 

The following table, culled more 
or less at random from PIB list- 
ings, indicates the movement into 
radio now under way: 

Network AM Billings 


dan.-June, Jan.-June, 
53 52 

Clinton Foods Inc. .... $386,893 $—* 
Emerson Drug Co. .... 334,551 oe 
Ford Motor Co. ...... 200,769 2,078 
General Electric co -. 678,044 aa 
Green Giant Co. . 156,540 21,268 
Glidden Co. ees. 310,036 ee 
Hazel Bishop ‘Ine. owe 44,774 mae 
International Cellucotton 293,130 od 
dules Montenier Inc. .. 342,551 a 
Kaiser Motors Co. .... 651,550 —— 
Lambert Co. ......... 240,102 —— 
Libby, McNeill & Libby 75,410 oe 
Motorola Inc. eenee eee 110,559 eGu==» 
Ralston Purina Co. .. 430,570 264,272 
Rexall Drug Inc. ..... 860,440 426, 
Wildroot Co. ....... 754,382 376,888 
Wine Corp. of America 289,421 a 


*Indicates no expenditures in this period. 


Some of these advertisers, like 
Clinton Foods, Ralston Purina and 
Wine Corp. of America, also hiked 
their tv budgets in 1953—but not 


as much as radio. Others, such as) 
Glidden, Lambert and Manhattan | 
Soap, slashed their tv budgets) 
drastically in order to finance the 
radio increase. 


e A further check on the direc- 
tion of network business is seen 
in a year-to-year comparison of 
the billings of the top radio ad- 
vertisers. A rough comparison at 
the nine-month mark shows that 
the 25 biggest network advertisers 
are spending about 8% less in net- 
work radio this year than last. 

This is a very mild decline in- 
deed, compared with the whole- 
sale cuts of previous years, but 
the inference is that the remain- 
ing 125 net advertisers have upped 
their investment by at least 8% 
(upped it, in many cases, from a 
cool zero). 

The following table lists the 
top 25 network advertisers for the 


first nine months of 1953: 
Network Radio 


Advertising Age, December 7, 1953 
uy | local advertising. 


©. Ge i a Sedebcviesscess 4,157,789 
5. Colgate-Palmolive Co. ........ 4,112,447 
ee A TL, ccunceneeenee 3,742,80 

7. General Mills Inc. .......... 3,740,782 | 
Sees PD BOG baee< oc cce 3,348,414 | 
9. American Home Products Corp. .. 3,155,717 
10. Liggett & Myers Tobacco Co. .. 3,134,711 
11. R. J. Reynolds Tobacco Co. .... 2,668,617 
EE SET 0660000400 5h0200 2,517,166 
Be We NE ec ccccccccee 2,162,642 | 
14. General Motors Corp. ........ 1,955,279 
15. Manhattan Soap Co. .......... 1,779,476 
16. American Tobacco Co. ........ 1,778,540 
17. Campbell Soup Co. .......... 1,731,718 
18. Pillsbury Mills Inc. .......... 1,710,551 
19. S. C. Johnson & Son ........ 1,616,889 
... 2 eae 1,469,757 
21. Kaiser Motors Corp. .......... 1,451,563 
22. Philip Morris & Co. Ltd. ...... 1,275,578 
23. William Wrigley Jr. Co. ...... 1,215,040 
24. Rexall Drug Inc. ............ 1,166,575 
25. General Electric Co. .......... 981,758 


Source: Publishers Information Bureau. 


Stations and Reps 


For a true understanding of 
where the networks stand today, 
you have to take a look at the 
position of the stations, affiliates 
and non-affiliates. The case here 


Rank Advertiser Expenditures 
1. Procter & Gamble Co. ........ $10,821,294 
2. Miles Laboratories Inc. ...... 5,471,682 
3. General Foods Corp. .......... 4,995,726 


is that, whereas the nets are hold- 
ing their own, the stations are on 
the receiving end of a big boom 


OZIE WATERS — Denver's outstanding 
cowboy personality with the highest-rated 
multi-weekly program in Denver. 20,000 
card-carrying members in his Colorado 
Junior Rangers! 


EDDY ROGERS — Remembered by patrons 
of the Rainbow Room and the French 
Casino, New York. This foremost composer, 
pianist, violinist, and his famous quests 
accompany spinning platters thirty minutes 
daily Monday through Friday. 


HAL TAFT—Hoal is host 
for the populor after- 
noon ‘Kaffee Klatsch’’ 
during which time noted 
quests chot and sip 
coffee. Hal's quests 
have been representa- 
tives of nearly alf the 
arts and sciences, 


7 


KBTV-DENVER 2 
“— who enjoy ie 


BILL MICHELSEN —Colorado’s PULSE-lead- 
ing video newscaster presents the latest 
news three times daily over KBTV. The 


latest local, 


regional, and international 


news is reported vividly by film and local 


reports. 


VINCE MONFORTE—Professional meteor- 


ologist Vince 


Monforte brings Channel 9 


viewers all the weather news twice daily 


and is rated as one of Denver's 


personalities. 


FRANCES O’ 


Matinee.” 


CHANNEL 
ABC-TV 


top TV 
By means of maps and 


charts, he tells the complete national and 
local weather story. 


CONNOR — Conducts “Menu 


Formerly an Assistant Editor, 
“Better Homes and Gardens,”’ 
“'Tasting-Test’’ 


Director 
Kitchen. 


DENVER 


ABC-TV 


Throughout 1950 and _ 1951, 
‘roughly a fourth of the country’s 
am radio stations were reporting 


|financial losses to the FCC. Then, 


last year the proportion of stations 
‘losing money suddenly dropped 
to 16%, the lowest since 1946. At 
the same time, the stations’ aggre- 
gate revenue was increasing by 
7.4%, while that of the nets was 
declining 2.9%. 


# All this, furthermore, has noth- 
ing to do with decreased competi- 
tion within the medium—the num- 
ber of stations continued to in- 
crease in 1952, and is doing the 
same this year. Through October, 
the FCC reported a station in- 
crease of more than 100, with only 
a handful (19) going off the air. 
There are now some 2,500 oper- 
ating am stations, twice as many 
as in 1947. 

Underscoring this general pic- 
ture is a large number of case 
histories which show that, if the 
stations are doing well in general, 
the “good stations” are booming 
like they never did before. This is 
true of two distinct types of sta- 
tion—the small-to-middling sta- 
tion in non-tv areas (often only 
a 250-watter), and a select few in 
the large tv and multi-station 
markets. 

Examples of the latter include 
Chicago’s WBBM and WIND and 
New York’s WNEW, all three of 
which are enjoying the highest 
sales in their history. 


w All this prosperity is having a 
number of consequences for the 


|future structure of radio, some of 


which are as follows: 

1. With availabilities generally 
tight, at least in the daytime, tine 
local stations are showing very 
little antipathy to network affilia- 
tion. They can use the program- 
ming to produce higher ratings, 
and, they hope, higher spot rates. 

But there is going to have to be 
some money in it for them. Net- 
work ratings are no longer high 
enough to offset the reduced share 
of the dollar the stations get on 
network option time. 

2. Aside from programming, the 
big offering of the networks is 
large-scale advertising deals, and 
|the local stations are finding re- 
| gional networks nicely tailored to 
do both. This is especially true 
with the big advertisers looking 
on radio more and more as a 
tv are of reaching selected non- 


tv areas. 


i. As a result, the regional net- 
works are growing fast. Keystone 
Broadcasting Co., a transcription 
net, now has 685 affiliates and 
/more business than it knows what 
‘to do with, including such cus- 
|tomers as General Mills, Miles 
|Laboratories, Pillsbury, Pepso- 
‘dent, Wildroot and Ford Motor 
| Co. 

_ Its chief problem right now 
seems to be not further expansion, 
but improving the operating qual- 
‘ity of its “hometown and rural” 
affiliates. 

3. With income from networks 
reportedly accounting for only 
about 13% of their total income, 
‘the net affiliates are becoming in- 
‘creasingly restive. This is espec- 
ially true in the large cities, where 
the rating argument often doesn’t 
‘hold nowadays. 

Example: The latest NBC par- 
ticipation plan estimates ratings 
around its shows at between 3.3 
and 4. There are plenty of big- 
city stations which can match that 
‘themselves and keep that extra 
third of the ad dollar. 


sw A consequence of this is that 
|affiliates are doing more and more 
‘local programming and giving the 
nets more and more trouble in 
‘clearing time for their own ma- 
terial. 

The networks’ reaction to what 
is essentialy a growing indepen- 
dence of them takes several forms, 
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Nothing like it ever before and it’s getting big 

audiences, great reviews. “Weekend,” radio’s only “Sunday 
Newspaper of the Air,” has an all-family appeal —news, 
features, reviews and music. Two hours of wonderful listening, 
two hours of wonderful selling. And a one-minute 


participation costs you only $2,250. 


You get saturation of your market 
for as low as $2,025 per participation. 
“Three” offers you three or more 


THE “TH RE ag PL N one-minute sales messages morning, 
L \ } noon and night on three Monday- 


Reach more wigwams 


Smart bucks are going on NBC Radio. Now 
you can buy full network one-minute 
participations at the lowest prices we have 
ever offered, in NBC Radio’s new sales 
plans, ‘‘Weekend” and The ‘‘Three” Plan. 
Each is tailor-made to get your sales 
messages into more homes for less dollars. 
Naturally, the best availabilities will be 
the first to go.* To learn how these plans 
can be adapted to your budget and 
marketing needs, get in touch with your 
NBC Radio salesman today. 


Headquarters for new ideas 


» Friday strips. Second Chance, 
11 :45-12 Noon, Jt Pays to Be Married, 
5:45-6:00 PM, and Fibber McGee 
and Molly, 10:00-10:15 PM. 
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of the particular network. Thus, 
the hard-pressed National Broad- 
casting Co. condueted a major re- 
vamping of its programming, 
while CBS, which has been doing 
nicely in sales, confined its pro- 
gram activity to “maintenance.” 

4. As local station billings rise, 
incidences of selling time under 
the rate cards seem to be on the 
decline, and a lot of stations and 
their representatives are at work 
to see that they decline further. A 
case in point is the formation this 
year of the American Radio Assn., 
a group whose only requirement is 
that member stations must sell 
only at published rates. 


= On the rates side of the picture, 
the nets haven’t dared do anything 
but hold the line. ABC performed 
one of the last big rate-cutting 
operations when it brought night 
rates of its o-and-o stations down 
te day levels early this year to 
effect a one-rate structure. 


depending very much on the needs | 


CBS, on the other hand, is 
‘achieving virtually the same thing 
from the other end—by raising its 
o-and-o day rates almost to night- 
time levels. 

Another approach has been a 
rapid-fire extension of affiliations. 
'Here, the aim is partly to line up 
|potential tv operators (stations 
with tv construction permits) and 
partly to reach into the profitable 
“rural” market. NBC, for example, 
has been signing up small-town 
250-watters it wouldn’t have 
looked at five years ago. 

Most of all, however, the nets, 
failing another general rate cut 
(which would surely finish them 
with large numbers of affiliates), 
have been going in for “deals,” and 
more deals. 


® This is the big area of conflict: 
The nets and the station represen- 
tatives are now embroiled in the 
biggest hassle since 1949 on al- 
leged net encroachments on the 


fabulous national spot trade. 


At first glance, it is hard to see 
what the reps have to complain 
about. Their business, largely con- 
ducted with the top stations, is 
outstripping the revenue gains of 
the stations as a whole. They are 
well ahead of the networks in an- 
nual business volume, and will do 
ten times as much business this 
year as in 1935. 

The trouble is that, in their cast- 
ing about for further means of 
support, the nets seem to have 
posed a threat that hits at the heart 
of rep operations. For example: 

Network participation plans are 
getting more and more to look like 
spot operations. The tandem-type 
plans roused enough opposition 
from the reps, but they at least 
had the appearance of sponsored 
programs: the participants were 
definitely sponsors, and were ad- 
vertised as such. 


s But this year first Mutual and 
then NBC came out with new 


|plans which abandoned sponsor | ous 


Advertising Age, December 7, 1953 


identification and frankly sold 
minute spot announcements on the 
\plan programs. As NBC pointed 
|out about its “Three Plan,” these 
| were sold on an all-network basis 
| only; but this was no consolation 


ito the reps, who saw no reason. 


why it should always be so, in 
these days of “flexibility.” 

NBC’s David Sarnoff came pret- 
ty close to confirming the reps’ 


affiliates this September. First, he 
declared that the new net plans 


representatives. 


® But then he went on to say that 
“even if networks did attract a 
fraction of the funds that might 
otherwise be spent on spot radio, 
the long view, it seems to me, 
should recognize that this is not a 
|sufficient reason for imprisoning 
networks in a diminishing portion 
of the market.” 

In other words, let the prosper- 
sacrifice a little to 


y Fast Work 
F Easy Way 
ky Why Five? 
7 | Fabulous First 


@ “Draft beer flavor in bottles and cans” seems to be 
exactly what Upper Midwest beer lovers want. Since Jacob 
Schmidt Brewing Co., BBDO Minneapolis client, put this 
selling theme to work last spring, sales have been running 
29% ahead of the 1952 volume. In fact, the swing to 


Schmidt was so swift that even as this 


oster went “P 


the sales increase zoomed over the 5-million-bottle mark. 


© Making telephone numbers easy to find is a big job 
in a big town. So when Pacific Telephone had to show ws | 


five directories—instead 


of one—are needed in the spraw 


ing Los Angeles area, it used 36 TV spots in two weeks to ex- 
plain the reasons why. Follow-up interviews showed greatly 
increased understanding of the situation, few complaints. 
Pacific Telephone is a BBDO San Francisco client. 


@ Anew automatic washer may be difficult to introduce in 
today’s competitive market, but the Easy Washing Machine 


Bu 


er? believes in doing things the Easy way. This BBDO 
alo client had figures showing that 2,000,000 women 


liked the Easy “Spiralator” washing action best. So they 
featured the Spiralator in this Life advertisement — with 
a promise to dealers of “2,000,000 guaranteed prospects.” 


“te SCHENLEY ==-=-=>~ 


Oe het tating whi is ages 


@ The most startling and successful move in whiskey 
merchandising this year is the Schenley holiday decanter, 
first in the popular-price field. And Schenley is backing its 
baby with the largest four-month promotion in the com- 
pany’s history. The banner line in all media is,““A famous 


whiske 


in a fabulous decanter.” Reports to date show 


that sales are going far ahead of previous years. 
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worst fears in an address to his. 


were not a threat to the station, 


their | 


threadbare brothers, to help sup- 
port good network programming. 

The representatives got fhe 
point, but said they would have 
been more impressed if a similar 
plan (“Rosah”) was not afoot in 
the tv end of Mr. Sarnoff’s busi- 
ness. Television, they said, is cer- 
tainly not suffering from a “di- 
minishing portion of the market.” 


we Whether or not the networks 
have any other recourse than to 
keep hunting for new revenue 
where they can find it, it is cer- 
tainly true that most of their new 
| moves seem to hit the reps twice 
as hard as anybody else. One new 
development is right to the point: 
Both NBC and CBS are busy sign- 
ing themselves as station repre- 
sentatives for their own key affil- 
iates, as well as for their o-and-o 
stations—a move which has sent 
the reps right back to the FCC for 
another hearing on radio “free 
competition.” 

| In general, the affiliates seem 
willing to go along on most of the 
new revenue-hunting schemes, 
which may explain some of the 
reps’ unhappiness. 

One plan, however, caused about 
400 of them to stage one of the 
major successful revolts in recent 
radio history. That was Mutual’s 
proposal of last July (AA, July 
20), which the affiliates rejected 
outright. 


e Under this plan, Mutual would 
reduce its option time to five select 
hours, and then go into the spot- 
handling business for the whole 
five hours. What seemed to annoy 
the stations most was that they 
were not to get paid for time sold 
on these hours—except in 14 hours 
of upgraded Mutual programs 
which they could sell as they 
chose. 

Many people in the trade still 
think the stations had a good deal 
in this Mutual offer, though plenty 
of arguments can be advanced 
against it from the station stand- 
point—and the reps were very 
busy doing just that. The signifi- 
cant thing, though, is that it seems 
to have raised a curtain into the 
future: 

Unless some miracle causes a 
big sellout of network time along 
| the old traditional lines, schemes 
for getting the local advertiser on- 
to network shows, and for cutting 
the nets into the lucrative spot 
business, are going to keep coming 
|up. The nets and the reps will 
either have to find a working 
| agreement, or the FCC will be 
| finding one for them. 


Audience Measurement 


One of the things on which all 

| factions in radio seem to agree is 
that present-day ratings—and the 
cost-per-thousand rate system 
based on them—are a poor way to 
do business. One of the bigger 
drives of the past year has been 
to establish this belief throughout 
‘the trade. 

Behind this feeling is the clear 
evidence that there’s a lot more 
radio listening, and of a lot more 
kinds, than the researchers ever 
find. For a long time, radio has 
had almost universal coverage, in 
terms of radio-equipped homes. 

What interests the industry to- 
day, however, is not the 44,800,000 
radio homes (98% of all homes), 
but the increasing number of sets 

_ Within them. 

Radio sets in the U.S. now total 
110,000,000. 

With more than 27,000,000 of 
these being car radio sets and 
9,000,000 located in public places, 
the medium feels strongly that 
at least it is being robbed of 
potential audience rating on a 
| third of its outlets. And this feel- 
ing is likely to grow, what with 
car radios alone accounting for 
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DAYTIME DOLLARS BUY MORE 


In NBC daytime television your advertising 
dollar becomes more elastic and more efficient. 
Compared to the average of all nighttime tele- 
vision shows, the average NBC daytime TV 
program reaches more homes per dollar... 


gives you up to three times more commercial 


* 
“* 


| 
| 
@ 
time for your money ... and gives you up to 


three times the commercial frequency. These 
are only a few of the reasons why daytime 
dollars buy more when they are wisely placed 
in N BC daytime television. 

NBC TELEVISION 


a service of Radio Corporation of America 
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46 
40% of this year’s set production. 


s Along with out-of-home listen- 
ing, the other great research in-| 
terest is in multiple-set listening 
within the home. A Nielsen sur- 
vey of last year showed that 44% 
of all radio homes have more 


than one set, with 12% having 
three or more sets. 
A recent study by Broadcast 


Advertising Bureau of extra set 
listening in 20 major markets goes 
much farther. It shows that as/| 
many big-city homes have three or 
more sets as have only one, and 
that there are twice as many 
multiple-set homes as one-radio. 
homes. 

In the homes covered, more than 
two-thirds of the radios were lo-| 
cated outside the living room, and 
four-fifths of these “extra sets” 
were in the kitchens or bedrooms. 
Moreover, BAB reported, these 
proportions have been growing. | 
= The effect of this kind of data 
on a medium in which measured | 


' the 


listenership continues to slide is 
bound to be enormous. A compari- 
'son of Nielsen rating averages for 


September of this year and last 
shows declines in homes using ra- 


dio ranging from 1.3% in the 6) 


a.m.-to-noon segment to 13.5% 
between 6 p.m. and midnight. 

In reply, a host of radio boosters 
have been hitting at present meas- 
urements from both  extra-set 
angles. First, there is the out-of- 
home approach: According to an- 
other Nielsen survey, you should 


|add 6.5% to weekday audience fig- 


ures to allow for automobile listen- 


ing, and 11.9% to allow for all out-— 


of-home listenership. 

The other angle is to calculate 
out-of-the-living-room audi- | 
ence, and here the field is wide 


open. So far, a number of tenta-) 


tive studies have been made, but) 


use radios in the kitchen and bed- 


/room. This could be inferred from 


manufacturers’ sales, unless you 


assumed the new sets are being. 


used for paperweights. 


Advertising Age, December 7, 1953 


PROGRAM TYPE COMPARISONS 


(SHOWING RANGE OF RATING FOR EACH TYPE) 


BaseD OM RATINGS OF SEPTEMBER 20-26, 1953 


ONE-A-WEEK EVENING (25 Minutes or More Duration) 


MULTI-WEEKLY DAYTIME 


NIELSEN- 
RATING * SITUATION GENERAL MYSTERY CONCERT POPULAR VARIETY VARIETY QUIZ ADULT =—s« CHILD iz & 
COMEDY  ORAMA DRAMA MUSIC © MUSIC MUSIC rw AUD. PART. SERIALS PROGRAMS AUD. PART. 
8 
4.9 oe 8 4.7 4.7 4.8 4.4 
2.8 2.9 » 
Average 
Highest 6.6 7.5 6.0 5.8 2.8 6.4 6.8 7.2 6.1 3.1 4.4 
Lowes! 2.0 439. 2.1 4.1 2.8 3.7 6.8 2.2 2.9 2.7 2.1 
We. of Progs. 4 4 13 3 1 3 1 6 26 3 14 
COST PER THOUSAND HOMES REACHED TT (NIELSEN-RATING BASIS) 
fverage 27-43 6.82 6.87 8.73 12.61 8.31 8.93 6.57 2.26 4.42 3.71 
Wighest 914.53 7.66 10.74 11.34 12,61 11,71 9.97 10.15 3.16 5.05 8.09 
Lowest 4.33 5.88 3.80 5.55 12.61 5.83 7.89 3.97 1.68 3.97 2.16 
Me. of Progs. 5 4 14 4 1 3 2 6 27 3 14 


*CERTAIN NON-SUDSCRIBER PROGRAMS OMITTED, 


they chiefly show that people do WHAT‘LL YA HAVE?—This page from the latest Nielsen radio 
report shows the rating averages for various types of programs. 
Notice, for example, that adult serials get 


higher ratings than 


TT—Nielson uses best available time and talent estimates. 


kid programs during the week. Costs per thousand for the 
various types are based in part on “best available time and 
talent estimates.’ (Chart copyrighted by A. C. Nielsen Co.) 


A look at all the attempts being 


'made or considered, however, es- 


Look at these Hooper Standings For October 1953 


JOHNSTOWN: PITTSBURGH: ALTOONA 


y ee Place st Place 


4 - Station Market 


st Place 
2 - Station Market 


Cover Southwestern Pennsylvania 


ECONOMICALLY on... 


2 - Station Market 


SERVING MILLIONS FROM 


4 wT THE ALLEGHENIES 


pecially in the nighttime hours 
where the tv pressure hits hardest, 
proves one thing: that radiomen 
are not generally against ratings 
as such. What they do insist on— 
especially the reps and local op- 
-erators—is complete ratings which 
_will extract every drop of radio 
| listening. 

| A.C. Nielsen Co., whose homes- 
only measurement has been es- 
pecially vulnerable to criticism on 
short-changing the extra sets, this 
year announced plans to hook its 
Audimeters up to a couple of extra 
sets in each home measured, which 
should help a lot. 

Out-of-home listening is a much 
tougher problem, but it will also 
have to be licked before radio 
ceases to feel itself “sold short.” 
Until then, the radio medium is 
likely to continue feeling itself 
caught in a trap laid by cunning 
time-buyers who find in ratings 
an easy way to make choices and 
something tangible to show the 
account executive. 


Promotion 


One way out of the ratings di- 
lemma is through direct selling of 
the special advantages of radio, 
based on kind of audience rather 
than just volume. As one am radio 
promoter told AA: “If you want to 
sell Gillette razors, you’ll do bet- 
ter on a 1-2 rating stanza at 6:30 
a.m. than on Godfrey’s 9 a.m. 
show with its 9 rating.” 

This year, there are solid signs 
that people in the medium are 
ready to stop cutting each other’s 
throats and go after the dollars 
now being spent in other media— 
or not being spent at al!. An ex- 
ample is Broadcast Advertising 
Bureau activity. 

One of the biggest developments 
‘in the radio field this year is the 
‘rise to prominence of BAB as the 
‘main weapon of all-radio promo- 
tion. From a budget of $200,000 
two years ago, BAB has expanded 
,to a $750,000 budget for 1954, pro- 
vided by 834 member stations and 
all networks. 


s BAB seems to be a beehive of 
ideas and activity directed toward 
pushing radio back into its former 
position as the number one ad 
medium, and with such important 
sub-projects as selling nighttime 
radio and converting the big re- 
tailers. 

In the latter field it can already 
produce success stories. 

With a characteristic help-them- 
help-themselves approach, BAB 
recently encouraged Tulsa’s six 
am radio stations in a joint project 
to get Brown Dunkin Co., the city’s 
largest department store and chief 
newspaper advertiser, to swing to 


radio. Result: 60 spots a week for. 
each station, compared with no-| 


thing for anybody before. 


In addition, BAB has been as-_ 


saulting individual advertisers by 


the hundreds, making radio mar-_| 
|ket studies and putting out case| 1. 


t 


| histories by the score. 

| Though nearly everybody has 
\felt the impact of the BAB idea, 
| the number of operators who have 
‘followed it is another matter. As 
|of now, radio is more to be praised 
for its intentions than for its sell- 
ing performance, though even this 
is monumental compared with the 
apathy of earlier days. 

Outside of BAB, there’s a gen- 
eral lack of selling punch still, and 
you have to hunt hard to find an 
agency that has been “promoted” 
te any degree by radio salesmen. 

A good example of the need is 
seen in fm radio, which continues 
'to be in a bad way, with 70 fewer 
fm stations operating in October 
of this year than in January. De- 
spite this, there is still no station 
organization devoted to selling the 
virtues of fm advertising. 


s By far the chief evidence of a 
competitive interest on the part of 
the stations is in merchandising. 
This seems to have become, if any- 
thing, a bigger part of the sta- 
tions’ operations than of the net- 
works, and the station merchan- 
dising director is becoming an im- 
portant new employment category 
in radio. 

Another indication is the ten- 
dency among stations as well as 
networks to separate radio and tv 
sales staffs and work them against 
each other. A future consequence 
should be that tv will come “under 
the gun” as a competitor rather 
than as something to run from. 

Right now, however, what one 
leading network executive said 
seems to be true: “I’ve never yet 
seen a real all-out tv-vs.-am pres- 
entation, much as we could use 
one.” 


# To date, the networks are still 
the best promoters of the medium, 
and they seem to be getting even 
better. CBS has always had a 
sharp promotion outfit, and a lot 
of the best “fighting data’ on ra- 
dio as a buy has come out of it 
lately. Mutual is allegedly getting 
ready for a _ big promote-radio 
operation, based on a “get the 
most for the least” theme, and both 
CBS and NBC are scheduling self- 
promotion and media-promotion 
spots and even programs, such as 
the latter’s new “Know Your 
NBC’s.” 

With nearly all groups in radio 
spending more dollars in self-pro- 
motion, most people expect ‘“‘dol- 
lar-trading” and_ intra-medium 
competition to increase, rather 
than fall off. But more and more 
radio men are getting interested 
in bringing in additional advertis- 
ing funds from “outside,” if only 
to make the in-fighting more prof- 
itable. 


Programming 


You can say two things about 
programming these days, only one 
of which is in any sense new: 

As has been true for some 
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Sharper, Clearer, Steadier Reception 


Better, More Popular, Family Programs 


*% FEATURE MOVIES — Exclusive first 
showing in the Metropolitan Area of full 


length feature pictures. 


* WESTERN MOVIES —Exclusive first 
showing in the Metropolitan Area of full 


length feature cowboy movies starring Johuny 


Mack Brown, Whip Wilson and others. 


W ATV made the lf tron pac hed cowboy movie 
a major factor in this market; these new fea- 


tures will add to that appeal. 


* KID SHOWS — “Junior Frolics” is the 
top-rated local program for the moppet audi- 
ence in this market. This combination of ani- 
mated film funnies and Uncle Fred's narration 


have made this a small-fry must. 


“Fun Time”, new to the WATY junior parade. 
Filmdom’s zaniest slap-tick comedies with the 
narration of a new voice will keep the small- 


fry and the adults glued to channel 13. 


* TEEN SHOWS — “Requestfully Yours” 
with Paul Brenner, top disk jockey, is grooved 
for the teen audience. Top recording stars as 


Our Powerful New Transmitter 
Atop The Empire State Building 


Now Blankets 


The Metropolitan Area 


guests. studio dancing. quizzes, games and 
prizes. 

“Junior Town Meeting” melds entertainment 
and education. The first such show in this area. 


Exciting to both teen-agers and grownups. 


* SPORTS SHOWS — Live sports area 
major factor in WATYV. programming. Just 


sean this schedule: 


BASKETBALL — the home games of Seton 
Hall. NIT champs. of Princeton, and of St. 


Peters — direct from the campus. 


BOWLING — the top professional bowlers in 
a league that hits a high for every kegler in 


BONING — every bout on the card each week 


The Best Television Buy For 
Advertisers In This Market 


WATV's New Transmitter Means... 
* A new station on the dial in millions of homes. 
* An increase in audience at no increase in cost. 
* Television at a price you can afford, 

* Availabilities on top-rated programs. 

* The time to establish your franchise is now. 


PHONE: BArclay 7-3260...in New York 
Mitchell 2-6400...in New Jersey 


WATV TELEVISION CENTER 


Nework 1, New Jersey 


from Laurel Gardens makes this a must with 


club-fight fans. 


WRESTLING — only on WATY can grapple 
& grunt fans get so great a variety of the best 


in wrestling. 


This friendly. intimate programming has 
made WATV the family station. Now, with 
the Empire State transmitter, WATV will 
become YOUR FAMILY STATION too. 


An Important Announcement | 


from WATY, Channel 13 
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The new season is around the bend, and 


its attractions are in full view. 


With all the shows of all the networks 
back on the air, CBS Television is again 
off to a fast start—as the November 


study of program popularity* reveals: 


It leads at night with seven of the Top 
Ten—and a 21 per cent higher average 


rating than any other network. 


It’s ahead during the day—with eight 
of the Top Ten—and an average rating 


higher by 35 per cent. 


This popularity has specific meaning for 
advertisers. For it’s a measure of network 
competition in the markets where you can 
best measure competition—in the major 
markets where networks compete... and 


the audience has a choice of what to see. 


We’re bringing this popularity into more 
and more markets. For the CBS Television 
Network has grown from 74 stations last 
year to 156 today. And our sponsors are 
using an average nighttime network that’s 


bigger by 68 per cent. 


» 


This ever-widening popularity explains why 
advertisers’ investment on CBS Television 
is bigger than on any other network during 
the first nine months of 1953—and bigger 


today than ever in television history. 


CBS TELEVISION 


dex: November 1-7, 1958 
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time now, programming is “real- shorter to go. But stations continue for that once-heterodox five-min- 
istic” in terms of keeping the costs to shift over to block program- ute news shot. ABC recently sched- 1 THE aa see SIZE OF RADIO AND TELEVISION 
down and attracting the smaller or ming. uled a full hour of quarter-hour : SUMMER 1953 _ 
more casual advertiser. If the Along network lineups, the trend strips in the 8-9 p.m. slot, once a : 

trend toward shorter programs, is really making itself felt. NBC’s premium position. 
allowing a higher number of spot new weekend and late evening 
breaks, is not markedly on the in- schedule installed in October is 
crease among the stations, it is filled with 15-minute strips and 
only because there is nowhere “half-hour” programs which allow 


® A glance at the new net pro- 
grams gives more evidence that. 
talent-production costs are still on) 
the way down. NBC’s new sched- 


ule contains late-night soap opera, 
a@@= ae Pee, aus poe Fa ae eee ee »~ disc jockeying and “party line” 


participations by such varied talent 
( WHBE Adds up to — 
BETTER QUAD-CITY 


as station news reporters and sc, 
lege quiz teams. 

COVERAGE AT NO 

INCREASE IN COST! 


| Using Variety’s annual talent 
production cost estimates, AA 
‘computed the average program 
cost for the 1952-53 season at $4,- 
035. Compared with a cost aver- 
age of $4,458 for the 1951-52 sea- 
son, this indicates a 10% slice in 
over-all program costs, and the 
1953-54 figure will almost certain- | 


SIZE OF THE MEDIA—This is how the radio-video set ownership picture was charted 
by Nielsen as of last summer. Mental revisions should be made for the number 


ily be still lower. | of non-ty areas which have become tv areas and the number of radio homes with- 
out tv sets which have added tv sets in recent months. (Chart copyright A. C. 
s 2. Along with the cost-cutting, Nielsen Co.) 
programming seems te be domi- 
29) rt apts man ne oi . nated more than ina long time by | dio operators, but it is taking hold | like Chicago’s WIND have been in- 
epresen y Avery- a willingness to experiment. This | nevertheless. |veterate experimenters for some 
is still a tabu word among the ra-' Actually, big-paying stations time—willing to try anything once 


| 


as long as the right people were 
attracted in the right numbers. 
And among even the small local 
‘stations there is a growing.tend- 
_ency toward taped variety shows, 
local sports events and other 
low-cost uses of radio’s on-the- 
spot advantages. 


|= Among networks, experimenta- 
| tion really seems to be hitting the 


big time. Along with the economy, 
/you can sense plenty of imagina- 
tion at work in the new NBC line- 


up, in such shows as “Stroke of 

Fate,” where history is rewritten 

|as it might have been, “Weekend,” 

{the two-hour “Sunday newspa- 

per,” and “The Big Preview,” fea- 

turing guest disc jockeys from 
s 'among the affiliates. 

ABC also presents new experi- 
/mental shows in “Turner Calling,” 
which features tape recordings of 
short-wave broadcasts around the 
world, and “Anonymous,” a series 
_of taped life stories told by prison 
_inmates. 

The common characteristic of 


2 * ' 
these and similar new shows is low 
cost. Most of them are conceded a 
‘rather low audience rating, and 


nearly all are on the tough spots in 
the week’s lineup. 

A further quality of most of 
‘them, according to one network 
v.p., is that they try to combine 


age penetration with the accompani- 
60 ) 1 () () fa MN i PS ment-casualness of the disc shows. 
5 ,@ Whether they succeed or not, 


‘the likelihood is that there will be 
more experimental programs, un- 
less someone suddenly eliminates 
_tv as a thief of night audiences. 

The reason is that they are cheap 
and expendable like the block pro- 
gramming which the local stations 
can and do shift almost. every 
week. It is worth noting that the 
two biggest network experimenters 
are the two with declining billings 
this year—ABC and NBC. 

Local or net, everybody in radio 
. programming is sharply aware that 
It’s because WQXR means something very year nearly 300 of them have found out howthe the big play today is to individuals 


. ' ‘ iia iol . . . — or selected groups—the erstwhile 
special and personal to its listeners. nation’s No. 1 good music station in the nation’s snedenas tamed calines te eee 


, . , No. 1 market pays off in more sales for them. watching television. This need for 
It’s because WQXR provides New York’s only pay eating” gremems is snether 
Let us tell you more! reason why there is likely to be 
; 7 : . an increasing degree of experi- 
WQXR’s listeners tune to it as a station, not ment, economy and transience in 


; , future programming. 
just for a special program. pe r 


A top executive for one of the 

’ : leading rep outfits summed it up 
It’s all summed up by the reaction you get aw W XR FM this way: “The biggest need in ra- 
i 4 dio is, without doubt, better pro- 


whenever ion ee hat’s m 
hene you mentio WQXR Oh, t at y gramming, and the _ networks 


a | 


consistent source of good music. It’s because 


favorite station!” The Radio Station of The New York Times should take the lead in this. We 
need their shows. 
This very personal listener loyalty brings very “Always the Best in Music” _ “But the new programming will 


. ; have to be tied much closer to the 
generous results to WQXR advertisers. This 229 West 43 Street e New York 36,N.Y.¢LA4-1100 — 14. oF jocal listeners, and to the 
fact that they may only want to 
listen with one ear. There’s just 
not room any more for the pre- 
tentious turkey suggested by the 
advertiser’s wife.” 
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are born leaders 


...like WCAU, Philadelphia 


RADIO — WCAU-Radio has 10 of TELEVISION — WCAU-Television carries 
the top 10 programs in Philadelphia. 7 of the top 10 programs in Philadelphia. 


Sources upon request 


The Philadelphia Bulletin Radio and TV Stations + + CBS Affiliates «° * Represented by CBS Radio and Television Spot Sales 
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Controversial Policy Issues Face 


has been voting to give broadcast- 
ers a maximum of freedom to han- 
dle their own affairs. Recently the 
commission voted to give 3-year 


° A o ~ 
F d 1C C lice to tv stati , with ] 
ederal Lommunications Commission er: '° \ satin, with on 


(Continued from Page 37) 


tails of station operation. Several | 


| 


senting. 


and has become a trickle no great- times he has voted to grant appli- | does not know enough about the 


er than the normal flow of new cations without 
technical points 


requests for other services. 


investigation of | telecasters to gi 
| te give them three-year | 
which had been licenses, particularly since appli- 


With the basic framework for raised by the FCC staff or other | cations are being rushed through 


competitive, nationwide tv service commissioners. 
In most matters, moreover, FCC 


fairly well staked out, FCC seems | 
certain to reserve a portion of its | 
time for other issues which have 
been marking time. Color tv and) 
multiple ownership are already 
before the commission, and may 
be resolved before 1953 ends. 


s Subscription tv will almost cer- 
tainly be one of the major issues | 
of 1954, with an increasing number | 
of telecasters indicating interest in | 
a box-office system which would 
bolster revenues. 

The subscription tv hearing will | 
involve troublesome legal issues | 
which are almost without prece- 
dent. As one FCC member sum- 
marized it recently, there are two 
principal points of view: 

1. That the air belongs to all. 
the people, and all radio and tv 
service must be available to the 
public without charge. 

2. That, on the other hand, FCC | 
has responsibility to see that the. 
public gets the best service possi- 
ble. “If we can serve a segment of 
the public which isn’t being served | 
—such as the ‘good music’ audi- 
ence—by authorizing box office 
tv, isn’t it consistent with the act 
for us to create this additional 
service?” 


@ There will be other broadcast 
issues in the year ahead. For one 
thing, fm radio appears to be fight- 
ing for its life. 

With FCC buried under de- 
mands for frequencies for new in- 
dustrial radio services, at least one 
member of the commission has 
warned that fm cannot continue 
to hold 20 megacycles in the very 
high frequency radio band unless 
there is evidence that fm _ will 
make better use of its facilities. 

The number of fm_ stations 
dropped dizzily during the year, 
with 70 stations returning their 
licenses. Only a handful of new 
applications reached the commis- 
sion. On Nov. 1, 566 fm stations 
remained in operation. 

Standard radio, on the other 


| without full investigation. She 
‘pointed out that radio operated on 


She took the position that FCC 


RR So) Te OR RE el eI gE a 
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/ one-year licenses until it was near- 


ly 20 years old, because the com- 
mission felt that an annual review 
of station operations provided as- 
Surance that stations would bal- 
ance their program fare in the 
public interest. 

Other commissioners took the 
Position that the industry under- 
stands its responsibility. They 


point out that three-year licensing 
reduces the burden on the industry 
and the commission. And they 


point out that FCC will have more 


time to direct its attention to in- 
stances where it has reason to be- 
lieve a station is not operating in 
the public interest. 


® The processing of the remaining 
tv applications seems certain to 
be a slow, painful job. During the 
past six months, FCC was able to 
avoid some of the competitive 
hearings because an increasing 
number of deadlocked applicants 
decided to merge their applications 
and file jointly for the disputed 


hand, continued its normal growth, 
adding over 100 new stations, for 
a total of 2,497 at the present time. | 
Only seven am radio stations re- | 
turned their licenses. 


# The change in administration | 
last January has made its mark) 
on FCC. President Eisenhower has 
made two appointments to the 
commission. His first was Commis- 
sioner John Doerfer, a Wisconsin 
public utilities expert, who re-| 
placed Commissioner Eugene Mer- 
rill, an interim appointee named 
by the outgoing Democrats but not 
confirmed by the Senate. His sec- 
ond appointee is Commissioner | 
Robert E. Lee, who replaced Paul | 
Walker. Commissioner Lee’s | 
pointment must be submitted to) 
the Senate next year. A close | 
friend of Sen. Joseph R. McCarthy | 
(R., Wis.), he faces opposition | 
from Democrats who say he was 
involved in doubtful practices dur- 
ing the 1950 senatorial campaign | 
in Maryland. 

While Rosel Hyde, a career FCC 
employe, was designated as chair- 
man by President Eisenhower, 
Commissioner Doerfer has com- 
manded considerable attention asa | 
bellwether of Republican attitudes. | 
In statements and speeches he has | 
marked himself as a non-interven- | 
tionist in industry affairs. He de- 
scribes FCC as a traffic cop. He 
says FCC should authorize service | 
and not concern itself with the de- | 


ENTIRE 
FAMILY 


ws 


he > Fe ie en 3 igs EM, ates Aah iv. ee ~ ie. : Beg iy ea ae OS we ee ees a BAP Spicy oo sre Ly ts ayaa We Me é JEN > ne Pe : Ae oar eee Genet ee SE are NGM Ae Lomita ma Se Pa eet ie oe ere Nite a Gig sec cie et erty . Sat K eee Be 
peeing Meee ae | eae Bad Shee ie ee ee eo, A Pitsdogieee sags <P aaa orgs gir SRA ORT eee g a ea "cs aay os ee en Ga Seed: Sactieead wine per Cols, Pan ater yk Oe it ft sh as aaa 
ieee bearers oS ct lee Sc PRN ae eae Bea foergeure, Sb a ee GR ct ie tins ee Saar roms paatane Ts Eye Rie ne eee he eee ce ae : ee yt Rag a eo Ble Oe ote etme aOR ce aay! eg Le sey Oras et 
: ; < ‘ - = wet <a \ ‘ 2 E Ray oe * ees . - Pe a ae = Wp? share dee Fics Nomar cle: WAS care 
Cees a 5 { peemey foaee nee ey Pe: hae a ee Bee as 
Eric " . 5 Be Ae ane eee o. habe, NES ae ae LOS 
a gat ey ae : . . — 
Prk: 52 pes: 
eS a 
le ES 
ir, | Ts 
3 
aS hae 
oo 
‘Fate 
ee 
- 
| 
ae Nl 
ae 4 
ae 
ae ig 
2 Sia saa 
ef 
ig i: 
Kae et 
eee 
e a 
2 7 
ie uate 
eo 
teas , 
Pye gee 
di Rae Cee 
. See Be ea 
one asf “as ma 
er A . : ee 
oe ee P, : 
fee LCG C4 
My : an i 4 bs ; 2 
8 dee ‘ a 
ane «i x; 
Beee Pgh te 
ee: ‘ et e 4 
er a Ja és 4 : 
1 ae eae ee se 
y ; | a3 yy x bs on 
pee ae | &#e ore Lee ee 
eae , ey = Be, 
r | 8 ie —. S ~~ 
eee: <fhie & bg : 
ee | sina : Sa 
can BP - e : 
— oo PGR aie oe - : * eit 
et) ‘Me = " 
SeaiernuEte aie ETE, 7 es seni _ 
ia ek at se ee ee tig oe Bo ett Oe et a La 
ba 3 | Os Geter gs ry Ss Sages 7 # ea: #: 
ee pee x! ee ae ee ee Be Si Caged al 
eer sitio oe ae ee ke ‘ FLOR EE OE Fe 
; < eae fp RO alia PSOE ESRI He ot Pe ie i. 
ee "tne 8° Oe Le a le Cm 
Eee ai i ae Se ee oe. iG. 
: Oe eae Sas. e Be © an 
; Behe is, ae ie mee. Be a oe i, Fy, 
. eee eT ee Pe “eae PET 
ee bi bk OM ae oe, Bs ee 
ees | ORS. Gin Mey: e | | | | Ee a 
eee Po oe poe os Te csi 
alae | Bee im ge. we % tees Bo se eis, is 
Se ee Sea a ead ad Sg ay eae 
ete Ry: ieee # ea a Se i He 
ine Pee a iJ bin 4 . eae 
Ny cts jd eee | - pay be ae oe ne Bae 
ey ct aft \ TAY S ~ mi Be yv nS po se 
es. ‘ tf. = a ig, ite lua 2 a 
e ft ‘1 . 54 oe be) z -) oe ee 
a ; o eo ee u % ‘ $2 a 
So Peat S cege? Pe, Se ve Gee ok eer phage 
pie es : 1) ea es 
Mae eae ' ' Pvase La ‘ om 
ae 234 By ts | | " | \ } | \é ake bhi to REGS: 
ae Pion se “ ie eed BE oe, : ee 
ee RE Mid ini Dic piia i Dt RO i og a | ee. 
. Be ES ee, Oe eed) oes ee et 
: Pe ee ee ee ag eS Me ee eae? 2S fae RES RO OS Ok Sa EOS” a ae ee a 
: Se Eh, Me eae oe ee a Pee gute ae GR OE TS ES ee oe 
are es ae i te li EE SOS oes ae a a ROR aa 
te aS : ; i a 
et is e S: ES ay ee eg 
pe nn —\y L oto igre : 
fe ' 1S oes gs ee 
| o2°% i ‘ st he, ody es 
: | has v ) 4 - rl rf u rma ; eos. Be we Bi tos 
oe | tee Suet he ec oa 
eae a —_ ee Pe ge bore tatee 
are tts 7 Ps \ poe Le = * ae bee ° 
atte ii. oe ais ete 
oe he Ree te 4 
a ; ) 4/ Bg ae ee Me et 
n —. Se sie wom 8 gS a5 ee ~ 
‘ ate. oe | ete, be 
; ees on oe — apes: Go 
ue iaee RS o ae — time Be 
oe a: ts stuataiagaenee wae Be he 5, 
“a Roe ° li ee Cee ai 
‘ ee ae, ; | bas : 
:: B ee: ‘i? Fo 
wes nee aa 64 ei , 
’ “a ae Pe 4 See we \ 
eR Ste Le ie vate Recnee  E  TE k 5 y ;, a : ba ‘. ‘ 
ae SRE NE, Se a a Bh ioe a he a Sg be F sige os gs Re Bo bees ee eee GE 7 
a * aie: et ae.) Pr Bigs aie gee. 5 Rae se Lied. 46% ets BS ee ee ee pe Cet is shee ‘ 
Mae peepee ee er i ge ine ae - os Set, at en a te ee in ee i 4 
4 Beare 82 vc eee a INE oe RCO ree ia hay RE A ORR aw ONE ai Sw «Dg the EOE i a a jo ues 
‘ ——- ME OF, = 5 eR a i , gi 
: head ts. i : aa 
| te f a | i 
ea eohe ca , ‘ \ Eig? Fy * .. 
‘ene a ae pass Bag ie 7 ea. 2% 
ire —. > 2 ee A A es . ee 
ee oe AZ ee tog si a 
- * 2 a. - aa 4 
ie ' oe 4 
at ee ; - <8 eh : “ 
Bad Teg . « : * a - a ee ae te 
# : a ¥ oe —— “” 49 Poe te. > 4 
3 i Ss a BS a ee. i ¢ %, 
; . ae apes : } 
RSF Peet @ e ; ' 
Ah. cae . ra : P Ml. 
a ‘ -~ — ‘ ; , ‘ ' 
a : we . — e oe 
& = 5 FY a 
aS é are Re Ae AA Re 7) St laa cms “ane” sal 
; } gar cat) SO ar, ee eee ee je ne Fabise! Bie #5 5 ‘ Pig ee , Me ater ny es > ig wea 
Pee EL SOR re | ea oe | ae Oe OO eee ee poten a ne ee ae ee ae 
wisi Bip a Oe AT es Nese ne ee bi aa MWe i al Es | ie ad 
bs ; . pit ge il 
and “. p 
= 
es a i © ; 
4 ‘ A ms . : : . . e : * > 3 a ’ i : Taare waa ka : : hae oe ee 


Advertising Age, December 7. 


channels. 

These “merger” applications— | 
which FCC encourages in order to} 
get service to the community—| 
have taken a number of different 
forms. In some instances the rivals | 
actually join in a new, permanent 
firm. In others they organize an) 
“interim” operation, which will be- | 
come the property of the applicant | 
who wins the competitive hearing. | 
In some instances the mergers 
have involved rival am radio sta- 
tions. In a few instances mergers |, 


1953 


have touched off complaints from 
third parties, who charge that se- 


cret agreements and illegal kick-| 


backs were involved. 


@ The general feeling at FCC is 
that the commission will eventual- 
ly authorize about 750 tv stations, 
and that thereafter it will be “cur- 
rent” on tv applications. Theoreti- 
cally, the tv application system 
could accomodate about 2,150 sta- 
tions, if applicants applied for all 
the channels available, in remote 


areas as well as in metropolitan | 


districts. 
The contested applications are 


‘handle. They are served up to the lifted, over 80% went to individu- | 
commission from teams of “exam-/|als with either am or fm radio in- 


iners,” who take testimony and is- 'terests. This is consistent with FCC 


sue initial decisions. FCC sits as 
a court of appeals as the contend- 
ing parties argue the merits of the 
examiner’s proposals. 

Recent tabulations show a large 
percentage of all grants—including 


the decisions in contested cases— 


are going to established broadcast- 


ers and newspapers. 


provide well rounded service to 
_the community. 


Of 374 grants during the first | 
time-consuming and unpleasant to|12 months after the freeze was ® In many instances the newspa- 


policy, which has held that broad- 
casters should turn their experi- 
ence and talents to tv. 

In a competitive hearing, the 
examiner and the commission are 
supposed to consider which of the 
applicants is better equipped to 


Ra 
d, 


os 


And of course it’s coming from Station WMAQ, for more than 30 years the leader 
in Chicago and Middle West broadcasting. Once again this radio pioneer is show- 
ing why millions of Midwesterners turn to 6-7-0 on the dial for Quality Programming, 


Quality Entertainment 


and Quality Service. 


New Personalities... 


Ye Howard Miller, often called number one disc jockey in the nation, 


now is a member of the WMAQ staff of disc emcees which also 
includes Charles Chan, Henry Cooke, John Holtman, Wed 
Howard, Jim Lowe and Dick Noble. 


+e 


drama. 


“Uncle” Johnny Coons, top-rated local daytime television per- 
sonality, now is featured in a new radio series for youngsters. 


New Programs... 


“Mission, Secret,” a WMAQ-produced evening suspense serial 


“Three-Star Final,” a nightly roundup of weather, news and 


sports by Clint Youle, Jim Hurlbut and Norm Barry. 


“Point Blank,” a straight-from-the-shoulder commentary by 


Nancy Terry on people and events. 


— country music. 


“Bill Bailey Show,” daily presenting the new national favorite 


’ “Musical Adventures,” Norman Ross, Jr., with recorded action 
music for children. 


” New Services... 


te Chicago school families now hear an item of special interest for 
them at the same time every weekday morning. More similar 
listener services soon will be scheduled. 


All fitting additions to a Quality Schedule designed for a Quality Audience to do Quality Selling 
for Quality Advertisers. A schedule that continues to present other outstanding entertainment 
features. A schedule that continues to present top reporters in newscasts each individually written 
by a news staff that has won more awards than any other Chicago radio station. 
Yes, THERE’S A NEW SOUND IN CHICAGO RADIO — once again proving to listeners and 
advertisers that 


Represented by NBC 


he QUALITY STATION 18 ChIC890 Radio j, 

Quality Programming 
Quality Service ™ 
. Quality Audience 


Spot Sales 


i 


per emerges as the preferred ap- 
plicant, despite a reluctance on the 
part of the commission to permit 
any one group to “monopolize” 
the media of communications in a 
community. 

FCC has no flat rule against 
newspaper ownership of broad- 
cast media. But its official position 
has been that the newspaper is 
“less preferred” if there are other 
well qualified applicants. 

In practice, however, newspa- 
pers are emerging successful in a 
large percentage of the cases, 
partly because many already have 
radio experience and partly be- 
| cause they are able to show know- 
ledge of the community and a rec- 
,ord of public service. 
| Typical of the cases now before 
| the commission is a tv application 
for Sacramento, Cal., involving the 
McClatchy Broadcasting Co., ver- 
sus a group of local business men 
organized under the name Sacra- 
mento Broadcasters. FCC’s hearing 
examiner has ruled emphatically 
that the McClatchy group, with its 
wide experience in radio and 
newspaper publishing in the area, 
is better equipped to provide ser- 
vice for the community. 


Coast Ad Fraternity Elects 


Rol W. Rider Jr., Young & Rubi- 
cam, Los Angeles, has been elec- 
ted president of the Los Angeles 
chapter of Alpha Delta Sigma, 
national advertising fraternity. 
Other officers elected are Phil 
Dexheimer, KBIG, Ist v.p.; 
Norman Moeller, William W. 
Harvey Inc., v.p. of campus ac- 
tivities; D. J. Gould, Western 
Lithograph Co., v.p. of alumni ac- 
tivities, and Walton Brown, North- 
rop Aircraft Inc., secretary-treas- 
urer. 


Frozen Food Sales Expand 


Frozen foods now account for 
4.57% of over-all volume in chain 
and independent supermarkets 
throughout the U. S., according to 
a survey by Quick Frozen Foods, 
New York. Cabinet space per store 
has increased but expansion is 
slower than the increase in con- 
sumer demand, according to the 
magazine. Average increase in 
1953 advertising was 48%. The 
survey covered 1,000 operators of 
“big stores,” chains and indepen- 
dent supermarkets. 


Norge Boosts 3 in Sales 


E. J. Kanker, gas range sales 
manager of the Norge division, 
Borg-Warner Corp., Chicago, has 
been promoted to assistant director 
of sales. B. H. (Buck) Melton will 
add to his current duties of elec- 
tric range sales manager those of 
gas range sales manager. J. R. 
McMillan, assistant to the v.p., 


ger. Mr. Melton had this respon- 
sibility previously. 


Elgin Absorbs Wadsworth 


Wadsworth Watch Case Co., 
Dayton, Ky., maker of watch 
cases and decorative emblems for 
automobiles and home appliances, 
a subsidiary of Elgin National 
Watch Co., has been merged with 
the parent organization. Randolph 
L. Wadsworth, president of the 
subsidiary, will become general 


manager of the Wadsworth divi- 
| sion. 


‘Auto Dealer Names Agency 


Nathe Chevrolet Co., Columbia, 
/Mo., auto dealer, has appointed 
the Jefferson City, Mo., office of 
Jackson, Haerr, Peterson & Hall 
|to handle its tv advertising. The 
|}company will sponsor three sports 
|shows a week over KOMO-TV, 
| Columbia. 


Drops Cincinnati TV Bid 
Gordon Broadcasting Corp., Cin- 


_cinnati, has withdrawn its applica- 


tion with the Federal Communica- 
tions Commission for tv Channel 
74, Cincinnati. The sole remaining 
applicant is Tri-City Broadcasting 
Corp., Newport, Ky. 


becomes water heater sales mana- Bia 
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_f you may be missing all this: 


— Extension of Mutual’s week-night Multi-Message Plan 
(outselling all other network plans combined) to 4-7 pm 


Sunday (when we outdraw all other networks in audience). 


~JX 


3 all-time mystery favorites | 4:00 Counterspy 

(with an aggregate 45 years | 4:30 Nick Carter 

of solid sales performance | 4:55 News 

behind them) established | 5:00 The Shadow 

in a 38-hour block of proven | 5:30 True Detective 

programming...offering un- | 6:00 Bulldog Drummond 
X precedented opportunity for | 6:25 News 


multi-message selling in’54. | 6:30 Squad Room 


Full-minute messages available, plus open and close 
billboards. . . costs-per-message as low as $2,000 
(including time, talent, agency commission)... homes- 
per-week as high as 5,684,000... costs-per-thousand 
as low as $1.06—result: mass audiences at Top Ten 


Evening levels, delivered at half the cost or less! 


Get this new Plan Book today! 
This is just one example of 
how The PLUS Network has 
geared its 48-state reach to 
the practical sales problems 
of 1954. Day or night, all 
week long, we can bring new 
flexibility, efficiency, and 


economy into the right focus 


for your needs. Look here: 


MUTUAL [if LO 4-8000, NEW YORK 
WORLD’S LARGEST WH 4-5060, CHICAGO 
RADIO NETWORK fm | HO 2-2133, LOS ANGELES 
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Two Nets, One Format—Kraft's Twin 
Theaters Make Big News on TV Row 


Trend-Reversing Kraft 
Program Move Reflects 
Long-Term Sales Theory 


Cuicaco, Dec. 2—Perhaps it’s 
only in the booming and fad-hunt- 
ing field of television that an ad- 
vertiser can achieve the news story 
of the year simply by following 
the same format. 


That’s exactly what Kraft Foods 
Co. did, however—and in a big. 


way—when it decided to double its 


tv time by matching its hour-long 


networks, and involving a time-| 
talent cost in excess of $7,000,000. | 

2. In doing this, Kraft and its | 
agency and program packager, J.) 
Walter Thompson Co., were un-_ 
dertaking a mammoth production 
job, involving 104 live and fresh | 


Wednesday night dramatic series | 49 minute dramas per year, plus 


on NBC-TV with another hour se-| commercials. 
‘ries of the same type on ABC-TV); 3. At the same time, Kraft was. 
the following night (AA, Sept. 7). turning itself against several 
_ There are a number of reasons “trends” in a highly trend-ish in- 
why this decision brought about a | dustry. The biggest of these is seen 
wholesale dropping of jaws in all|in the tendency for advertisers to 
corners of the tv and advertising | share program costs on an alter-. 
industries: nate-week basis, especially in the 
full-length drama field. 

ws 1. For one thing, having become, 4. Another trend was that of | 
in 1947, the first advertiser to building the drama show around a_ 
sponsor a full-hour dramatic show | big star, like Robert Montgomery. | 
on tv, Kraft became the first to| The ABC “Kraft TV Theater” is 
sponsor two of them, both on full just as starless as its predecessor. 
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first shot, with 


wftmy-tv 


It's all fairway down in the 29 high 
income counties of the Piedmont 
surrounding WFMY-TV. Your sales 
message scores a hole in one... right 
into the homes of families who last yea. 
boasted nearly $1,500,000,000 in 
buying power. 


That's a lot of green—waiting to be spent 
on what you have to sell. 


Dozens of America's most aggressive 
advertisers have found how you can 
cover the prosperous Piedmont in easy 
par (when your partner is WFMY-TY)... 
because WFMY-TV is the one television 
station those families watch daily, 
believe in completely. 


Any Harrington, Righter and Parsons 
office can show you typical scores. 


wifmy-tv 


Basic CBS Affiliate — Channel 2 


Greensboro, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York—Chicago—San Francisco 


Advertising Age, December 7, 
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LOW PRESSURE—Reflected in this new product demonstration for Kraft’s Cheez Whiz 
is the low pressure approach used in the company’s “TV Theater” commercials. 


Instead of plugging the product directly, 
attractive way of using it, in this 


5. Finally, there was the new 
“law” being busily evolved in im- 
portant segments of the video 
field: “Don’t do anything big un-| 
til you see how color tv shapes 
up.” Kraft was ignoring this one_ 
to the tune of several million dol-| 
lars in an admittediy fast-chang-. 
ing medium. - 


s According to John H. Platt, v.p. 

|in charge of advertising and pub- 
lic relations, 
Kraft’s decision 
to double its own 
six-year-old op- 
eration was no) 
shot in the dark. 
It involved ay 
careful weighing 
of all possible 
trade objections) 
and plenty of) 
“looking around” | 
besides. 

“We consider- | 
ed many differ- 
ent kinds of shows before making 
up our minds,” he told ADVERTIS- 
Inc AcE. “And we almost bought 
a hunk of ‘What’s My Line’ on an 
every-other-week basis.” 

Kraft also reviewed offers from 
other advertisers to buy into its. 
own drama show. “With rising. 
costs of tv production, the idea of 
|every other week seemed to have 
real merit as a means of getting 
more money for a second show,” 
Mr. Platt declared. 

“Then we asked ourselves—if 
we had this extra money, what) 
kind of a show would we buy— 


John H. Platt 


nally decided that the best possible | 
show—and audience—we could | 


the commercials always demonstrate an 
instance for Cheez Whiz burgers. 


worked out a careful and detailed 
conception of exactly what it 
wants out of tv. When Kraft The- 
ater started operations in 1947, it 
was using a medium just out of 
the novelty stage and was playing 
to about 30,000 sets, a high pro- 
portion of them beamed at tav- 
ern audiences. 

Yet, Kraft went into tv not to 
experiment but to advertise to a 
mass audience, and specifically a 
family audience. Since that time, 
Kraft Theater has become one of 
the highest rated shows on video, 
with first one and now two nation- 
wide network audiences. But its 
original purpose is still the same: 
Selling is the aim, and the family 
is the prospect. 

“The whole purpose of ‘Kraft 
Theater,’ ” says Mr. Platt, “is sim- 
ply to create a favorable back- 
ground in which to present six 
minutes of commercials.” 

As for audience, he points out, 


| “We've checked, and we know that 


we have the family audience we’re 
after. Though we're’ address- 
ing the homemaker primarily, we 
know also that we’re reaching 
children, to a minor degree, and 
fathers to a major degree.” 


a With these aims in mind, Kraft 
developed a whole body of tv show 
principles which decided the type 
of show and the format before the 
first drama ever appeared. They 


‘help explain why Kraft Theater 


has gone merrily on its own way 
for over six years, to become one 


(of the most stable and consistent 


what were we looking for? We fi- programs in the business. 


In the first place, Kraft decided 
on drama partly because of its 


buy with it would be our own) long experience in that form, but 
‘Kraft TV Theater’.” ‘mainly as the ideal show for a 

family-type audience, and as the 
w Back of this reasoning is the best possible way to hold its audi- 
key to Kraft’s “stand-pat’” deci- ence through three commercials. 
sion—the fact that the company; Early and late, Kraft has also 
has over the past seven years/ held to a “no big star” policy. A 


4 ‘e 
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LOVELIEST HAND—Shown demonstrating a caramel apples recipe for “Kraft TV 
Theater” is one of “the two loveliest hands on tv.” They are the only “personality 
distractions” allowed on Kraft commercials. ‘No faces or neckties,” says Kraft. 
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Advertising Age, December 7, 


minor reason for this is cost, and | 
Kraft likes to point out that its 
show is “by far the lowest-cost 
dramatic show on the air, and 
rates with the most popular of all 
shows in its cost per viewer.” 


® The big reason, though, was em- 
phasis. “I wouldn’t put on a great 
name if I could get one for our 
top price,” says Mr. Platt. “We 
want people to tune in on us, not 
Montgomery or Crosby.” 

Similarly, Kraft decided against 
a studio audience as being too 
much of a distraction. “To this 
day,” Mr. Platt declares, “our rule 
is so fast that we ourselves would 
not appear as ‘audience’ at an ac- 
tual production, unless we were 
hidden in the control room.” 

With its big emphasis on adver- 
tising, it was natural that Kraft 
should have developed, right at the 
start, a detailed idea of just what 
its commercials should be. It did | 
this by first of all tossing out the 
standard tv commercial, with its 
emphasis on personality appeal, 
hard-sell copy and “remember 
this” repetition. 


® Instead, Kraft substituted a com- | 
mercial built around the product. 
Ed Herlihy, who has done the an- 
nouncing for Kraft’s commercials | 
from the beginning, remains 
strictly a voice, having shown his 
face in a commercial only once. 
His brother, Walter, now announc- 
ing for the new ABC version, fol- 
lows the same rule. 

The idea, says Mr. Platt, is to 
keep the attention where it be-| 
longs—on the product. “A face is | 
distracting in a commercial,” he} 
asserts. “You can’t look at expres- | 
sions or neckties and get the mes- | 
sage straight.” 

The form of the now-famous 
Kraft commercial came from the | 
particular selling problem in-| 
volved, according to J. Walter) 
Thompson. Kraft’s problem was. 
not so much to put across new) 
products as to keep its already-— 
well-known line moving off the} 
shelves. | 

| 
a This led directly to the how-to- 
use-it principle and to recipes. | 

“Kraft Theater’s” commercial | 
stock-in-trade became the drama-_| 
tized recipe—a short, simple dem-_ 
onstration in which “the two love- 
liest hands in video” (there are 
actually four—two girls work 
shifts) are shown mixing a new 
salad, putting together a new 
cream cheese dessert, etc., while 
Ed Herlihy, out of sight, casually | 
tells the viewers what’s going on. 

Kraft is proud of the fact that 
its ad approach has given its com- 
mercials widespread critical and | 
popular acclaim as (depending on, 
where you sit) the “most interest- | 
ing” or “least obnoxious” in tele- | 
vision. It gives them full credit for | 
putting “Kraft Theater” right at 
the top of the heap in sponsor iden- 
tification. 


® Most important of all to Kraft, | 
however, is the fact that its com- | 
mercials take a huge national au- | 
dience and convert it into a heavy | 
movement of goods. One test of 
this is correspondence. 

Just before the ABC show was} 
added, says Mr. Platt, “Kraft The- | 
ater” was bringing in an average | 
of 700 requests per week for copies | 
of recipes demonstrated on cach 
show. One record-setting recipe 
for a cream cheese frosting, how- 
ever, attracted a phenomenal 
1,000,000 requests in a five-week 
period. 

Another tv-demonstrated recipe 
—for a cream cheese “Clam Dip” 
—instantly ran the whole country 
out of canned clams, caused a big 
run on Worcestershire Sauce and, 
incidentally, did rather well for 
Kraft’s Philadelphia cream cheese, 
too. 

The Kraft plugs have also been 
highly successful in introducing 
new products, 


\“those cheese slices we just saw 


1953 


case of Kraft Deluxe cheese slic-| the size of the job they take on in 
es. This is a tricky product to putting out 52 more three-acters 
merchandise, because the slices per year. 
are packed so closely the custom-| The production job, all of which 
er can’t see they are slices, Mr.| is handled at J. Walter Thompson, 
Platt points out. New York, has always been big 
‘and time-pressed, with only two 
a But, he adds, after a peeling weeks allowed for each play, from 
demonstration from the tv show’s first reading to final showing. 
“loveliest hands,” the slices went Then, early this year, with the old 
over big, with people entering del-| plays running out and more and 
icatessens late at night to ask for | more original material being used, 
the agency added a third producer 
and went to a three-week produc- 


tion cycle. 


on the Kraft show.” 

Perhaps the best test of the sales 
effectiveness of Kraft’s theater, 
Mr. Platt reports, was the pressure eration involves still more orig- 
from salesmen for more video inal playwriting, six producers and 
time, so that more of Kraft’s grow- | staffs, a much bigger “mechanical 
ing line of products could be giv- pool” for casting, designing, make- 
en the “tv treatment.” up, etc., and an expanded com- 

Both Kraft and J. Walter | mercial-producing section. 
Thompson make no bones about; It also involves extra work for 


Now, the new two-network op-| 


the two Herlihys. They have the 
added job of plugging each other’s 
‘'shows—“on another network”— 
,and reminding viewers that their 
sponsor “brings you two fine plays 
each week all year long on the 
‘Kraft Television Theater’.” 


_s Around Kraft, the new expan- 
/sion means not only twice as many 
/manuscripts to approve and com- 
'mercials to help blueprint, but 
also a lot more work for the sales 
promotion end of an organization 
|\which believes in extracting the 
last drop of “juice” from its na- 
tional advertising. 

But to Mr. Platt, at least, the 
cost and labor are well worth i1t— 
inevitable, in fact. “We believe 
our type of dramatic show is the 
perfect vehicle for our type of 
‘commercials. We want to make the 
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same thing available to more of 
our products. It’s that simple,” he 
says. 

As for color tv, the Kraft adver- 
tising director is not alarmed. “For 
all practical purposes, so far as 
sponsored programs are concerned 
it’s going to be b&w tv for a long 
time...We’ll face that one when 
we come to it.” 


Steiner Names PR Research 

Steiner Mfg. Co., Pittsburgh 
drapery manufacturer, has named 
Public Relations Research Serv- 
ice, Pittsburgh, to handle its pub- 
lic relations. 


Ruth Ward Named Copy Head 


Ruth Brown Ward has been ap- 
pointed copy chief in the San 
Francisco office of Hoefer, Diete- 
rich & Brown. 


LOW 


SAN 


especially in the. 


FRANCISCO 


FREE & PETERS, INC. + National Representatives 


IN SAN FRANCISCO TELEVISION 


HIGH KRON-TV, since February 14, 1953 has operated at 
HIGHEST legal power on its favorable Channel 4. 


KRON-TV telecasts from the HIGHEST antenna in the 
San Francisco-Oakland area. 


KRON-TV led all Bay Area stations with HIGHEST aver- 
age quarter-hour ratings during KRON-TV’s telecast- 
ing periods, according to October 1953 Telepulse. 


KRON-TV programs—NBC Network Local and Syndi- 
cated are HIGHEST in October Telepulse ratings. Ten 
of the “Top Fifteen’’ are KRON-TV features, double 
the other two stations combined. 


KRON-TV, Channel 4, operates on the LOWEST fre- 
quency in the Bay Area— insuring a stronger signal over 
a greater area. 


It all adds up to the fact that KRON-TV gives the adver- 
tiser the LOWEST average cost per results. 
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The TV Question Is: 
How Much, How Soon? “™ 


(Continued from Page 37) 
RCA-NBC, on this basis. 


s Like NBC, CBS has a produc-| 
tion unit at work on colorcasts and | 
is giving stars 
some experience with the color, 
camera. Columbia’s subsidiary, | 
CBS-Hytron, will compete for busi-| 
ness with a color tube that is pur- | 
portedly capable of mass produc- | 
tion at a relatively low price. The 
company also has developed color 
transmitting equipment, which 
other manufacturers will be li- 
censed to make. Columbia will not 
manufacture these cameras, etc., 
itself, though it will produce color 
sets under the CBS-Columbia la- 
bel. CBS has an order in with Gen- 


its one-tube camera, for cameras. 


s At the same time, Columbia and | 
other telecasters in about 60 cities | 


eras and other colorcasting equip- 
iment. RCA expects to begin de- 
liveries of color monitors and 
terminal apparatus this month. 
This equipment will enable sta- 
tions to adapt their present trans- 
mitters to telecast network pro- 
grams received over AT&T circuits. 

Color cameras and other essen- 
tials for originating their own live) 
and film shows will be ready for 
delivery to stations beginning in 
March, RCA reports. G-E also is) 
planning to make some of the sta-_ 


/8 Meanwhile, 
eral Electric, expected to be the | has let it be known in no uncertain 
to do battle with its arch rival,| first company licensed to produce | terms that he doesn’t intend for | 


| radio or tv, 


tion equipment needed to handle 
/network color shows, and Crosley 
has been licensed to make the 
‘Chromatron, the Lawrence color 


Mr. Sarnoff, who! 


| 
| 
‘NBC to settle for second place in | 
continues to push | 


_ colorcasting. “Carmen” went be-)| 
‘fore the color cameras this fall | 


and technicians | are on RCA’s waiting list for cam- ‘and was seen in monochrome by) 


the home audience, as was the 
“Colgate Comedy Hour,” which re- 
ceived FCC permission for the 
| one-time test. 

Other top commercial programs, 
which cannot be televised in color 
until the FCC approves the stand- 
ards, are being colorcast on a 
closed circuit basis the night of 
dress rehearsal. This gives techni- 
cians, writers, actors, producers, 
etc., experience in the medium 
and affords sponsors an oppor- 


‘tunity to admire their products on 


Advertising Age, December 7, 1953 
HOURS OF USAGE PER HOME PER DAY 
5:21 ADVERTISING POTENTIAL 118.8 TOTAL 
= ss (HOME-HOURS PER DAY- 
TOTAL 4: re 5 000,000 ) 
899 
3.20 3:37 318 
64.2 
wan 1952 1953 220 
NUMBER OF TV HOMES 23.3 769 
(000,000) 169 221 612 
12.0 5.3] 422 
48 60 
1.4 eee 
mans C— C] 4.7 MARE 
APR, 1949 1950 195) 1952 1983 1949 195! 1952 1953 APR. 
DAYTIME Cs EVENING 


TARNISHED TOY?—Teievision’s detractors delight in saying that the magic box 

which brings Queen Elizabeth’s big moment and Groucho Marx’s expressive eye- 

brows into the living room loses its appeal when the newness wears off. The average 

tv home is looking a few minutes less a day than it did in 1951 and 1952, Nielsen 

reports, but the total number of home hours available to the advertiser has in- 
creased due to the rise in number of video homes. 
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the color screen. 


® Among the shows which have 
had, or plan to have, a color re- 
hearsal: “Mr. Peepers” (Reynolds 
Metals); Bob Hope (General 
Foods); Dave Garroway for Pon- 
tiac; “Your Show of Shows,” with 
several advertisers participating; 
“Kraft Theater” and “This Is Your 
Life” (Hazel Bishop). 

Mr. Weaver’s introductory year 
plan, which gets into full swing 
when the FCC okays compatible 
standards for commercial use, calls 
for each NBC program to have a 
color premiere at no extra cost to 
the advertiser. In preparation for 
these big doings, the network is 
conducting agency and advertiser 
indoctrination sessions to give 
them some idea of how colorcast- 
ing differs from black-and-white. 


e 2%, 
vassal ami ‘ 


att ® By keeping color in the news, 
NYC NBC is not helping its parent 
company, RCA, sell black-and- 
white sets. Hundreds of workers 
reportedly have been laid off by 
G-E, Crosley, RCA, Raytheon and 
Sylvania. This production cutback 
has resulted in price reductions by 
some big-name brand receivers. 
This would seem to indicate that 
the picture is not a happy one at 
what is generally one of the peak 
sales periods for the industry. 
On the other hand, sales re- 
turns for the first nine months of 
this year, boosted by the opening 
of new video markets, were en- 
couraging. The Radio-Electronics- 
Television Manufacturers’ Assn. 
reports that 4,300,360 tv sets were 
sold during the first nine months 
of 1953, compared with 3,444,674 
for the corresponding period in 


a oncee wees eerees Limits 
of metropolitan area of 
Allentown -Bethlehem - Easton. 


Average diameter WGLV 
Grade A Area is 58 miles 
Average diameter WGLV 
Grade B Area (not shown 
here) is 98 miles. 


ip i tated by 0 
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in New ve Oy ci se 105m and Allentown-Bethichem-Easton aroe (44th market in U.S.)" 


WATTS 


hn 


A & B—-3,069,700 


n-Bethiehem- Easton area have 
converted to UHF in the past four 
months. This is proven by the 


ig 


1952. 


s How much of the current slump 
is due to reports that color tele- 


ALLENTOWN. BETHLEHEM. EASTON METROPOLITAN "DISTRICT 


vision is just around the corner is 
problematical. But it undoubtedly 


ers 


evant ALES 
A —$722,426,000 
A& B—~$4,750,326,000 


% of the TV homes in the Allen- 


monthly set count by Palmer & 


Company, certified public account- 
ants, based upon receivers sold or 
converted by reguler TV dealers. 


Richard W. Hubbell, Assistant to the President in charge of Television poy 


Sas 3 


) and the EASTON EXPRESS (Newspaper) are 
operated | by the Easton Publishing Co., Easton, Pa. 


J. L. Stackhouse, President. 


“UHF SETS IN USE 


July 1, 1953.0... 3 . 
August 1, 1953... ..15,000 est. 
her 1 1 ‘ 


*Allentown-Bethlehem-Easton area 
representing only 40°7, of the WG GLV 
primary coverage area. 


is a contributory factor. 

Some merchandisers think the 
industry—manufacturers and re- 
tailers as well—has been short- 
sighted in not making a concerted 
effort to combat the color talk. 
| This could have been done, they 
\feel, by a campaign emphasizing 


AVG. FAMILY INCOME 
A-—$5,725 


'such things as: 

1. The first color sets, when they 
|come, will be very expensive, with 
estimates ranging from $700 to $1,- 

000 for models with 14” screens. 
2. Even if approved promptly, 
color is still quite a way off for 
the viewing public; sets must go 
into mass production and stations 
throughout the country must wait 
_for necessary equipment for color- 
| casting 
3. Current receivers will pick 
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the industry speculation from the 
“plight of u.h.f.” Of late the u.h-f. 
blues singers, whose theme song is, 
“We don’t want to be another fm 
radio,” occasionally have been. 
drowned out by affirmative voices | 
from happier u.h.f. operators. 

Such stations as WSUN-TYV, St. | 
Petersburg’s only video outlet, 
WCAN-TV, Milwaukee, and! 
WTVO, Rockford, Ill., have let the | 
world know that they are doing 
very well, thank you. 

Their chorus was swelled by the 
voice of the American Broadcast- 
ing Co., which has many u.h.f. 
outlets among its 181 affiliates, 
and wants people to stop making 
so much to-do over whether a sta- 
tion happens to be at the bottom, 
middle or top of the dial. 


s ABC financed a special six-city 
American Research Bureau study 
to determine how the viewing hab- 
its of u.h.f. families compare with 
those of v.h.f.-only families. To 
nobody’s surprise, the network 
found that families which went to 
the expense ($40 to $100) and 
bother of having their receivers 
converted for u.h.f. as well as 


/appointees, who refers to the FCC 
‘as a “traffic officer.’”’ In a recent 


v.h.f. reception spent more time 
with television. 

Another affirmative voice is 
that of the new Ultra High Fre- 
quency TV _ Assn., which has 
launched a campaign to stimulate 
production of “genuine all-chan- | 
nel” receivers and high power | 
u.h.f. transmitters, and to obtain 
more stable network affiliation 
agreements for upstairs stations. 
The association also hopes to get 
the FCC “to restore the balance 
between u.h.f. and v.h.f. facilities 
and to prevent new allocations or 
regulatory actions harmful to the 
public and the u.h.f. industry.” 


# More than 200 cities now have 
their own video stations, compared 
with 65 in mid-June when the 
new stations freeze was lifted. Of 
the more than 300 stations on the 
air, approximately 200 are v.h-f. 
(including 108 pre-freeze licens- 
ees) and about 100 are u.h-f. 

Thirteen of 16 post-freeze con- 
struction permits returned to the 
FCC were for the “upstairs” u.h.f. 
stations. A Roanoke high-channel 
operator went to the expense of 
putting his station on the air, and 
then gave up the fight after a few 
months because, he told the com- 
mission, his station couldn’t com- 
pete with the established pre- 
freeze station. 

Several upstairs stations have 
complained to the FCC that they 
have been unable to get a net- 
work affiliation, and that without 
the lure of big-name stars, top 
sports events, etc., people will not 
rush out and get their sets con-/| 
verted for u.h.f. telecasts. 


# Four eastern u.h.f. license hold- | 
ers—who are fearful of trying to 
make their way in the already well 
covered New York, New Jersey 
and Pennsylvania area even before 
they start—see subscription tele- 
vision as the way out of their 
dilemma. They have petitioned the 
FCC to approve a limited pay-as- 
you-see tv service, but the com- 
mission shows no signs of giving 
them an early answer. 

However, the FCC has asked 
the u.h.f. broadcasters for data on 
their programming patterns, in an 
effort to find out if they are being 
deprived of network - service. 
Whatever this investigation shows, 
the commission is not expected to 
intercede with networks to divert 
more programs to high-channel 
stations on an _ over-all basis, 
though it is possible that individual 
cases might be studied from time 
to time. 


s Unless evidence of real skull- 
duggery is uncovered, the com- 
mission, in line with the new ad- 
ministration’s attitude of as little 
interference as possible with busi- 
ness, is expected to keep hands 


,off and leave u.h.f. operators to) 
| work out their own salvation. The 
‘stand of the commission is typi-| 
fied by Commissioner John Doer- 


fer, one of two Eisenhower FCC 


speech in Boston, he emphasized 
again that the future of the broad- | 
casting industry—radio, u.h.f. or 
v.h.f.—‘cannot be resolved in) 
Washington.” 
= Commissioner Doerfer _ said: 
“Now the advertisers know that. 
u.h.f. is definitely part of the 
picture of the future, and in order 
to secure favorable franchises are. 
buying time. An examination of the | 
sponsor lists reveals a good cross- | 
section of leading industries. Local 
advertisers believe that u.h.f. sta-| 
tions, because they provide station | 
choice in many communities other- 
wise limited to single-station view- 
ing, will become increasingly 
popular and thus provide a new) 
profitable audience for their tv) 
salesmanship.” 

The commissioner advised u.h.f. 


24. 
25. 


Leading Network TV Advertisers (Time Charges Only) 


January-September, 1953 


Procter & Gamble ............ $10,964,413 
Colgate-Palmolive Co. ........ 8,153,483 
R. J. Reynolds Tobacco Co. .... 6,524,376 
American Tobacco Co. ...... 5,256,084 
General Foods .............. 4,615,256 
Liggett & Myers Tobacco Co. .. 4,472,182 
Ns. 5 oo 6 aac tek awy i 4,298,761 
I go. Sa owes cuccoaca 4,125,044 
General Mills ................ 3,970,754 
General Motors Corp. ........ 3,930,281 
Ere 3,576,678 
Philip Morris & Co. .......... 3,352,752 
an 3,189,222 
General Electric Co. .......... 3,178,191 
Westinghouse Electric Corp. .. 2,694,005 
National Dairy Products Corp. . 2,533,344 
es. < 6.5.4.8: woe vie es 2,458,203 
. ER eee 2,452,852 
Campbell Soup Co, .......... 2,444,517 
American Home Products Corp. 2,177,291 
ee eee 1,937,604 
S. C. Johnson & Son ........ 1,721,199 
Pabst Brewing Co. .......... 1,687,032 
Hazel Bishop, Inc. .......... 1,592,884 
Radio Corp. of America ...... 1,576,094 


Source: Publishers Information Bureau. 


F PPPS 


PRIS 


# This excludes political convention broadcasts, 
which PIB was unable to estimate to its satisfaction. 


January-September, 1952 
Procter & Gamble $ 8,727,415 


eee ere ee ee 


Genera! Foods Corp. .......... 5,326,544 
Colgate-Palmolive Co. ........ 4,994,934 
R. J. Reynolds Tobacco Co. . 4,725,050 
et a arene 3,795,314 
American Tobacco Co. ...... 3,708,230 
Liggett & Myers Tobacco Co. . 3,369,690 
P. ROPING OO. 60. cco cececs 2,445,025 
CE Eo v's cs'scdsik cose 2,360,118 
et oy cae can bees kan 2,319,513 
NS ae kkk se vacpeens 2,309,689 
General Motors Corp. ........ 2,185,922 
Ford Motor Co. ..........ee0- 1,951,250 
National Dairy Products Corp. 1,845,822 
General Electric Co. ........ 1,845,345 
Philip Morris & Co. .......... 1,579,770 
Radio Corp. of America ...... 1,312,371 
American Home Products Corp. 1,274,422 
Gueker Gate Oei .cicsievecee 1,273,944 
Westinghouse Electric Corp. .. 1,273,007 # 
Bristol-Myers Co. ............ 1,142,304 
OI 5 pa a aaa hae eke ee 1,073,750 
Goodyear Tire & Rubber Co. . 1,050,760 
Joseph Schiltz Brewing Co. .... 989,110 
Pabst Brewing O68. ...ccicees 953,480 


and Get lowa’s Metropolitan Areas.. 
Plus the Remainder of lowa! 


TAKE APPAREL SALES, FOR INSTANCE! 


6.8% CEDAR RAPIDS - - - Jl 
9.6% TRICITIES? + + + « 
14.6% DES MOINES: + + « 
2.7% DUBUQUE: + + + + 
5.9% SIOUX CITY: + + 
5.3% WATERLOO + + « « 
55.6% REMAINDER OF STATE 


Figures add to more than 100% 
because Rock Island County, Illinois 
is included in Tri-Cities. 
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 « CRBBSBeBoee- 
WEBRASKA WORE coon 


MINNESOTA 


Soop hetin . sae B 


$.A.M. DAYTIME 
STATION AUDIENCE AREA 


WISCONSIN 


mLINors 


65.4% 
61.6% 
44.8%, 
55.6% 
60.7%, 
65.1% 
73.2% 
79.6%, 
60.4%, 


THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 
(Which You MISS Unless You Cover the Entire State) 


Food Stores 

Eating and Drinking Places 
General Merchandise Stores 
Apparel Stores 

Home Furnishings Stores 
Automotive Dealers 

Filling Stations 

Building Material Groups 
Drugstores 


Source: 1952-'53 Consumer Markets 


BUY ALL of 1OWA— 
Plus “lowa Plus”—with 
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broadcasters to get out and pitch 
for themselves rather than look 
to Washington to solve their prob- 
lems. 


# All the new stations—v.h.f. and 
u.h.f. alike—have been selling hard 
to get their operations going. In 
areas where the newcomer is the 
second or third station in the mar- 
ket—Pittsburgh, Buffalo, Norfolk, 
etc.—sponsors have moved in fast 
to get a franchise. Other stations 
outside the major markets have 
found the going tougher in the 
early months of their circulation 
build-up. Cost-conscious national | 
advertisers have not stampeded to 
buy a particular city just because 
it has become available. 

But strained budgets notwith- 
standing, the new stations are get- | 
ting into the network lineups, as | 
well as picking up choice spot and 
local business. Today’s figures on 
a network show’s station list may 
be out of date by tomorrow, but! 
the trend is a sharp incline. ABC 
and. DuMont are offering some of 
these u.h.f. outlets “for free,” as 
bonus stations. 


® The largest regular network 
program lineup as AA went to 
press was Admiral Corp.’s whop- 
ping list of 165 DuMont stations 
for Bishop Fulton J. Sheen. Erwin, 
Wasey & Co. has been constantly 
adding new stations to this hook- 
up. 

The size of the network for the 
average sponsored show on Du- 
Mont this fall is 65% higher than 
last year. There are about 55 spon- | 
sors hawking their wares over Du- 
Mont (as of early November), 
compared with 43 a year ago. 

The network for NBC’s night- 
time commercial telecasts aver- 
ages around 67 stations; the CBS 
figure is about the same—maybe 
slightly less. When AA made a 
November check, Red Buttons 
rated the widest coverage from his 
sponsor, General Foods (Benton 
& Bowles), which was presenting 
him on 133 CBS stations. Runner- 
up was Lucky Strike, with 126 
for Jack Benny and “Private Sec- 
retary.” 

As of Nov. 9, the CBS sponsor 
book included 74 companies, com- 
pared with 57 a year ago. Com- 
parable figures for NBC are 92 
video clients for the fall of 1953, | 
against 81 the preceding year. At 
that time NBC’s Groucho Marx | 
(DeSoto-Plymouth) had the big- 
gest station hookup, 110. 


# Top man in terms of coverage 
at ABC is Danny Thomas. On the 
date of AA’s November check, 
American Tobacco Co. and Speidel 
Co. were carrying him on 100 out- 
lets; a couple of weeks later 12 
more stations had already been 
added. ABC had 45 video adver- 
tisers, compared with 29 a year 
ago, with the average nighttime 
sponsor carrying his telecast on_ 
some 43 stations. 

Procter & Gamble, which moved | 
into first place in 1951, continues 
to be the biggest buyer of network 
tv time. Most of the other com- 
panies among the leading spenders 
are familiar names that have long 
been known as extensive users of 
broadcast media. 

However, all the networks have 
been staging successful campaigns 
to enlarge their circle of clients. 
Within the last year CBS has done 
business with about 22 new-to- 
network video sponsors. Among 
them: two “Omnibus” subscribers, 
Greyhound and American Machine 
& Foundry (latter is dropping off 
this show in January); Electric 
Companies Advertising Program; 
Commercial Solvents Corp. (a 
short run), and Converted Rice 
and Cat’s Paw Rubber Co., both 
for the “Garry Moore Show.” 


s Advertisers buying NBC time | 
for the first time this fall include | 
Dow Chemical, Capital Airlines, 
Spring Mills, Tetley tea, A. C. 


Gilbert Co., Kiwi shoe polish, 
American Metal Specialties, Cat’s 
Paw, Schwayder Bros. and Con- 


/solidated Royal Chemical. 


Many of this network’s new- 
comers take the plunge by way of 
“Today,” which is a relatively 
painless way of getting into the 
medium. An advertiser can buy a) 
one-time fling on 47 stations on 
this get-up session for approxi-| 
mately $4,000. 

A more spectacular tv debut. 
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was that of Schwayder Bros.,|NBC a run for their money since | vehicle. 


which introduced 
luggage to network viewers as a 
participating sponsor on one of 
the most expensive shows in tele- 
vision, “Your Show of Shows.” 
With Sid Caesar and Imogene 
Coca’s raise and production hikes, 
etc., Variety now estimates the 
weekly talent-production cost of 
this extravaganza at $80,000. , 


ABC, which has been buying|“Leave It to the Girls,” 


up bright stars to give CBS and 


its Samsonite 
Theaters, has used this glitter to 


the merger with United Paramount 


lure several companies into the. 
network tv swim. George Jessel’s | 
sponsors, Gemex watchband and. 
B. B. Pen Co., are new to the me- 
dium. A heavy spot user, Duffy- 
Mott Co., bought “Jamie,” one of 
the most promising dramatic shows 
‘of the season. Ex-Lax bought 
a fugi- 
tive from NBC, as its first network 


DuMont this fall brought in 
Welch’s wine as sponsor of a new 
giveaway, “On Your Way,” and 
Parker Pen as sponsor of two 
weeks of professional football. 


# Newcomers notwithstanding, the 
blue-chip sponsors of 1953 are 
pretty much holdovers from 1952 
(see table on Page 59). Hazel Bish- 
op Inc., which the industry can 
thank for getting other cosmetic 
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companies interested in the me- 
dium, because of its now-widely- 
copied lipstick wearability demon- 
strations, makes the top 25 for the 
first time. 

Left out of the list this year are 


three of 1952’s biggest spenders— 
Bristol-Myers, Goodyear and Tex- | 


as Co. Bristol-Myers, with two 30- 
minute shows a week, and Good- 
year, with an every-other-week 
hour drama, merely move down 
the line of sponsors, but Texas Co., 


| Berle, 


a tv pioneer, dropped out of video Coincidentally, 
completely this spring when Tex- rivalry between the major telecast- | 
aco officials decided they could no ers has become even more so; 
longer afford Milton Berle. Mr. competition hit a new peak of 
increased salary and all, frenzy this summer when CBS 
was immediately snapped up by and NBC vied frantically to be 
another Kudner client, Buick. \first with films of Queen Eliza- 

'beth’s coronation. Both networks 
® Thanks to advertising support spent thousands in this transat- 
from veteran and johnny-come- lantic jet race, which was won by 
lately sponsors, the television in- a sleeper, the American Broad- 
dustry is well on the way to the | casting Co., whose strategy was to 
biggest billings year in its history. pick up the British Broadcasting 


the always-tense | Corp. 


films from the Canadian 
Broadcasting Corp. and transmit 
them by AT&T cable to New York. 


s ABC has been acquiring talent 
in the CBS-NBC manner since the 
merger with United Paramount: 


Danny Thomas, who was sold to| 


two sponsors as soon as his kine- 
scope reached New York; Ray Bol- 
ger, presented by Lucky Strike 


and Sherwin-Williams; Paul Hart- | 
man; George Jessel, a candidate to | 
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turn up almost any night on ABC 
radio or video, and John Daly 
now are among the _ network’s 
stable of stars. All the above en- 
tertainers were signed by the net 
and then used to lure sponsors. 
But the third-ranking network 
also has come up with some choice 
new business plums this fall from 
advertisers who had their pro- 
grams all ready and were just 
looking for a place to put it. 
ABC won out in the bidding for 
e “U.S. Steel Hour” when NBC 
was unable to find a satisfactory 
|time period for it. American’s 
lof 1 sales for the first ten months 
of 1953-—-$16,094,615—are slightly 
| better than those for the same pe- 
‘riod last year—$15,624,416, accord- 
‘ing to PIB. But new business in 
the last quarter is expected to end 
| the year with a good increase. 
| 


® Now that it has attractions 
‘which it feels can hold their own 
‘in any league, ABC is going all 
‘out to sell them to the audience. 
The network hailed its program 
promotion budget for fall as the 
'“biggest ever” for the industry. 
|If people in cities where ABC has 
‘owned-and-operated stations don’t 
‘know they are missing Walter 
Winchell, the new “Kraft Theater,” 
Danny Thomas, etc., by not tuning 
‘in ABC, they haven’t ridden a 
subway lately or picked up a 
newspaper. All the top ABC shows 
are plugged in large car cards and 
newspaper ads. 

Some people point out that the 
‘fact that CBS and NBC were prac- 
tically sold out for nighttime al- 
‘most before the fall season got 
/under way may have helped divert 
| business to ABC and DuMont. Du- 
|Mont’s billings for the first ten 
months of this year are better than 
' $600,000 ahead of the 1952 level, 
| despite a dip in September returns, 
PIB figures indicate. 
| 
. Right now, of course, the hot- 
|test battle is between the No. 1 
and No. 2 networks. Although Mr. 
'Sarnoff says it takes more than a 
‘momentary billings leadership to 
be No. 1, nobody at NBC has en- 
joyed watching CBS come from 
| way behind to take the lead in the 
eo sales race. 

CBS, which was running more 
| than $12,000,000 behind NBC at the 
ten-month point in 1952, eased 
‘ahead of NBC in time sales in 
June of 1953. PIB figures for the 
first ten months of 1953 show CBS 
with $77,367,723, as against $76,- 
979,840 for NBC. However, on a 
monthly basis NBC came out on 
top in October, with $10,394,200, 
compared with $9,421,202 for CBS. 


8 Coincident with this reversal of 
sales position, CBS attacked on an- 
other front and grabbed off two 
NBC affiliates—WTAR and 
WTAR-TV, Norfolk, and WBEN 
and WBEN-TV, Buffalo. This coup 
gave Columbia first call on the on- 
ly v.h.f. stations in these markets. 

It remains to be seen whether 
this is the end of the CBS raid on 
NBC’s inner family, but other big 
stations like WTMJ, Milwaukee, 
and WHAM, Rochester, are 
bandied around in the barroom 
talk on this subject. 

CBS has had nothing to say 
about the behind-the-scenes stra- 
tegy of these raids. However, one 
thing which probably looked good 
to the local station owners was the 
hefty daytime sponsor lineup on 
Columbia. 


® Daytime business at NBC this 
fall shows a turn for the better. 

Dave Garroway’s early morning 
telecast is in the black for the net- 
work and gives the stations plenty 
of opportunity for cut-ins for lo- 
cal advertisers. SOS, P&G, Jergens 
and Borden have already joined— 
or soon will join—the list of 
morning sponsors. 

Not so encouraging is the Kate 
| Smith afternoon program, which 
was a near-sellout last season, but 
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has had difficulty re-establishing | 
its sponsor following in this fall’s 
earlier hour of 3 p.m., EST. Miss 
Smith’s show, now being offered 
in 74-minute pieces, is less than 
half sold. 

Two of the most frequently ut-. 
tered predictions about the future 
of television are still far from ful- | 
fillment: the big programming 
swing westward has not yet ma- 
terialized, and “live’’ video is do- 
ing very well at holding its own 
with film. 

For the week of Nov. 15-21, 138% 
hours of network fare originated | 
in New York, 26 in Los Angeles, 
20% in Chicago, 11 in Philadel- 
phia, 5% in Cincinnati, 3 in Wash- 
ington, 2 in Cleveland, % hr. in 
Baltimore and % hr. in St. Louis. 
These figures are from the Ross 
Reports, which also include a live- 
and-film-hours breakdown for the 
schedules of the four networks. | 
This was the picture: ABC—28 
hours live, eight film; CBS—67% | 
live, 6% film; DuMont—28 live, 
one film; NBC—59% live, 
film. 
Film makes a much stronger | 


showing during the hours devoted | . 
A spot | & 


to local entertainment. 
study by Ross, covering selected 
stations in five cities, showed many 
of them leaning heavily on film. 
WCBS-TV, New York, used its 
non-network option hours for 43/) 
hours of film, movies and shows | 
made especially for video, to 18% 
live. The breakdown for the inde- 
pendent KLAC-TV, Los Angeles, | 
was about 50-50. Another heavy 
user of celluloid shows was WXEL, 
Cleveland, with nearly 45 film 
hours, against 29 live. 


The opposite approach to tele-| 7! 


viewers’ fancy was taken by 
WNBT, New York, with nearly 
36% hours live to 14% film, and 
KFEL-TV, Denver, with 33% live 
hours to 17 film hours weekly. 


Costs: They're Always Up 


Prognosticators who have con- 
fined their predictions to the ris- 
ing costs of supporting the glam- 
or girl of advertising media have 
not been disappointed. In _ this 
business nothing stands still, and 
the general direction for the move- 
ment of the cost of time and talent 
is always up. 

There was the usual round of 
rate hikes this September, though 
these increases tend to be propor- 
tionately less as the stations get 
older. Add to this the amount of 
money it takes to jump a network 
lineup from 60 to 100 stations and 
it’s easy to see why advertisers 
will have bigger time bills in 1954. 


@ Monthly time charges for Red 
Buttons (CBS) covering four tele- 
casts for General Foods on 42 sta- 
tions in January came to $92,040; 
by September his station lineup in- 
cluded 109 stations, which cost 
the sponsor $152,793 for three 30- 
minute telecasts, according to PIB. 

De Soto-Plymouth paid NBC 
time charges of $129,242 last Jan- 
uary covering 70 stations for a 
half hour of Groucho Marx; his 
current lineup of 125 stations, as of 
Nov. 19, will cost the auto maker 
$160,056 monthly, NBC estimates. 

Several of television’s most ex- 
pensive shows became even more} 
so this autumn after last spring’s 
contract talks. “Your Show of 
Shows” lost a raft of backers, but 
came back with a full house when 
the price went up. The “Colgate 
Comedy Hour,” according to Vari- 
ety’s estimates, went from $50,000 
a week for the 1952-53 season to 
$80,000 a week this fall. 


s Other programs whose  1953- 
54 budgets as compiled by Variety 
are a far cry from the 1952-53 fig- 
ure include: Milton Berle, from 
$50,000 to $68,000; Godfrey & His 
Friends, from $25,000 to $40,000; 
“Strike It Rich” (evening) from 


7% | 8 


$6,500 to $15,000; “The Name’s The | 


Same,” from $10,000 to $17,500; 
“I’ve Got a Secret,” from $10,600 


to $17,500; “This Is Show Busi- 


ness,” from $13,600 to $20,000. 
Another factor contributing to 
the rising cost of living for the vid- 
eo advertiser was the Screen Actors 
Guild contract, which went into 
effect in March of this year, with 
its provision for re-run payment 
for performers. Before this con- 


tract there were no minimums for 
actors who worked on film com-/ 


mercials; each individual negoti- 
ated for himself as best he could. 


® American Federation of Televi- 
sion & Radio Artists, which rep- 
resents actors for “live” video per- 
formances, got more money for its 
members who work on local and 
network shows this year. 

When the SAG contract first 
went into effect, there was much 
talk about the dire consequences 
of its re-run payment and geo- 
graphic 
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|There were those who predicted 
|that the SAG prices would slow 
spot tv down to a walk. Such has 
not been the case. 

Spot television continues to 
grow like Marilyn Monroe's sal- 
ary. T. F. Flanagan, managing di- 
rector of the Station Representa- 
tives Assn., estimates that spot tv 
business this year will run 20% 
ahead of the 1952 figure of $80,- 
235,000. 
| However, it should be remem- 


limitation provisions. bered that this wealth must now 


be shared by almost three times 
as many stations as were included 
in the FCC total for 1952. Which, 
in turn, means stations must sell 
harder to get their share. Opera- 
tors in new video markets have 
‘found that sponsors do not beat a 
path to their door; every account 
enue be sold. 


© The best source for trends in 
spot television, the Rorabaugh Re- 
‘port, showed an alltime high of 
1,876 advertisers using spot video 


Local TV kids’ programs work wonders 
...On audiences and sales. 


They’re scheduled just 


when most kids can be 


reached in each market. And they’re tailored right 
to kids’ own interest ... which makes the kids 
ask for products they see advertised. 


When they do, parents buy. One national advertiser 
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Advertising Age, December 7, 1953 


on 145 stations in 98 markets dur- 
ing the second quarter of 1953. For 


Procter & Gamble, the country’s 


cal community appeal. Bulova, 


: number one advertiser, led the list, which placed fifth in number of 
the third quarter there was a sea- of spot buyers—in terms of the| markets during the third quarter 
sonal decline to 1,772 advertisers number of markets used—for the of 1953, is following the simple 
covering 156 stations in 105 mar- third quarter of 1953 (see adjoin- | formula of “tell the time” to sell 


spot saturation treatment—some- 
times in combination with network 
saturation buys—to their 
models. 


new 


Spot TV Pace Setters 
July-September, 1953 
(156 Stations) 

No. of *No. of 


kets (see table on Page 37 for | ing table for the top 25 advertis- watches. This company got in early ; Sched- Mar- 
longtime comparisons). ers). ‘to nail down the good station ® Best evidence of the sales po- ules kets 
Rorabaugh’s figures represent a. ‘breaks. tency of spot tv is the list of ad-| procter & Gamble Co. . .25 335 

compilation of the total number @ Spot boosters include such! More often than not, spot fig- Vertisers who have been sufficient-| Brown & Williamson 
of advertisers using the medium names as Esso and Bulova, whose ures heavily in the plans of an ad- !Y impressed with returns to in-| Tobacco Co. ........ 6 246 
on the reporting stations. A com- course in television has been pat- vertiser who is bringing out a new Crease their list of stations. After) Toni Co. ............. 4 171 
pany may be buying spots for sev- terned almost exactly along the product or a new version of an/@ test run for the Music Corp. of | Miles Laboratories .... 3 99 
eral products, but it is counted only lines followed in radio. Esso forte old one. The auto makers, for ex-| America film, “City Detective,” | Bulova Watch Co. ...... 1 96 
once as an advertiser. |is news programs designed for lo- | ample, usually give the radio-ty|Falstaff beer (Dancer-Fitzgerald- | Colgate-Palmolive Co. . .13 96 
| Carter Products Inc. .... 7 86 
Thomas J. Lipton Inc. .. 5 82 
National Biscuit Co. .... 3 80 
Best Foods Inc. ........ 5 77 

R. J. Reynolds 

Tobacco Co. ........ 4 74 
ROVER TGR oe eas 6 12 
General Mills Inc. ...... 10 64 


put his product (a first aid supply) into 
22,000 homes... all within a month... using only 
two participations weekly in one kid’s program. 


Local TV kids’ programs dig right into the markets 
where you sell your product. You’ll have many extra 


merchandising opportunities. You’ll have complete 


flexibility in buying just the time periods you need. 


-EPRESENTED BY 


|American Chicle Co. .. 4 61 
|Ronson Art Metal 


I Sal in ahaa 35 'x sl 5 1 60 
Alliance Mfg. Co. ...... 2 59 
Lehn & Fink Products 

| ae vent awiae 3 58 

6 ee 1 57 
Ford Dealers of America 2 56 
ree a 9 54 


Standard Brands Inc. .. 4 53 
Trico Products Corp. .. 2 51 


Rival Packing Co. ...... 1 51 
General Foeds Corp. ..13 48 
OR re re 4 48 


*The number of stations is a total 
of all markets being used on all 
schedules. 


Sample) has bought 118 markets 
for the show. 

Another film series, “Johnny 
Jupiter,” which started out as a 
network sustainer, has drawn the 
highest form of praise from its 
sponsor, Hawley & Hoops (Roy S. 
Durstine Inc.)—an order for an 
augmented station lineup. 

Spot has given a warm welcome 
to a number of advertisers who 
have dropped out of network tele- 
vision for one reason or another, 
usually because of high costs. In- 
cluded in this category are Lehn 
& Fink Products Corp., Canada 
Dry and General Baking Co., 
among others. 


. 


s No little credit for the healthy 
state of spot tv is due to the ag- 
gressive salesmanship of the film 
syndicators, who dangle everything 
from five-minute quickies to fea- 
ture films in front of the national 
and regional advertiser. Besides 
the programs, many of which can 
match the network's best for name 
|value, these syndicators give ad- 
vertisers a razzle-dazzle merchan- 
dising package to hit the customer 
hard at the point of sale. 

One of the most active in this 
field is Ziv Television Programs, 
which offers 13 film series to sta- 
tions for sale to local, regional 
|and national advertisers. Best-sell- 
|ing Ziv titles at the time of AA’s 
November count were “Cisco Kid,” 
'with 129 markets, and “Boston 
| Blackie,” a carryover from radio, 
with 126. 

Other Ziv shows that are popu- 
lar with stations and sponsors: “I 
Led Three Lives,” 112 markets; 
“Favorite Story,” 116, and “Times 
Square Playhouse,” 98. These 
shows are priced to fit the modest 
spender’s budget; they range from 
an estimated $90 for small markets 
to $3,000 in New York. 

Biggest Ziv sale of 1953 to a 
single advertiser was the deal with 
Kent (Young & Rubicam), which 
| bought “Your Television Theater” 
|(re-runs of “Fireside Theater” 
| dramas) in 40 markets. 


|® Coming up fast is the NBC film 
division, which last March was 
made a major operating division of 
| NBC, with Robert W. Sarnoff, v.p., 
}at the helm. 
| Since then, Mr. Sarnoff’s divi- 
sion has been waging a relentless 
battle to sell the industry on 
adopting a_ straightforward ap- 
proach to the re-runs. Before this 


(Continued on Page 68) 
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Eye & Ear Picks ‘53's 
Best TV Commercials 


Our Eye & Ear man did not relish the assignment of 
singling out the best-selling tv commercials for commenda- 
tion in this special broadcast issue. He contends that the 
first really great television commercial is still to be written. 


Be that as it may, Advertising Age thinks most of those 
he selected are very good. The principal criterion for in- 
clusion on the list: If you remember them and subcon- 
sciously or consciously make a purchase in accordance 
with their direction. 


Said the Eye & Ear man: “The biggest trouble seems to 
be too much radio thinking: too much selling of generic 
qualities of a product and not enough of real advantages 
of the specific product; careless and slipshod production, 
especially on film; an endless row of shaky-handed boys 
with widespread collars and waxed teeth whose eyes be- 
tray the fact, as they watch the teleprompter tennis game, 
that they don’t have the foggiest idea what they’re saying, 
and a general tendency to oversell. 

“There's no use sitting around lying to each other. There 
is no commercial in television as good as a Jell-O ad or 
an old Lucky Strike radio commercial. How about it, guys? 
What are we waiting for?” 


CARTOONS, JINGLES AND PEOPLE—These clever characters, support from the catchy, singable Ajax jingles of radio fame. 
whose antics are entertaining enough to bear frequent repetition, The cartoon sequence frequently is followed by a demonstration 
cavort for Ajax (Sherman & Marquette) on “Colgate Comedy pitch, on film, by a housewife-type model. Insertion of the real 
Hour” (NBC-TV) and “Strike It Rich” (CBS-TV). They get strong person after the cartoon strengthened the sales effectiveness. 


SHE STARTED SOMETHING—Betty Furness, a pioneer in the tv demonstration technique, has been selling Mont. E&E’s comment: “Here is a self-confident dame selling a product that is principally decided on by 
Westinghouse appliances on video for four years. She worked around the clock at the political conventions | women, and selling their husbands on putting out the capital at the same time.” The airwaves today teem 
in the summer of 1952; now appears on “Studio One” (CBS-TV) and professional football telecasts on Du- with petticoat hucksters. 


i i i i i i i levision kids.” These pictures are from a com- 
INSTITUTIONAL SELL—In this department Aluminum Co. of America (Fuller & Smith & Ross), sponsor of Physics and chemistry in school must be a pushover for the te These pict ; 
“See It Now” (CBS-TV), which wave foregoes the middle commercials when it feels the program mercial showing of the company’s sleek, new, practically all-aluminum building in pray tye of the 
demands it, is the pace setter. Alcoa’s information-packed messages are exceptionally well written and best features about this one was that it starred |. W. Wilson, Alcoa president, who, as he took viewers on 
produced. Our E&E man enthused: “They make aluminum o palatable course to viewers of every age. © tv tour of the building, proved to be very gracious salesman for “big business. 
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PILL SALESMAN—Miles Laboratories firmly believes in the combination of its flexible-voiced puppet, Speedy, his mood. Hands and arms bend and twist to aid animation. Legs, like heads, are changed as needed. 
and spot television to sell Alka Seltzer. Scheduled are about 700 spots weekly over 125 stations, with more Miles has found the light touch an excellent way to sell a medical product, but still has six physicians screen 
to come as new stations open. In a typical routine, left, Speedy jumps on the sponsor's pillbox, delivers a all copy. Geoffrey Wade Advertising, Chicago, is the agency. Speedy’s effect upon AA’s Eye & Ear man is, 
pitch, conjures up a glass of Alka Seltzer with his wand. He also delivers advice to hangover victims via “This little fugitive from Charles Addams with a hat shaped suspiciously like a headache tablet [that’s what 
telephone, right. Cartoons are shot a frame at a time, so the puppet has 32 heads that are changed to fit _it is and so is the stomach] yeeks at you, but stays with you clear into the drug store.” 


STRAIGHT TALK—Many admen think the irrepressible Arthur Godfrey can sell anything; our Eye & Ear man,  13-odd advertisers who sponsor the redhead on CBS radio and television. The secret: Godfrey sounds as 
who is impressed by the sales figures of his sponsors, is inclined to agree. The pictures show broadcasting’s though he knows and believes what he is talking about when he describes a product in his casual conver- 
most successful salesman at work for Pillsbury and Chesterfield, but we might have selected any of the other = sational manner. . 


HARD SELL—Kent’s “straightforward demonstration” of how it differs from its many competitors goes over conducts the demonstration and serves as narrator for Kent's thriller-chiller, “The Web,” on CBS. The same 
big with the Eye & Ear man. Jonathan Blake, whose real name is a well-guarded Young & Rubicam secret, technique will be used on the 49-market spot lineup the cigaret is clearing for ‘Your TV Theater.” 


TWO TECHNIQUES—Vic Raschi usually does his pitching for the New York Yankees, but here (top) he testimonials by athletes. Gillette also favors animation jingles (bottom) like this one about a man who 
1 turns tv pitchman to tell about the ‘‘several slick shaves per blade” he gets with Gillette blue blades. Gil- lives in style, well supplied with Gillette blue blades and tended by maidens fair. Agency credit for these 
lette, whose broadcast budget goes into sports programs with high mole appeal, makes heavy use of commercials goes to Maxon Inc. 
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CROSS-COUNTRY OMNIBUS—Greyhound Corp. alternates live 
and filmed commercials on ‘Omnibus’ (CBS-TV) for weekly 
change of pace. Nelson Case, top, interviews actual passengers 
on film, talks from the chair of a bus mock-up in live shows. 
Scenic spot commercials are used in the South, Southwest and 
Pacific Coast, also rear projected on the net program. Winter 


iw .~ sam 


CHANGE OF PACE—Auto-Lite opens its thrills-and-chills ‘‘Sus- 


pense” show on CBS-TV (left) with a parade of some of the 400 
products the company makes for cars, trucks, planes and boats. 
The Eye & Ear man applauds Auto-Lite for “pounding away 
through its personal salesman, Rex Marshall (top right), who 


hes 


resort cheesecake, like this wayward Miami Greyhound, bottom, 
is used with singing commercials. Bus driver helps build passen- 
ger confidence. Eye & Ear likes the “slick, workmanlike job of 
selling travel and economy,” feels it upgrades bus travel so “you 
begin to believe that only a bum would have a compartment 
on the train in preference.” B t & Hoh is the agency. 


© see 0 ea oe 
oe | 


| 
seems to know what he’s talking about.” In addition to Mr. | 
Marshall, the company uses cartoon characters (bottom right). 
to get its story across. The commercials, written by Cecil & Pres-| 
brey, are straightforward; Auto-Lite does not “hesitate to tell 
you why their batteries out-perform any other on the market.” 


Levoy Poll Reveals TV Sponsors and 
Execs Now Think Filmed Shows Better 


has gained as the second best liked | followed by the hour length show. 
type of program of this executive | Fifteen-minute shows five-days-a- 
group. Dramatic shows still hold week also drew some favorable 
firm as the top favorite, however. | comment, but the five-minute stint 


Los ANGELES, Dec. 3—The peo- 
ple who buy tv shows have finally 
decided they prefer them filmed 
to live, the sixth annual survey by 
Gordon Levoy, television consult- 
ant, shows. 


trend evident in the poll in the/in the past. 
past. The executives have moved | 


|@ Except for the shift in prefer-| 

Mr. Levoy, who has been polling} ence for filmed shows, and the 
advertisers, agencies and other tv! strengthening of sports in second 
executives for his own informa-| position, the poll’s findings this, 
tion, notes that this completes the | year are substantially the same as 


Following sports as a favorite, 


westerns and disc jockey shows 
brought up last place. 

As in the past, a half-hour is still 
the preferred length for a show, 


_across-the-board is quite unpopu- 
lar, the survey found. 


that networks were chosen as the 
best creative source for tv pro- 
grams, with independent packagers 
‘following closely. Also, 


over live performances, but up/tion comedy and variety shows, | panding and that the most impor- 
until this year, the majority still) and news shows. Panel, talent and|tant events in television during 
showed a preference for the live audience participation shows are 1953 were the development of col- 


shows. 


not too popular, but concert music or and the expanding of the mar- 


Another significant result of the had surprising strength, according ket following the “unfreeze” on tv 
poll this year is that sports on tv’ to Mr. Levoy. Old motion pictures, | channels. 


“The finest apples... 


“From apple land... 


“Make Mott's... 


“Apple juice just grand.” This tasty jingle has been going strong as a spot vehicle 
for a long time and now adds a familiar note to Duffy-Mott’s new telecast, “Jamie” 


(ABC through Young & Rubicam). These 


singing apples have convinced our E&E 


man that there isn’t “another apple juice on the market.” 


# Another interesting sidelight is. 


a good. 
. 'many of the executives felt Holly-| 
slowly toward choosing filmed | and in the same order, are situa- | ec role in tv production is ox-| 


The questionnaires were sent} 


out to 1,000 advertising managers 
of sponsors, program directors of 
stations, television directors of 
agencies and to television editors. 
The television editors were includ- 
ed as an approximation of public 


/reaction for comparative purposes. 


Mr. Levoy points to the growing 
popularity of sports as the most 
outstanding interesting fact re- 
vealed by his poll. He points out 
that the upswing of popularity of 


sports over the past four years has 
risen from 12% to 38% to 51% and 
now to 64%. 

He also comments on the estab- 
lishment of the news program as 
one of the favorites. Last year, he 
says, it was thought that the in- 
creased interest was due to the 
then current political conventions 
and the Presidential elections. Al- 
though this is not true for this poll, 
the demand is still for greater 
news coverage. 
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America tunes in every day on TV GUIDE to give your advertising real impact 


ADVERTISING OFFICES: 


488 Madison Ave. 6 N. Michigan Ave. 333 S. Broad St. 1540 N. Vermont Ave. 
New York 22 Chicago 2 Philadelphia 7 Los Angeles 27 
Plaza 9-7770 WaAbash 2-0366 Kingsley 6-0807 NOrmandy 2-310] 
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The TV Question 
Is: How Much 
and How Soon? 


(Continued from Page 63) 
campaign, selling seconds, thirds. 
fourths—and even fifths—on a 
film series was a practice all dis- 
tributors engaged in, but prefer- 
red not to talk about. 

Mr. Sarnoff believes re-runs are 
an economic necessity for the pro- 
ducer and distributor of a good 
video film series, because a good 
one costs too much to pay off on 
a single run. He also maintains that 
they are replete with advantages 
for the local station and advertis- 
er. 


s This fall, researchers in the NBC 
film division have been piling up 
evidence to support his contention. 


NEW YORK CITY’S 
Sales Specialists 


No. 1 rated audience shows, 
backed with intensive merchan- 
dising, moves your product 


FAST on WWRL where your 
sales story “gets through” to: 


1. America’s No. 1 
Negro Market 


2. Millions of Foreign- 
Language Listeners 


WWRL effectively sells your product 
to New York’s millions of foreign-lan- 
guage listeners in their native tongue. 
Each group a “big market” worth going 
after with a special campaign . .. or to 
add extra, profitable sales to your over- 
all New York campaign. 

WWRL sells New York foreign-lan- 
guage listeners in: 


SPANISH 
German Greek Hungarian 
Crechoslovak Polish Syrian 
Ukranian Lithuanian Russian 


WWRL has more Spanish-Puerto 
Rican listeners than all New York sta- 
tions—network or independent—COM- 
BINED, according to Pulse Reports. 


WwWwRre_l 
New York's Ne. 1 
Station for America’s 
No. 1 Negro Market 


WWRL has a larger audience in the 
1,001,371 New York Negro Market than 
any other station—network or inde- 
pendent—according to Pulse Reports. 


Discover today how more and more 
national advertisers are using WWRL's 
great Negro audience shows to outsell 
all competition. 


Remember, New York's Negro popu- 
lation exceeds the entire population of 
Pittsburgh, Boston, St. Louis or San 
Francisco. 


Write or call today for Pulse 
Reports on Negro and Foreign- 
Language Markets. 


WWRL, Woodside 77, N.Y. 
DEfender 5-1600 


In NEW YORK CITY 
at 5,000 WATTS 
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TV drew a 1.5 ARB rating for the. 


wrestling 


| WBBM-TV) and “Fireside Thea- 


Pee oe age 2 


Take the Chicago case of “Badge 
714,” formerly much better known 
as “Dragnet.” In September, WGN-| 


Tuesday 8 p.m., CST, spot using 
in competition with 
“This Is Show Business” (13.5 on 


ter” (25.9 on WNBQ). In October, 
with “Badge 714,” which had al- 
ready been seen in Chicago under 
its original title, WGN-TV drew 
a rating of 19.9 for the Tuesday 8 
p.m. spot. “Show Business” was 
down to 8, while “Fireside” 
dropped slightly to 22.6. 

The film division reports that 
“Victory at Sea,” repeating in New 
York, which previously saw its 
network run, has enabled WNBT, 
New York, to overcome the Tues- 
day 7 p.m., EST, rating dominance 
of WCBS-TV for the first time in 
two and one-half years. The files 
at NBC film are bulging with case 
histories of this sort. 

“Badge 714” has been sold to 
Pure Oil Co. (Leo Burnett Co.) in 
26 markets and to Charles Antell 
Inc. (Kastor, Farrell, Chesley & 
Clifford) for 11. Altogether, this 
film has been sold in 107 markets 
and is running in 54. 


® Best-selling NBC film property 
is “Dangerous Assignment,” sold 
in 139 markets, now running in 56 
and about to start in 32. Next in 
line as of mid-November: “Hopa- 
long Cassidy,” sold in 130, run- 
ning in 39 and set to start in 28; 
“Douglas Fairbanks Presents,” 
sold in 108, running in 44 and com- 
ing in 35; “Victory at Sea,” sold 
in 72, running in 40 and coming in 
32; “Captured” (formerly “Gang- 
busters’), sold in 68, running in 
31 and coming in 37. 

Beer is the product category 
turning up most frequently on this 
distributor’s sponsor list, which 
ranges from a mortuary for “Watch 
the World” in San Diego to a toy 
shop for “Hopalong Cassidy” in 
Boise and a music salon for “Badge 
714” in West Palm Beach. The 
salesmen have noticed that “Hop- 
along Cassidy” has a special mag- 
netism for companies selling milk, 
bread and other food products. 


ws There must be some connection 
between cowboys and hunger. Food 
products provide a major part of 
the backing for CBS Television’s 
two filmed westerns, Gene Autry 
and “Range Rider.” A syndicated 
series in  non-network-covered 
areas, Autry’s show, which is 
priced from $50 to $2,000, is spon- 
sored by Quality Bakers in 13 
markets, William Wrigley Jr. Co. 
in 12 and Red Dot potato chips in 
7. The show is sold in about 87 
markets. 

“Range Rider” is a Langendorf 
Baking attraction in 11 markets; 
five other bakers carry it on a few 
stations. Priced from $40 to $1,500, 
it is carried in 89 markets. 

Other programs distributed by 
CBS Television include: “Amos ’n’ 
Andy,” sold in 56 markets at $100 


to $4,000; “Files of Jeffrey Jones,” 
in 55 markets, from $40 to $1,500; | 
“Art Linkletter and the Kids,” 44. 
markets, from $40 to $900, and) 
“Crown Theater,” 41 markets, 
from $70 to $3,000. 


= Most recent network to make a) 
bid for a share of the film distrib- 
ution loot is the American Broad- 
casting Co. A new department, un- 
der George Shupert, has acquired 
two series—‘Racket Squad” (last 
year’s summer replacement for “I 
Love Lucy”) and “The Playhouse” 
(re-runs of the “Schlitz Playhouse 
of Stars”). 

The crime-busting drama was 
sold in more than 28 markets a few 
days after it became available. As 
this was written, “The Playhouse” 
was not being peddled in individ- 
ual markets, pending completion of 
a regional contract for several sta- 
tions. 

There are scores of independent 
companies bidding for a share of 
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TV Homes in the U.S., 1953 


(In Thousands) 
Total TV Homes—23,930,000 
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+ The Housewives’ Protective League *Starlite Salute 


In the rich San Francisco Bay Area, these KCBS local’ 
personalities spell success for any campaign. For eight of 
the top ten local daily participating shows are on 
KCBS* What’s more, 50,000-watt kcBS commands the 


largest average total-week share of audience, month after 


month!* To put the stamp of success on your sales 
efforts in the Bay Area, ask us or CBS Radio Spot Sales 
for participating program availabilities today. 


Source: Pulse of San Francisco *January—August 1963 *January 1961—August 1953 
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the tv film production and distrib- | quizing in her boudoir. The award 
ution business. Five regular net- committee described it as “ex- 
work series are now being shot on tremely creative, conveying an air 
the lot of Desilu Productions in of daintiness and complete assur- 


Hollywood. 


ance. It creates a desire to be con- 


\fident and dainty rather than) 


s Guild Films’ hard work on the 
“Liberace” series has paid off 
with sales in more than 100 mar- 
kets. Motion Pictures for Televi- 
sion thinks it has three sure bets 
in “Duffy’s Tavern,” “Flash Gor- 
don” and Drew Pearson and has 
launched a sizable promotion cam- 
paign to give them a fast sendoff. 

And there are numerous others. | 
Fact is, the program manager of 
any tv station you can mention is 
probably convinced that the only 
people in the country who don’t 
have a television film for sale are 
those who are peddling “live” 
packages. 


High Cost of TV 
Was a ‘Blessing’ 
for Lehn & Fink 


(Continued from Page 37) 
and Imogene Coca, during the 
1951-52 and ’52-’53 seasons. Ly- 
sol disinfectant, Hinds honey and 
almond cream, and Etiquet de- 
odorant were featured. 


ws Last September, Lehn & Fink 
started its current spot tv cam- 
paign in 60 markets, augmented 
with a spot radio campaign in 45 
markets. 

The radio campaign is concen- 
trated mostly in the Southwest 
and Southeast, where television 
penetration is not as heavy as in 
other sections of the country. 

“It is planned to continue these 
television and radio spot cam- 
paigns on a 12 month basis,” Mr. 
Hausberg said, “and they are be- 
ing done at a total cost of approxi- 
mately that spent for the network 
tv show. These spot campaigns 
feature the same products that 
were carried on the ‘Show of 
Shows.’ 


a “During the first six months of 
1954,” he added, “Lehn & Fink will 
continue the spot television and 
radio campaigns now running. But 
we anticipate adding a few mar- 
kets and we also hope to develop 
heavier concentration in certain 
markets now being used.” 

Both L&F’s Etiquet and Hinds 
commercials are based on exten- 
sive motivation studies. “They 
have proved effective,’ Mr. Haus- 
berg said, “research-wise and 


sales-wise. In addition, both won 
awards in the 1953 Art Directors 
Club ‘sweepstakes.’ ” 


= These awards were made last | 
May by the Art Directors Club of | 
New York. L&F took two of the 
twelve awards made for tv Com | 
mercials. 

“Both commercials,” Mr. Haus- | 
berg pointed out, “were developed 
as a result of extensive research 
into the motivation of purchases 
of such products. Research indi- 
cated the importance of a luxuri-| 
ous feminine feeling as atmos- 
phere, and the necessity of stress- 
ing the confidence which use of 
such products inspires.” 

The winning Hinds commercial 
opens with falling flower petals 
to create a so-called feminine at- | 
mosphere and to spell out the) 
name of the product before show- | 
ing the product in use. The award | 
committee found this device “had | 
excellent remembrance value and | 
afforded a tasteful product dis- 
play.” In subsequent scenes show-— 
ing mother and child using Hinds, 
commendation was given to the 
“excellent human touch.” 


s The Etiquet deodorant commer- 
cial features a young girl solilo- 


arousing a fear of the result of not | 
using the product. This is a true, | 
positive selling approach.” 


es It may be of interest to note, 
Mr. Hausberg told AA, “that we 
experimented with both tv and ra- 
dio spots before we made our final 
decision to leave the ‘Show of 
Shows.’ During the summer of ’52 
we ran spot advertising in south- 
ern markets that had not been 
covered by the network show. In- 
stead of being a letdown or an 
anti-climax after the network 
show, the campaign went over 
with a bang. Our salesmen par- 
ticularly were delighted and en- 
thusiastic, because the spot cam- 
paign was localized and took on 
the character of local advertising. 
The pay-off was that our sales in- 


PRODUCT NAME IN PETALS—Softly falling petals to form a product name are used 

in tv commercials by Lehn & Fink for Hinds. Research checks indicate this commer- 

cial has a high remembrance value, the company says. It also won an award last 

spring in the Art Directors Club of New York competition for tv commercials. Mc- 
Cann-Erickson is the agency. 


creased substantially.” 
Lehn & Fink augments its tv and radio. 
and radio advertising for Lysol | Lennen & Newell handles 


advertising for Hinds and Etiquet’ Cann-Erickson. 


is concentrated exclusively in tv 


all 
with a continuous schedule in|Lysol advertising, while Hinds 
about 23 national magazines. But| and Etiquet are handled by Mc- 
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Ford Promotes Brown in PR 

Holmes Brown, for more than a 
year on special assignments for 
the sales and advertising staff of 
Ford Motor Co., Detroit, has been 
promoted to manager of public re- 
lations for the Ford division. Mr. 
Brown succeeds Jack Clarke, who 
has been named manager of public 
/communications of the company’s 
|central staff. 


To Name Music Ad Winner 
The fourth annual advertising 
awards competition sponsored by 
the American Music Conference 
| will close Jan. 20. Awards are for 
‘the most effective use of music 
'themes in non-music ads. Entries 
‘should be sent to the American 
, Music Conference, c/o Philip Lesly 
_Co., 100 W. Monroe St., Chicago 3. 


Norcor Appoints Hibshman 
Howard W. Hibshman, previ- 
_ously assistant to the general sales 
|manager of Bigelow-Sanford Car- 
pet Co., has been named director 
of sales for Norcor Mfg. Co., Green 
Bay, Wis., manufacturer of school 
furniture and seating. 


WE’VE HIT THE TOP! 


With a TV Antenna 1000’ Above Average Terrain. 


Actual height 925’. That’s as high as 


Michigan market except Detroit. 


any in Michigan. 


Far higher than any commercial station in any 


We're Installing a 50,000 Watt RCA Transmitter. 


The 10,000 watt component is already installed and operating — 


delivering 100,000 watts, e.r.p., video and 50,000 watts, 


e.r.p., audio. That’s more power output than any other station 


in the area delivers or plans to deliver in the near future. 


But, full power of 316,000 watts, e.r.p., video and 158,000 


watts, e.r.p., audio is scheduled for February 1, 1954. 
A.T.&T. Relay Service Comes to Grand Rapids January 1, 1954. 


Schedule your advertising on WOOD-TV, Grand Rapids’ 


only television station. The Western Michigan station with top 


technical equipment, top local and network programming 


*p 


GRAND RAPIDS, 


Grandwood Broadcasting Company. 


NBC, Basic; ABC, CBS, DuMONT, Supplementary. 
Associated with WFBM-AM and TV, Indianapolis, 
WFODF, Flint, Mich., WEOA, Evansville, Ind. 


and the top market to go with them.* 


WwoOoD-TVE 


MICHIGAN 


rimary service, too, to Western Michigan’s most populated area 


including Muskegon, Lansing, Battle Creek and Kalamazoo. 


Reaches more people who have more and buy more 


Ind., 
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American Airlines Likes Listener 
Response to 53 -Hour Late Night Show 


New York, Dec. 3—It begins to 
look as if American Airlines has 
come up with a winner in its “Mu- 
sic ’til Dawn” offering of “good 
music, news and weather reports” 
on five CBS wholly-owned sta- 
tions and a partly-owned affiliate. 

“The show has drawn a bigger 
response than anything we've tried 
ad-wise in years,” James A. Dear- 
born, director of advertising, told 
AA. He said that though the air- 
line’s disc jockeys were instructed 
to discourage letter writing by lis- 
teners (until the program had run 
through a shakedown period), 
more than 1,000 letters have been 
received since the show started 
in mid-April. 


s A breakdown of these mis- 
sives shows overwhelming ac- 
ceptance of the midnight-to 5:30 
a.m, stanza: 


Favorable Letters Unfavorable Letters 
TEE acne TS TE sans. FF 
Announcers . 126 Announcers... 14 
Commercials . 73 Commercials . 19 


TOTAL .... 045 TOTAL ........ 60 


Mr. Dearborn said American 
plans to stage a “request week” 
some time after the first of the 
year, and will then urge listeners 
to write in and ask for a playing of 
their favorite musical numbers. 

“In that way we’ll be able to 
determine pretty well the cover- 
age of the six stations, as well as 
the reaction of our audiences,” he 
said. 

The six stations—WCBS, New 
York; WTOP, Washington (CBS 
affiliate); WEEI, Boston; KNX, 
Los Angeles; WBBM, Chicago, and 
KCBS, San Francisco—are in lo- 
cations which provide American 
with the bulk of its business. These 
cities, plus Detroit and the Dallas- 
Ft. Worth area, account for per- 
haps 75% of American’s business. 


# When American bought the CBS 


stations through Ruthrauff & Ry- 
an, for about $2,500,000 (includ-| 
ing time and talent) for a three- | 
year period, the company voted | 
an extra ad appropriation for the | 
purpose. The success of the post- | 
midnight effort has been such, 
however, that the extra appropria- 
tion business may not continue. 

“We will stay in print,” said Mr. 
Dearborn, “but we may divert| 
some print money to boost the ra- 
dio budget.” 

He explained that the public re- 
action, mirrored in letters, will de- 
termine the airline’s future radio 
buys. At present, American is run- 
ning a spot announcement drive 
in nine cities (15 spots a week in 
each) for its air coach travel. It 
could be that extra radio money 
would be used to expand this cov- 
erage. 


#® American’s commercials on 
“Music ’til Dawn” now average | 
five an hour—27 in a five and-a- 
half-hour span. At the start, there 
were four an hour; later it went to 
six. They usually run 80 to 120) 
words—less than a minute—each. | 
About 75% sell “destination,” like | 


the New York to Chicago run, | 


while 25% are “national” pitches, 
pushing the family-fare plan, for 
instance, or air cargo, or a new 
model plane. 

The music is a calculated mix- 
ture of semi-classical, classical and 
established popular pieces. A re- 
cent broadcast offered the follow- 
ing: Cole Porter’s “What Is This 
Thing Called Love?,” the second 
movement of Schubert’s “Unfin- 
ished Symphony,” “Intermezzo— 
Cavalleria Rusticana,” “In the Still 
of the Night,” and “The Young 
Prince and the Young Princess” 
from Rimsky-Korsakov’s “Sche- 


herazade.” 

With research indicating that 
about two billion “commercial im- 
pressions” will be made by Amer- 
ican in the 30,000 broadcast hours 
it has in the three-year period, Mr. 
Dearborn figures that his company 


will be well along to capturing an 
increased share of the widening 
flight-travel market. 


‘Greenwich Time’ Names A.M. 
J. D. Chamberlain, formerly as- 
sociated with the Union, Spring- 
field, Mass., has been named ad- 
vertising manager of Time, Green- 
wich, Conn. Mr. Chamberlain suc- 
ceeds John B. Gralton, who has 
joined the advertising staff of 
the Boston. Post. Robert Unge- 
mack will become assistant ad- 
vertising manager of Time. 
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1949, has resigned, effective Dec. 


Thomas Appoints Robert Orr 


S. B. Thomas Inc., Long Island 
City, N. Y., has named Robert W. 
Orr & Associates, New York, to 
handle advertising for all Thomas 
bakery products. The account was 
formerly handled by John Stanton 
& Son, New York. 


Andrews Leaves Maxon Inc. 

S. James Andrews, assistant to 
the president in charge of televi- 
sion and radio for Maxon Inc., New 
York, Detroit and Chicago, since 


31. His future plans have not yet 
been announced. 


"Weekend Picture’ Adds ‘Star’ 

The Daily Star, Sudbury, Ont., 
on Feb. 13 will begin carrying 
Weekend Picture Magazine, Mont- 
real. Weekend is now carried by 
22 newspapers. 


Magazine Changes Agency 
Country Gentleman has switched 

its account from Lamb & Keen, 

Philadelphia, to Young & Rubicam. 
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Advertising Age, December 7, 1953 


KBID-TV, Fresno, to Bow 


John Poole Broadcasting Co. has 
been assigned the call letters 
KBID-TV for its Fresno, Cal., tv 
station, which is scheduled to be- 
gin operations in early December. 


The company also is building) 


KBIC-TV in Los Angeles, which 
will open early in 1954. 


FCC Okays Marinette TV 


The Federal Communications 
Commission has authorized M&M 
Broadcasting Co., Marinette, Wis., 


to build a tv station for operation 

on v.h.f. Channel 11. The company 

owns radio stations WMAM in 

—* and WESK, Escanaba, 
ich. 


Store Events Boosts Leipzig 
Stanley Leipzig, who has han- 
'dled public relations for Store 


promoted to v.p. in charge of store 
relations. Mr. Leipzig will continue 
to supervise field publicity in ad- 
— to his new administrative 
tasks. 


Events Inc., New York, has been) 


Broadcast Research Goes Full Year 
Without Having a Major Flare-Up 


New York, Dec. 2—The broad-; headed by Dr. E. L. Deckinger of 
‘east research business passed an|the Biow Co. It was hoped that 
unusually quiet year in 1953. this committee’s report might cut 

A year ago, the white hope in|through the murk of argument 
the recurrent ratings controversy|over the validity of the various 
was the special Advertising Re-|methods, and set up a basis for 
search Foundation sub-committee! judgment. 


Lowes eh 


71 


It still may, but in the inter- 
vening year the time for delivery 
of the sub-committee’s report has 
been postponed twice, and the out- 
look now is for some time in the 
first quarter of next year. 


# In fact, the early part of next 
year promises some interesting re- 
search developments: A. C. Niel- 
sen Co. expects to present new 
figures on tv set ownership, both 
u.h.f. and v.h.f., some time after 
Jan. 1, and later in the spring will 
present a new survey on am radio 
and tv station and network cover- 
age. The set survey will be the 
first since May, 1952. 


Standard Audit & Measurement 


r? |Services postponed its scheduled 


l|second study of radio and tv sta- 
ition circulation, 
‘have been made in 1954, because 
| of lack of subscriber interest. 


which was to 


s During the year, Nielsen re- 


| leased a report on all types of ra- 
'dio non-home listening, and as- 
| sessed its contribution to the over- 


| all coverage of the medium, and at 


mid-year announced that the Na- 


| tional Nielsen Radio Index would 
| thereafter measure more multiple- 
|radio homes. 


The change in the service was 


i|}made possible by an engineering 


| development called multiple-re- 


| ceiver metering, which let a single 


|Audimeter measure as many as 


| four radio and tv receivers at once. 


| 


| Both non-home and multiple- 


set listening had been of primary 
concern to the radio industry as 
it battled the inroads of tv. 


# In 1953, the most controversial 
|piece of research was made not 
|by a broadcaster or a broadcast 
|rating service, but by an eminent 
| researcher in behalf of a magazine. 
The researcher was Alfred Politz; 
the sponsor of the research was 
Life, and the findings purported 
to show that Life built a larger 
cumulative audience than selected 
network tv programs. 

The response from the broad- 
casting industry was a howl of 
indignation; the biggest complaint 
was based, not on methodology, 
but on the violation of what broad- 
casting men called common sense. 

They insisted that the audience 
of a program broadcast once a 
week is not comparable to the 
total audience of an entire weekly 
magazine. They argued that, in 
order to get strictly comparable 
data, the cumulative audience of 
a network for a week would have 
to be compared with the cumula- 
tive audience of a magazine. 

As the year draws to a close, 
Life is still merrily pushing its 
cumulative audience study, and tv 
is booming right along. 


a Another research controversy 
was started when Daniel Starch 
& Staff released a tv commercial 
“noting” study comparing televi- 
sion with magazine color ads. On 
the basis of a six-month study 
Starch reported that the average 
commercial on the average night- 
time network program surveyed 
was “noted” by 41% of the audi- 
ence. This figure, Jack Boyle of 
Starch pointed out, falls very close 
to the 40% “noting” level for a 
four-color page magazine ad. 

Hugh Beville, research director 
of NBC, immediately complained 
that “there is no relationship be- 
tween the Starch tv ‘identification’ 
figures, which should not be called 
noting, and Starch magazine ‘no- 
ting.’ These are strictly non-com- 
parable measurements.” 


Harrison Adds Account 


Lester Harrison Inc., New York, 
has been named to handle adver- 
tising for Foreign Advisory Serv- 
ice Corp., Princess Anne, Md., 
U. S. representative for a number 
of foreign makers of china, ceram- 
ic, pewter, stainless steel and iron 
table and dinnerware. Consumer 
publications, trade and direct mail 

will be used 
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S t P d B d | came through play-by-play recrea-| The Justice Department has in-| are willing to put up several mil- be 
por S romoters an Toa casters tion of baseball games through dicated that it will file similar lion dollars for a program not too ' 7 
wire reports. suits against college football, pro- different from others offered by tel 
. aa | fessional boxing, and perhaps | other stations at the same time. ‘ tu 
Weigh Impact of Pro Football Decision s Pro baseball] had other legal baseball if it wins the NFL case.| Once again this year, as in the pe 
innings this year when Sen. Ed- National Collegiate Athletic! past, some colleges, especially the .- 
ie ; /win C. Johnson (D., Colo.), who Assn. blackout rules were relaxed smaller schools, took issue with $3 
Court Ruling May Affect a ge rg ae Cesena | Gavtans as president of the West- slightly this year, but the lid may NCAA’s dictum that tv hurts the aii 
reserve clause. e cou real- ern League, introduced a bill to’ go on harder in 1954. Televised) gate. The insurgent attitude was i 
Broad TV Ban Imposed by firmed that baseball is a sport, exempt baseball from anti-trust games were not banned in cities| expressed by eae Forest (IIl.) om 
NCAA on College Footbal] "°t 4 business, as far as its rela- laws. How this was to jibe with where the games were played, but| athletic director Johnny Breen, ¥ of 
tions with players are concerned.|the 1922 Supreme Court decision the number of televised games was who said, “Television doesn’t hurt & Gi 
Curcaco, Dec. 2—Stay-at-h ons | Perhaps only the Supreme Court,' was not explained. restricted to 11, plus partial video us; small schools have their own 4 sti 
fans are wondering who has the ° Congress, can decide finally if/ The senator sought to enable coverage of eight others. | followings and our alumni, stu- pe 
ball now that the federal court has| interstate television can negotiate the sport—or business—operators| General Motors picked up the dents and friends will show up at ie 
blown the whistle on the National | directly with professional and non- | to agree that no outside team shall $3,500,000 tab and was given prior- our games no matter what is being 
Football League. professional sports teams a eee rights in the home ity to sponsor additional local cov- | televised.” n 
Judge Alan K. Grim’s ruling last subjecting the teams to organiza- territory of another team unless erage. The extra games included; The Iilinois legislature got into a 
month (AA, Nov. 12) that the NFL tion sanctions. |the local team gives its assent. sell-outs, small college contests | the fracas, too, with a bill to com- 4 
can restrict pro football telecasts| The principle of unrestricted | Sen. Johnson long has blamed | and others that NCAA considered pel the University of Illinois to - 
only in areas where other league | radiocasting would appear to favor | major league broadcasts as a rea-/ as no threat to games in the area. permit sponsored telecasts of its . = tis 
games are being played is by far Mr. McLendon’s $12,000,000 suit. | son for the failing financial health | games. The bill died when Doug - 
the year’s most significant devel- He seeks triple damages from 13 | of the minor leagues. Early this » There are indications that this Mills, Illini athletic director, in- te 
opment in the sports-tv picture. major league baseball teams on | year he was aroused by ABC-TV’s | policy may not continue next year. formed the legislators that passage i th 
Either the NFL or the Justice grounds that they refused him ac-| proposal for a nationwide baseball NCAA officials admit there is no would mean Illinois would be out ¢ nt 
Department—which filed the anti- | cess to the parks, although Liberty “game of the week.” His bill died | limit to the number of games that | of the Big 10 and out of the NCAA. a 
trust suit two years ago—may ap- had bid higher for radio rights | when broadcasters jumped on it | could compete locally with the big | s 
peal the Philadelphia decision to than any other broadcaster. A ma- with both feet after it cleared the | game of the week. This raises the # The cost squeeze showed up in , 
the Supreme Court after Judge jor portion of Liberty’s income interstate commerce committee. | question of how many advertisers air coverage of racing, all for the ” 


Grim makes a final ruling defining | 
what the league can and cannot do. | 
If it stands, the edict will have 
profound effects upon: 

1. The battle between telecast- 
ers and the National Collegiate 
Athletic Assn. over college football 
blackouts. 

2. Similar restrictions affecting 
professional baseball. 

3. Gordon McLendon’s $12,000,- 
000 suit against major league base- 
ball. The head of the defunct Lib- 
erty Broadcasting System contends 
that club owners killed LBS by 
restricting his “right” to recreate 
major league games. 


ws Closely linked to the anti-trust 
suit is the future of subscription 
and theater television. Both look 
upon sports telecasts as major 
money makers. Theater tv picked 
up more houses and more coin 
this year. Pay-as-you-see video 
started commercial operations in| 
Palm Springs, Cal., last week, de- 
spite the fact that Federal Com- 
munications Commission hearings 
on similar plans have dragged out 


for some time. 


The government won only a 
partial victory in Philadelphia. 
Judge Grim also ruled that it is 
“reasonable” restraint for NFL 
members to prevent telecasts of 
the home team’s game when it 
plays in its own bailiwick. 


But he called a foul on league} 


regulations that ban _ televised 
games when the squad is on the 
road. Also, radio coverage may not 
be prevented, whether the team 
is home or away, he ruled. 


a Justice Department attorneys say 
they are content that the major 
point of their case stood up. The 
question of whether athletes are 
engaged in interstate commerce is 
insignificant, they say, since broad- 
casts of games were held to be an 
interstate matter. 

NFL Commissioner Bert Bell 
also is confident. Before the pre- 
liminary ruling he told New York 
sports writers that he will win the 
suit and that the league will con- 
tinue “to protect our home gate” 
by barring tv where the game is 
played. 

He did have a good word for tv, 
though. He credited out-of-town 
television with providing the mon- 
ey that “helps keep the player 
salaries up.” Wages have increased 
400% in 10 years, Mr. Bell added. 

This view contradicts the NFL 
brief filed with Judge Grim last 
July. The 92-page document as- 
serted that football receipts from 
radio and tv are “relatively insig- 
nificant.” This sum was defined 
by NFL as 4% over a five-year 
period. 


s The Philadelphia ruling prob- 
ably will wind up in the Supreme 
Court. The same week that Judge 
Grim announced his preliminary 


decision, the high court upheld a 
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Thrilling starlit dramas for every member of the family! 


Now—from the current Schlitz Playhouse of Stars 
series, 26 half hours that sparkle with box-office 
favorites like Joan Caulfield, Peggy Ann Garner, 
Preston Foster, Maureen O’Sullivan. And what 
wonderful stories! By Somerset Maugham, F. Scott 
Fitzgerald, Thomas W. Phipps, and many othe 
‘“‘greats.”” A tried-and-proven way for the smart 
advertiser to win big audiences, week after week! 
Just how big is evident from these local ratings.” 


CAULFIELD 


wt, 


A 


MAUREEN 
O'SULLIVAN St. Louis ...... 41.5 
Chicago coccce seen 


Seattle ....... 48.0 


Boston ..++e+++ 32.8 
Dayton....... 30.5 
Minneapolis ... 29.5 


Use these faces to launch a sales campaign! 


PEGGY Top stars appear regularly on THE PLAYHOUSE. 


ANN 
GARNER 


>. 
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better as it turned out. Gillette| reported that three of the five|dealers and salesmen to 40 cities. 
Co. turned down CBS radio and Notre Dame home football games 
television broadcasts of the Ken- | fed to theaters via closed circuit | sports-tv field is a firm organized 
tucky Derby, Preakness and Bel- tv played to full houses. The other in the last few months by Cappel, 
mont classics when the price was two filled three-fourths of the the- | MacDonald & Co., Dayton sales 
too high for its budget, reportedly | aters, BOT said. 


$360,000. 


About 100 movie houses are} 


Another newcomer 


‘incentive firm. It bowed in late 
October offering bouts arranged 


Gillette later reconsidered and |equipped for television projection, | by the International Boxing Guild, 


bought the Derby when Churchil 


‘according to BOT. The company | 


a group of managers and boxers 


Downs lowered the price. Instead rents equipment to other opera- trying to break the International 


Gillette bought ten less publicized high cost of fitting out a theater. 


stakes. CBS then sold the two big | 


International Telemeter 


events to Schick, a Gillette com- Globetrotters’ New York appear- when the Palm Springs city coun- 


petitor. 


past 12 months. Theater Network | 
“Carmen” | 
Metropolitan Opera. 
House last December was an ar- 
tistic success, but so-so as a mon- 
ey maker. On the other hand, the- 
ater owners report that the houses 


Television’s videoed 


fromthe 


to the) 


| 
| 


casts. 

Telemeter’s coin box version of 
pay-as-you-see tv bowed last Sat- 
urday with a surprise telecast of 


the Notre Dame-Southern Cali- 


fornia football game. 


The football telecast was in ad-— 
dition to the telecast of the pre-. 
miere of a motion picture from a 
Palm Springs theater. The foot-. 
of the Preakness and Belmont, tors who hesitate to gamble onthe Boxing Club’s virtual monopoly. | ball game was available to the 70-. 


Corp.| plus subscribers at $1; the picture. 
BOT plans to cover the Harlem broke into the news last spring was priced at $1.35. 


Other motion pictures will be, 


_ances and also—if it can get cil granted it a 50-year franchise to available via Telemeter as they 
Theater television boomed in the the rights—boxing matches next bring Los Angeles telecasts to the | are shown at the local theater. All 


‘circuit service for sales and pro- | 
motion meetings. 


= Box Office Television is the 
third company to enter the field 
| of using closed circuit tv to con- 


that televised the three major box- duct business meetings. Last year 


ing matches last summer grossed 


a 90% profit. 


= Box Office Television, 


com- 
pleting its first year’s operation, 


‘Theater Network Television car- 
ried a session of James Lees & 
Sons to 15 cities, and Teleconfer- | 


‘rect reception. 


| 


‘year. It also will push its closed | city, where mountains block di- | but one of the major studios re- 


‘portedly have okayed the showing | 
‘of their films over pay-as-you-see 


'a International Telemeter erected | closed circuit. 


a special antenna on a mountain | 


' 


on the outskirts of Palm Springs,| # Meanwhile, Zenith Radio Corp., 
and also a distribution net of co-| which pioneered subscription tv 
axial cables. Charges are made for | with its Phonevision, and Skia- 
connections to the cable and for|tron Corp. awaited the FCC’s hear- | 


monthly service. 


Feeding programs via cable by- of subscriber tv. Operators of u.h.f. | 
ence distributed a meeting of Ben-| passes FCC’s ban on charging. also have asked to be permitted to. 
dix home appliance distributors, | audiences for radio or tv broad- switch to pay-as-you-see where. 


ing of their petitions for an okay 


REED HADLEY 
(Captain Braddock of “Racket Squad”) 


This is the TV film series that zoomed into a 45.3 Nielsen rating (Aug. 1953) 


—the nation’s Number One show! It’s based on actual cases from the files 
of police confidence and racket squads. Each half-hour show is an action- 
packed chapter in the annals of rackets and ‘“‘confidence games” that could 
a real buy for advertisers looking 
for quick, profitable sales. Here’s how RACKET SQUAD rates locally:* 


victimize you. Big public-service appeal .. . 


*Rating Source: Telepulse, December 1952 


Cleveland e*eeee#8eee. 37.5 
New York....... 28.5 
New Orleans .... 42.5 


Chicago ........- 30.4 
Toledo .........- 56.0 
Pittsburgh ...... 46.3 
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established  v.h.f. 
‘too stiff. 

An exponent of subscriber tv, 
Sidney W. Dean Jr., McCann- 
Erickson v.p., declared in Septem- 
‘ber, “People who want better pro- 
grams do not realize that advertis- 
ing alone cannot begin to pay for 
the gigantic costs of supporting the 
high-class recreational, informa- 
'tion and educational services they 
are clamoring for.” 
| Color tv production costs will 
increase the need for subscription 
tv, he said. 

“All of these wonderful uses of 
| television, including exclusive 
spectacles, education, color, full- 
screen projection and 3-D can be- 
/come possible if the public makes 
clear its wants and its willingness 
to pay,” he asserted. “The year 
| 1954 will be the time of decision 
_for television as a public service.” 


competition is 


} 


‘Idort' Names U. S. Rep 

Idort, business and industrial 
/'management publication of the 
Brazilian Institute of Management, 
|\Sao Paulo, has named Hamilton 
| Wright Organization, New York, 
ito represent it in the U.S. This is 
the first time the magazine has had 
a U.S. representative since it began 
publication in 1932. It will enlarge 
‘its format to 100 pages with its 
January issue. 


| Iasues Color Blending Book 

A specimen book illustrating a 
/new blending system with new col- 
ors for r.o.p. color advertising has 
been issued by Geo. H. Morrili Co., 
a division of the Sun Chemical 
Corp., Long Island City, N.Y. 
Three process colors, 12 standard 
|'base colors and 40 blends are 
shown, each with an indication of 
screen values. 


Unit Wash Names LaFond 

Unit Wash Corp., Plainville, 
Conn., has named Richard LaFond 
Advertising, New York, to handle 
its advertising and public rela- 
tions. The company makes dry 
cleaning and laundry machinery. 
Trade media and direct mail will 
be used. 


Somnyl Names Tracy, Kent 

Somnyl Pharmacal Corp. of 
America, New York, maker of Nu- 
Pax, a sedative, has appointed 
Tracy, Kent & Co., New York, to 
handle its advertising. 


Federal Tool Names Auwarter 


W. R. Auwarter, formerly with 
the sales department of American 
Coating Mills, has been appointed 
sales manager of the packaging di- 
vision of Federal Tool Corp., Chi- 
cago. 


HERE WE GO ROUND 
THE MULBERRY BUSH 


1 the mulberry bush—the mul- 
berry bush 

1, Here we go round the mulberry 
¥ bush 

SO EARLY IN THE MORNING! 


The KMBC-KFRM Team is 
looking under every “Mulberry 
bush” in the great Kansas City 
Primary Trade Area in behalf 
of its advertisers! 


If your product or service 
needs to be brought out from 
under the bushes where people 
can buy it, call KMBC-KFRM, 

__ Kansas City, or your nearest 

m™ Free & Peters office, for 

<# availabilities on The 
KMBC-KFRM Team. 


The folks in the Heart of 
America won't bother 

to beat the bushes for 
your product. Today 
they are buying the 
things they hear about 
on the radio station they 
listen to most... 


ees Zs 7 tee rr Seeing. SRC te aN eae 55 EF : as oe £5 iy: J > ee ;* 
Poe = eee RE ee ey aaa e os eee aS, eee ei ele Meta! frente. er ne ae paeeene Soeur ar ag eae Rg dG KS ery ee ee 
ee ae oe ee eee WE TN Re ON a ee i EDs ata Se ee 
73 
CO 
£ . 
{ 
F | 
| PO 
gee 
' Peat ia 
we Sake 
OT ST NERY RE TF EE ET! oe te 
: 2 eee 
fe “ oe ee ce ee, cS eee Te ti aa -. 
ee ie: ‘ . 4 bith og 
so ae ery 3 a Ts ot. Rec ie 
fois BE ‘ ‘ : 3 ee i 5 geo 
fl OFFERED LOCALLY FOR THE FIRST T As ” 
co iP 7 7a ; " ‘ } : ai ity SS a : : oi 
et i i “pe Te aad, ! it \} | ae ig ES pe i } a0) Re 
Hii, a Tr ae Wty A i lll & 
ine” a ee dad lly “TH bee td re 
Ri ate 
ENSE! TIMELY! Peal oe aa 
Y ! TERRIEIC/ ernie: me 
mily! eee eee ee 
a 
Stars EO si 
rer, , eal VS CRIME mm _— eee om 
; vy. : , i” Tees 
what ' ‘ a oF, : OF THE : ~*~ : ie. Bie eich 
pa Nise Be . . oe ee 
Scott Me™. = ApvENTURES te ™ > ‘oe ee 
rk Ry ; ; P . . eae cee 
»the Ky jzZliN G a os sa" a a a 
ote ; 4 e.g eo 
mart 98 "ee o a” * ais Tear 
veek! pecese _ ee Vee 
ad gees a" Ke i ai x = ye Wy : : 
ngs.” Cher | we eee Vali 6 af 
pease re A Ma A Ng Z ica 
’ * @@@” o@ . er /, y, 4 4 ee 
25.2 ew i a : 
48.0 - vets oF 
. A, 
/ aus 
. 
EK | Y pe 
Bee eg 
a ee 
re) 
ee le it Ke 
— 7 peeeeecse B\y-.s ioe 
e sessesespeeseeseeeseeeeeeees 8 essesesseseeeese ei | ea | 
ee ‘4 ie | } : 
r | 
Ae i A LP eur te 
7 a ..KMBC,.5 
mN fc Te : 
. } — eum —— ; : 
cs | ; . : 
, PCCCCCE TC CC CEE SEESESEEECCEC CCS ee m= KEFRM 
: eee Seececes | t by | - 
, © RADIO FOR THE HEART OF awen® are 


74 


Private Broadcasters in Canada Get 14TV 
Permits; CBC Has Three Stations on Air 


Toronto, Dec. 2—Private broad- 
casters finally are beginning to get 
into the television act in Canada. 

Fourteen privately-owned tv 
stations have been authorized; two, 
CKSO-TV, Sudbury, Ont., and 
CFPL-TV, London, are on the air. 
However, for the most part these 
stations are in the smaller cities. 

Stations authorized for the big 
population centers—Montreal, 
Toronto, Ottawa, Vancouver, Win- 
nipeg and Halifax—will be owned 
and operated by the Canadian 
Broadcasting Corp. CBFT, Montre- 
al, and CBLT, Toronto, started 
telecasting in September, 1952. 
One other CBC station is on the 
air—CBOT, Ottawa. 


# CBC, which has a monopoly on 
network radio and presumably 
will enjoy the same status in net- 
work television, has been granted 
a second channel in Montreal. The 
government-owned corporation 
recommends—and its recommend- 
ation is virtually always followed 
—who shall be granted private 
video and radio licenses by the 
Minister of Transport. 

Several new stations are due to 
start operation late this year or 
early next. All the authorized sta- 
tions—21 as this story went to 
press—are expected on the air by 
the end of 1954. 

Television set sales for 1953 


have been erratic, ranging from 
an estimated 10,000 per month in 
June and July to 42,640 in Sep- 
tember. Set circulation claimed for 
the CBC stations as of Oct. 1 was 
Toronto, 236,000; Ottawa, 15,000; 
Montreal, 105,000. By Jan. 1, it is 
expected thmt one-eighth of Cana- 
da’s 3,870,000 homes will have tv. 

CBLT, Toronto, averages about 
9% hours of telecasting daily; the 
Montreal and Ottawa stations are 
on about 7% hours a day. Several 
sponsors of top NBC and CBS 
shows are including the Canadian 
stations in their coverage. ABC 
(“Kraft Theater”) and DuMont 
(Saturday night wrestling) each 
feed only one program to this 
country. 

CBC-produced shows and syn- 
dicated film packages from the 
U.S. also are attracting strong ad- 
vertiser support from leading ad- 
vertisers. 


® Canadians, who have been fear- 
ful of the influence of too much 
U.S. television on their culture, 
probably are delighted that the 
most popular show in the country 
is Canada’s own National Hockey 
League telecast on Saturday night. 
This program led the _ Elliott- 
Haynes teleratings for Toronto and 
Ottawa stations in October. How- 
ever, the runners-up were U.S. 
programs—Jackie Gleason in To- 


Jan. Radio 

Each Number of Homes 
Year Radio Homes Index 
1946 2,214,300* 100.00 
1947 2,800,000 126.45 
1948 2,870,400 129.63 
1949 3,247,600 146.67 

1950 3,275,000 147.90 
1951 3,375,000 152.42 
1952 3,454,000 155.99 
1953 3,582,000 161.77 


Advertising Age, December 7, 1953 


A Study of Canadian Kadio Rate Trends 


No. of Private Total Cost Average Cost Hour 

Commercial Station of 1 Hour of 1 Hour Cost 

AM Stations Index Class “A” Class “A” Index 
99 100.00 $6,027.50 $60.88 100.00 
109 110.10 $6,795.00 $62.34 102.40 
113 114.14 $7,208.00 $63.79 104.78 
120 121.21 $7,673.00 $63.94 105.03 
126 127.27 $8,177.00 $64.90 106.60 
132 133.53 $9,036.00 $68.45 112.43 
143 135.35 $9,726.08 $72.58 119.22 
135 136.36 $9,951.58 $73.71 121.07 


*Radio homes at end of the war. Production was resumed near the end of 1945, but only 47,027 sets were 
sold in that year. Source: Canadian Assn. of Broadcasters 


ronto and “Studio One” in Montre- 
al. 

In addition, several shows from 
WBEN-TV, Buffalo—which 
throws such a heavy signal 
throughout the Toronto area that 
Elliott-Haynes rates its programs 
along with those from the Toronto 
station—get excellent ratings in 
Canada. ; 


@ Though television is creating 
most of the excitement here be- 
cause of its newness, it has yet to 
cramp the style of radio. The 
Canadian Assn. of Broadcasters, 
whose membership is composed of 
private station operators, bubbles 
with optimism. Pat Freeman, di- 
rector of sales and research for the 
CAB, estimates that advertisers’ 
expenditures in Canadian radio— 
local, network and selective (spot) 


—will hit $40,000,000 this year. 


From lush, green North 
Dakota ranches and the 
booming Williston Basin 
oil development, an 
outpouring of fabulous 
new wealth and breath- 
taking expansion has 
caught the national spot- 
light. Last year, gross farm 
income topped $582 
million . . . bank deposits 
hit a record high of 
$614 million! Located in 
the heart of this top | 
bonanza, KFYR gives the 
nation's LARGEST area 
coverage—where 
coverage counts! 


KFYR.. 


@ Represented 
by JOHN BLAIR 


PINNESOTA 


aa sow’ 


Not ordinarily Son.> 
but thot KFYR-land 


has located athe Beart 
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This is an increase of nearly $10,- 
000,000 over 1952. 

Mr. Freeman points out that 
Canadians have bought 20% more 
radios during the first nine months 
of 1953 than they did during the 
corresponding period last year. 


s During the first nine months 
of this year, 682 national accounts 
were using airwaves advertising to 
sell their products. There currently 
are 25 commercial radio shows be- 
ing fed by U.S. networks to the 
CBC radio networks. The CBC re- 
ports that the “1953 sponsored 
picture in radio compares favor- 
ably with 1952; in fact, 1953 practi- 
cally parallels 1952 in both in- 
come and amount of commercial 
time sold.” 

The returns from spot radio—or 
“selective,” as it is called here— 
are equally encouraging. Many of 
the lineups for selective placed 
transcribed shows are more exten- 
sive than those for live network 
shows. And several of these spot 
attractions are among the most 
popular nighttime broadcasts in 
this country. 


# Among the national advertisers 
(not in order of money spent) who 
spent more than $100,000 in selec- 
tive radio for time only during 
1953: Lever Bros., Dominion Gov- 
ernment; Procter & Gamble; Kel- 
logg Co., Colgate-Palmolive; Ster- 
ling Drug Co.; General Foods; Im- 
perial Tobacco; Swift (Canadian) 


Co.; Canada Packers; S. C. Johnson 


Co., Robin Hood Flour Mills; 
Adams Brand Sales; Templeton, 
Ltd.; Salada Tea Co.; Bristol-My- 
ers Co.; Borden Co.; Carter Prod- 
ucts; Vick Chemical Co.; Miles 
Laboratories; G. T. Fulford; Peo- 
ples’ Credit Jewelers and the St. 
Lawrence Starch Co. 

In the main the story from here 
is a happy one, with tv beginning 
to spread its wings and radio con- 
tinuing to grow despite the new 
competition. 


Authorized TV Stations 


In Canada 

On Air Date 

(Approx.) 

*CBFT, Montreal ....Sept. 6, 1952 
*CBLT, Toronto ....Sept. 8, 1952 
*CBOT, Ottawa ...... June 2, 1953 
CKSO-TV, Sudbury .Oct. 31, 1953 
CFPL-TV, London ..Nov. 28, 1953 
*CBUT, Vancouver . .Dec. 15, 1953 
CKLW-TV, Windsor ...Jan., 1954 
CHCH-TV, Hamilton ..Feb., 1954 
CHSJ-TV, Saint John .Mar., 1954 
CJBR-TV, Rimouski ..April, 1954 
CFCM-TV, Quebec ..Summer, 1954 
CICB-TV, Sydney . .January, 1954 
CKCK-TV, Regina ...March, 1954 
*CBWT, Winnipeg __- 
Calgary Television Ltd. .Late 1954 


CFRN-TV, Edmonton ...Late 1954 
CKWS-TV, Kingston ..Late 1954 
Central Ontario Tele- 

vision, Kitchener ......Late 1954 


CFQC-TV, Saskatoon ..Late 1954 
*CBHT, Halifax ........ 
*CBMT, Montreal ....Early 1954 
*Owned and operated by Canadian 


_& Son; George Weston; Shell Oil 
| 


Broadcasting Corp. 


| 


Top-Rated Canadian TV Shows 


Source: Elliott-Haynes Ltd. 
October, 1953, by Stations 


Take a Chance (Canadian Chewing 


Wayne & Shuster (Christie Brown & 
Co., TC) 
C-G-E Show, (Canadian General 
Electric, DOM) 


French Evening Network Programs 


Chanson de Il’Escadrille (Dept. of 
Metropole (P&G) 


Un Homme et Son Peche (Lever) ........ 36.3 


National Defence)  ....cc.cccccsceeecereeee 26.0 


CBLT, Toronto Groucho Marx (DeSoto-Plymouth) .... 71.6 
National Hockey League TV Playhouse (Philco) ..........0scseeeeeeee 71.4 
(Imperial Esso) 54,1 | Godfrey & His Friends (Chester- 
Jackie Gleason Show (Schick) ............ 43.2| field, Pillsbury) 68.6 
Douglas Fairbanks Theater I Led Three Lives (Marine Trust) ........ 66.9 
(Blue Ribbon beer) CBFT, Montreal 
Red Feather Hockey National Hockey League 
G al Electric IGE, GOUD sastcincssnsentscsvivszesosenies 87.0 
_— Time 29.6 Studio One (Westinghouse) ............ 83.9 
IEE CIID cictictccasedeossecctesccesesees 83.1 
WBEN-TV, Buffale, in Toronto Area ‘Mit sen ee iaebuinssoseesopnenneses 82.5 
Letter to Loretta (P&G) 2.0.0... 770 Ford Theater 80.2 
Top-Rated Canadian Radio Programs 
Source: Elliott-Haynes Ltd. 
English Network and Selective Shows ,Tambour Battant (Dept. of National 
Evening, Oct. 4-10, 1953 Defence) 3.7 
Lux Radio Theatre (TC) .....cccccceceeeeees 22.0 Fou comme Brac (S. C. Johnson) ........ 21.7 
Our Miss Brooks (Colgate, DOM) ........ 21.6 Daytime, Oct. 19-24, 1953 
Amos ‘n’ Andy (Rexall, DOM) ............ 21.4) Ma Perkins (P&G, TC) crrsssssssesssseeseeeees 15.0 


Pepper Young's Family (P&G, TC) ........ 13.9 


Gum, SEL) 16.8) Right to Happiness (P&G, TC) ..........+. 13.5 
| Was a Communist for FBI (J. C. Eno, Aunt Lucy (Lever Bros., TC) ........cecsesseee 12.2 
SEL) 16.2 | Road of Life (P&G, TC) ..ccccccssessseesssvees 12.0 
Red Skelton (Kellogg, SEL) -! | Happy Gang (Colgate, Quaker Oats, 
Fun Parade (Lever, SEL) ........0sssseesveee TC) mG 
Great Gildersleeve (Kraft, DOM) ........ 15.2 | Life Can Be Beautiful (P&G, TC) ........ 11.6 
Godfrey's Talent Scouts (Lever, TC) ....15.2 | Laura Limited (Lever, TC) ccccc.cccseesseen 11.6 
Ford Theatre (DOM) .........-sssecssesesseeeen 14.3 | Rosemary (P&G, TC) ...ecccccccssssessssveeesenees 11.0 
Suspense (Electric Auto-Lite, DOM) ........ 14.0 | Stars over Hollywood (Carnation 
Denny Vaughan Show (Imperial PS 10.7 
Tobacco, SEL) 13.9 : 
The Tylers (Tomi, DOM) cccccssssesessee 13.8 en Satine Metned: Shove 


Les Joyeux Troubadours (Colgate, 

Quaker Oats) 
Je Vous Ai Tant Aime (Robin Hood 

Flour) ‘ 
Jeunesse Doree (Campbell Soup) ........ 
Francine Louvain (Lever) 
Rue Principale (P&G) 24.6 
Note: TC—Trans-Canada Network; DOM— 
Dominion Network; SEl—Selective. French 
programs listed are all on the French 
Quebec Network. 
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KOA, Denver, Eyes 
Newspaper Revenue 
With New Food Plan 


DENVER, Dec. 1—One area in 
which newspapers have had the 
edge on radio in chalking up ad- 
vertising revenue is retail food ad- 
vertising. 

Traditionally, food retailers have 
used newspaper space featuring 
strictly price copy, and now, with 
the growth of supermarket compe- 
tition, the chains have taken to 
pushing their own brands and 
emphasizing service, cleanliness, 
parking convenience, etc., instead 
of just price. 

Station KOA has developed a 
copyrighted and syndicated fea- 
ture, the KOA Food League, aimed 
at getting more food merchandis- 
ing into radio. Basically, the radio 
station has used the editorial sup- 
port technique used by printed 
media to condition its audience to 
food and food topics. 


ws This is how it works at KOA: | 

The station has set aside 10:15-| 
10:30 each morning for “The KOA | 
Food League Program.” It fea-! 
tures Connie Benac, who tells all 
about food, how to buy it, prepare 
it, serve and conserve it. Special 
diets, menus, shopping hints and 
interviews with food industry rep- 
resentatives help spark the pro- 
gram. And each week a different 
food product or group is featured. 
The program uses no brand names, 
and is not for sale. 

Evadna Hammersley devotes at 
least one-third of her daily half- | 
hour “Home Forum” program to 
talk about food, and each week 
features the KOA Food League 
special. 


ws If, for example, the special is 
canned corn, every day each pro- 
gram features the use of canned 
corn in food preparation. At least 
10 KOA editorial announcements 
urge the housewife to buy canned 
corn. Brand-name advertising 
schedules on KOA promote spe- 
cific brands of canned corn. Point 
of purchase displays in_ stores 
throughout the KOA _ coverage 
area feature canned corn. Retailer 
“shopper” ads in newspapers 
throughout the area feature canned 
corn. 

KOA will invest $100,000 during 
the first 52 weeks of the Food 
League campaign to insure its suc- 
cess. 

Before committing itself to this 
investment, the station tested it. 
Colby, Kan., an isolated area with 
one newspaper and one radio sta- 
tion, was selected as the testing 
ground. Controls were set up in 
eight food stores in and around 
Colby and KXXX conducted the 
on-the-air phase of the promotion. 


we Canned corn was selected as 
the product, since it was mid- 


summer, when sweet corn was 
coming on the market and canned 
corn sales were a bit slower than | 
usual. Radio alone was used in the 
test. Sales records were kept for 
three weeks; the first as a con- 
trol week, the second being the 
week of on-the-air promotions, 
and the third showing residual 
sales benefits. 

Sales increases of 60%, 72% and 
89% showed up in_ individual 
stores. Over-all sales were up 35% 
for the promotion week, 22% for 
the residual week. 

To implement the promotion 
there is a consumer panel of 50 to 
300 housewives, available to the 
food industry for a fast product 
acceptance test; a kitchen and 
bath survey conducted annually 
to determine home penetration of 
brands, and listener bulletins with 
recipes, menus and brand name 
recommendations for KOA-adver- 
tised products mailed each week 
to listeners requesting it. 


Advertising Age, December 7, 1953 


'Bellows Plans Pre-Holiday 


Drive for Its Bourbons 

Bellows & Co., New York, will | 
launch the largest pre-holiday ad 
drive in its history for its two) 
bourbon brands, Partners Choice) 
and U. S. Club, with b&w ads in 
200 newspapers, two-color news- 
paper ads in 20 additional markets | 
and full-color ads in Life and The 
New Yorker starting Dec. 7. 

In addition, 20 Negro publica- 
tions and 24-sheet posters in east- 
ern markets will be used as well 
as car cards in the New York 
metropolitan subway system. The 
brands will have special packaging 
and dealers will receive point of 
sale material. Benton & Bowles is 
the agency. 


Miller Joins Garfield Linn 


S. E. Miller, formerly production 
manager for Burlingame-Gross- 
man Advertising, Chicago, has 
been named to head the production 
department of Garfield Linn & Co., 
Chicago. The agency has been 
named to handle advertising for 
the home study division of the 
University of Chicago. Present 
plans include consumer magazines 
and direct mail. 


ARB Television Viewers Count 
Top Shows for November, 1953 


American Research Bureau 


All Viewers | 3 You Bet Your Life (DeSoto- 
Rank Program (000)| Plymouth, NBC) seseccessccs-.ccseses 
1 1 Love Lucy (Philip Morris, Toast of the Town (Lincoln- 
| a ee | Ba, GID: aitictintrttenisecivies 
| 2 Dragnet (Liggett & Myers, | 3S Pabst Bouts (CBS). cccccicicess..s 
NBC)  ceccsscseseree sscecrereesenseeeee 39,010 6 Colgate Comedy Hour (NBC) 
3 You Bet Your Life (DeSoto- | 7 Godfrey & His Friends 
Plymouth, NBC) .............00... 36,930 | (Several sponsors, CBS) ........ 
4 Toast of the Town (Lincoln- | 8 Your Show of Shows 
a | 32,940 (Several sponsors, NBC) ........ 
5 Colgate Comedy Hour (NBC) 31,050 9 TV Playhouse (Philco, Good- 
6 Godfrey & His Friends | year, NBC) 
(Several sponsors, CBS) ........ 29,790 10 Milton Berle (Buick, NBC) .... 
7 Milton Berle (Buick, NBC) ...... 29,020 | 
8 Jackie Gleason (Schick, | Women Viewers 
Sheaffer, Nescafe, CBS) ........ 27,200 | Rank Program 
9 Godfrey's Talent Scouts | 1 1 Love Lucy (Philip Morris, 
Cas GIRBD sarinccenssciscsiceeseve 26,800 pill ait Lap Salta na A 
10 TV Playhouse (Philco, Good- 2 Dragnet (Liggett & 
SOIT OID pintedetsssercsssseeisesexas 25,330 oe tae. Dice 
3 You Bet Your Life (DeSoto- 
Men Viewers Plymouth, NBC) ciscisscccccscesiore 
Rank Program (000); 4 Toast of the Town (Lincoln- 
1 Dragnet (Liggett & PP RTY, SIDR): cesssasirinsssiecsseonns 
oer 13,550; 5 Godfrey & His Friends 
2 | Love Lucy (Philip Morris, (Several sponsors, CBS) ........ 
SUD. bases darrithcgbctbes vicessescernsasiaie 12,460' 6 Godfrey's Talent Scouts 


(Lipton, CBS) 
7 Milton Berle (Buick, NBC) .... 
8 TV Playhouse (Philco, Good- 

POUT, PRBS) scrcitrcsrse:s asscssivstecainn 
9 Jackie Gleason (Schick, 

Sheaffer, Nescafe, CBS) ........ 


Ree Renee renee eneneenee 


10 Colgate Comedy Hour (NBC) 
12,270 Children Viewers 
Rank Program 
da es 1 1 Love Lucy (Philip Morris, 
9.760 CURED. ccinacosiscisnsaihsianlediiailebinctsctanes 
? 2 Colgate Comedy Hour (NBC) 
3. Howdy Doody (Several 
sts Sponsors, NBC) nccsrscossssisreserees 
8.850| 4 You Bet Your Life (DeSoto- 
: Phymeuttn, PBC)  ceccccsssesccsessess 
8.820. 5 Milton Berle (Buick, NBC) .... 
8.470. 6 Mr. Peepers (Reynolds, NBC) 
* 7 Dragnet (Liggett & 
Sapte, VED scoscccsmsstonescnnnies 
000 | 8 Jackie Gleason (Schick, 
( )| Sheaffer, Nescafe, CBS) ........ 
9 Ozzie & Harriet (Lambert, 
18,840 Hotpoint, ABC) cecccccsssccecscceess 
17,470 | 10 Stu Erwin (General Mills, 


ABC) 


eeeeIer OCS itt rrr 


16050 Group Appoints Arvedon 
14,580 Kenneth R. Arvedon has 


named executive secretary of the 
& Designers 


13,320 Exhibit Producers 
Assn., New York. 


75 


12,690 
12,280 


7,300 
7,280 


been 


All Southern California in 


e _—— 


Do it with KBIG, 


efficient way to reach the whole South- 
land direct from Catalina! 

Not just America’s Third Market 
(Los Angeles), or America’s 25th 


Market (San Diego) 


A total of over six million people, at a 


KBIG base hour rate of only $118. 
KBIG Does It Alone? Yes. KBIG’s 


, or America’s \ 
62nd Market (San Bernardino) —but \ 
all of them PLUS lots more in between. 


ONE GIANT ECONOMY PACKAGE 


MAKE THE WHOLE SALE 
AT A WHOLESALE RATE! 


the convenient, 


10,000-watt signal focuses all its \ 


strength on its market and wastes none 


out to sea. Booming across salt water 


(finest known conductor of radio 


waves). KBIG covers 


fornia’s mainland from Santa Barbara 
to Mexico. KBIG helps you to make 


Southern Cali- 


KBIG 


the Whole Sale. to all the Southland. 
at Wholesale Prices—as little as $9 a 


spot! One medium, one set of copy, 


one bill. 


Prove It To Yourself! Compare 


KBIG’s base hour rate 


($118) or base 


minute rate ($18) with any combina- 


tion of newspapers, outdoor, television 


or radio you need to get this same cov- 
erage. You'll see why KBIG is the BIG 
Buy. the best way to make the Whole 
Sale at the Wholesale Price. 


Availabilities Will Never Be 
Better! Call Meeker or us— get the 
whole KBIG story—and place your 


schedule on 


10,000 WATTS 
at 740 


STUDIOS IN AVALON 
AND HOLLYWOOD 


“~~ KBIG 


* Santa Barbara 


« Ventura 


+ Oxnard 


* Santa Paula 


+ Santa Monica 


* Los Angeles 


* Long Beach 


* Fullerton 


* Barstow 


* Pasadena 


* Monrovia 
El Monte - * Azusa 
+ Lynwood * Pomona 
+ Compton * Cucamonga 


« San Bernardino 


* Anaheim « Redlands 
* Santa Ana * Riverside 
* Newport 
. we * Leguns + Palm Springs 
Elsinore 
* Hemet 
\ 
\ 
\ 
\ 
\ Py 
\ * Oceanside 
\ * Vista 
\ 
‘ * Escondido 
\ 
\ 
\ * La Jolla 
, + La Mesa 


REPRESENTED BY Robert Meeker Associates, Inc. 


John Poole Broadcasting Company = 


6540 Sunset Blvd., Hollywood 28, Calif. « 


KBID-TV 


a. 


P “. 
Tiajuana 


+ San Diego + El Cajon 


IMPERIAL VALLEY 
* El Centro 


GIANT ECONOMY PACKAGE OF SOUTHERN CALIFORNIA RADIO 


HOllywood 3-3205 


KBIC-TV 
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Radio Commercials: How They Have 


Changed Since Radio's Early Days 


New York, Dec. 4—In. the his- 
tory of radio commercials, the 


scissors plays an important role. 
For in the halcyon days, when a 


commercial was needed somebody 


grabbed the shears and made a) 


lunge for the nearest piece of mag- 
azine or newspaper copy. 

It’s a far cry from that today, 
with radio staffs in the dozens and 
campaigns mapped out 52 weeks 
in advance. And one of the reasons 
for the change is that far sighted- 
ness wasn’t necessary in the begin- 
ning. 

Joseph A. Moran is one man 
who can recall the changes vividly. 
He was in at the beginning, as a 
member of the first agency radio 
commercial department. He is now 
v.p. and associate director of ra- 
dio-television for Young & Rubi- 
cam. 


ws Because of the novelty of the 
medium and the rarity of adver- 
tisers, it was more than enough for 
a sponsor’s complete message to 
consist of: “This program is 
brought to you by the Packard 
Motor Car Co.” In the first place, 
it was unique to hear a company’s 
name come out of the earphones 
or little box; secondly, it was an 
FCC requirement that the spon- 
sor’s name be mentioned. 

About the mid-twenties, com- 
petition started creeping in, and it 
became evident that mere sponsor 
identification wouldn’t be enough. 
That’s when the scissors came into 
play. The only ones who knew 
how to sell products were those 
practitioners wko had written copy 


for magazines and newspapers. 
Who could be more appropriate? | 


es Joe Moran summed up the re- 
sult this way in a recent talk: 

“But writing for the eye—with 
illustrations and headlines and) 
type-settings and visual tricks was, 
as you well know now, entirely 
different from writing for the ear 
—where words, sound effects and 
music had to do the job. The copy- 
writer who wrote ads about cof- 
fins that were so effective you, 
could hardly wait to die to get in-. 
to one of them, found that the 
same words on the air left listen-. 
ers unmoved, not looking forward 
to dying a bit.” 

Most of these early commercials 
were “awful poundy stuff” that) 
looked good because they weren’t | 
read aloud. On some shows, like 
“the A&P Gypsies”’—one of the! 
earliest sponsored programs—the 
advertising manager wrote com-| 
mercials as the show progressed, in 
an attempt to circumvent this, 
problem. 


e Eventually, dialog was _ born, 
written by copywriters who knew 
nothing about conversational 
showmanship. Typical examples 
came out something like this, ac- 
cording to Mr. Moran: 

The announcer would say, “And 
now let us eavesdrop on the home 
of Mr. and Mrs. John Smith, a 
typical American family.” Anoth-— 
er man’s voice would fade in with, 
“T don’t feel hungry tonight, pet— 
I’ve had a busy day at the office 
and I'm tired.” To which a female 
voice would reply coyly, “But 
Jack—wait till you taste what we 
have for dinner tonight—it’s posi- 
tively yummy.” Then, reluctantly 
he’d say, “oh, all right.” Then a 
slight pause. 

Suddenly he’d grunt and mum- 
ble ecstatically, “Mary, I didn’t 
know you were such a wonderful 
cook.” To which the girl would 
gigglingly reply, “I’m not, silly. I 
bought that pineapple pan-dowdy 
at the grocer’s.” 

At this point the announcer, 
abruptly unleashed, bursts in with 


the kind of straight sell that could 
grind listeners into the earth. 


es “And yet, when you look back 
on it, it was perfectly natural,” 
Joe Moran recalls. “Magazine ads 
told complete stories; why should- 
n’t radio ads? But there were usu- 
ally two commercials in a pro- 
gram, so it began to get monoto- 
nous twice as fast.” 

It was then, in 1934, that Young 
& Rubicam decided that, since you 
can’t make showmen out of ad- 
vertising men, they would make 
advertising men out of showmen. 
They hired ex-actor Joe Moran 
and several others, forming the 
first group of people whose job it 
was to write radio advertising ex- 
clusively—the first radio commer- 
cial department in the history of 
advertising. 


Mr. Moran believes the inte- 


grated commercial! made its first | 


appearance in the same year, and 
in 1935 made its major network 
debut on the “Fred Allen Show.” 
Jack Benny, Ed Wynn, Phil Baker, 
Roxy and His Gang and Burns & 
Allen were some of those who 
early got themselves involved in 
the commercial. Announcers who 
participated include names like 
Don Wilson, Norman Brokenshire, 
Graham McNamee, Harry von Zell 
and Ken Carpenter. With the ex- 
ception of the late McNamee, all 
are still big money makers today. 


w Integrated commercials were 
the same in kind but differed in 
type. On Ed Wynn’s “Texaco Fire 
Chief” show, for example, the 
philosophy was to kid the product, 
a now well-known technique. 
Wynn would notice announcer 
McNamee approaching and com- 
ment in his high-pitched voice, 
“Oh for goodness sake, here he is 
again. What is this gazaloon you’re 
selling?” When McNamee finished, 
Wynn would more than likely say 


Advertising Age, December 7, 1953 


i: 
; 


| a 


Joe Moran 


something like, ‘You take the gaz- 
aloon, I’ll take a horse and buggy.” 

On the “Jack Benny Show,” the 
approach was to have Benny laugh 
at himself instead of the product, 
via the unexpected twist. The 
comedian would get into a wrangle 
with the orchestra cello player for 
example, carry the dispute to its 
ultimate, and then Don Wilson 
would enter the scene with... 


“and speaking of cello, it comes 
in six delicious flavors.” 

In a show like the “Burns & 
Allen” program the integrated 
commercial reached near perfec- 
tion. The plugs for Swan soap, for 
example, were so adroitly woven 
into the script that the listener 
would miss part of the plot if he 
missed the commercial. 


ws While no one seems to know for 
sure what was the very first inte- 
grated commercial, or who wrote 
the very first singing commercial 
(even Billy Rose gets in the run- 
ning for the latter crown, with the 
nominee, “Does spearmint lose 
its flavor on the bedpost over- 
night?”), Y&R does lay claim to 
the first one-minute dramatized 
saga spot, this for Spool Cotton Co. 
in 1934. 

A typical announcement, heard 
in Los Angeles, went like this: 

Girl: Stand back, you beast—if 
you come another step near me, I’ll 
jump over this cliff—yes, I will— 


here I go (scream fades, speed 


SALESMANSHIP 


ACTION 


ATTENTION 


RECOGNITION 


y 


Sarra’s commercials are extremely effective 
“visual selling’”— they make friends and 


motivate buying action. 


Sarra’s ingenious 


use of audio-visual 


techniques compels attention for the 


product’s complete story. 


Sarra’s 


RETENTION 


commercials possess an 


unforgetable quality—the impression 
lasts long after the broadcast. 


Sarra’s advertising experts never forget the 


More than 2500 TV commercials already 
produced, and more than 20 years’ experi- 
ence as specialists in Visual Selling give 
Sarra “know-how”. Find out how it can 


work for you. 


primary importance of strong 
product identification. 


The advertiser gets results when Sarra’s 
team of creative advertising men and expert 
technicians apply their talents. 


— Se ae a ee oe me 
NEW YORK: 200 East 56th Street 
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whistle ending in b'ump and tear-;careful to sew the seams of this! 


ing cloth). 
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dress with J&P Coat’s best six-| 


Girl: Where am I—What’s this— cord thread? 
Oh, how awful—the branch of a| Announcer: Whether you're fig- 


tree through the back of my dress. | 


How terrible—will no one save | 


me? 

Man: Have no fear, gal—I will 
save you—lI’ll drop you a rope. 

Girl (rapturously): Oh—Hand- 
some Harry will save me—This is 
a bit of luck. 

Man: Now, hitch that rope 
around your middle, gal—that’s it 
-—(humming to “Volga Boatmen” 
tune) up you come, gal—up you 
come, gal— 

Girl .. Safe at last, you’ve saved 
my life, Handsome Harry. 

Man: Nonsense, gal-—twarn’t 
nothing—you was saved by gittin’ 
your dress caught in that ’air tree. 
Must be powerful good seams 
holdin’ that dress of yours togeth- 
er. 

Girl..Oh, good heavens— 


Man..What-all’s the matter. This left the station with upwards a little late folks, good night.” 


with you now, gal? 


Girl.. You just made me think,|some of the enterprising ones got into the closing hitch-hike and 


uring on a little cliff-jumping—or | 
whether you’re mostly interested 
in having your sewing jobs last 
longer, use J&P Coat’s best six- 
cord thread. It doesn’t keep snarl- 
ing and breaking while you sew 
with it, 
J&P Coat’s best six-cord thread. 


gw The advent of cow-catchers and 
hitch-hikes—spots used before) 
and after the main program and 
now a fixture in network radio; 
and tv—came about quite by acci- 
dent. 

Affiliates originally had 30 sec- 


onds for station breaks between | 


network shows. Usually ten sec- 
onds or less was sufficient time to 
announce call letters and hook) 
back into the network, unless, of | 
course, something went wrong. 


of 20 seconds of empty air, and 


Harry—suppose I hadn’t been|an idea. 


either—always ask for 


seconds for local advertiser spots | 
like, “Joe’s Bar & Grill is happy | 
to bring you this part of Fibber 
McGee & Molly.” Selling ten-sec- 
ond spots throughout the evening 
added up to a sizable amount of 
change, especially when all the 
little “Joe’s bars and grills” could 
associate themselves with a net- 
work program. 


'g@ After a while, some stations be- 
came so greedy that they started 
cutting in on the program’s closing 

minute, which was often music. 
And when Joe’s Bar & Grill could 

| get on the air to the background 
of Peter van Steeden’s orchestra 

/on the “Fred Allen Show,” so 

| much the better for Joe. 

Several methods were used to 
counteract this. One way, used on 
the Jack Benny program, was to 
purposely end a minute early, to 
Benny's usual comment of, “I’m 


Don Wilson then went promptly 


/ local outlets found it impossible to 


They took ten of those 20-odd | cut into one commercial with their 


own commercial. 


= Commercials today may be di- 
vided into five categories: 

1. Personality salesmen..this 
includes Arthur Godfrey, Kate 
Smith, Mary Margaret McBride, 
Martin Block and scores of local 
personalities on stations across the 
country. Their delivery could take 
any form, depending on the per- 
sonality or the mood of the mo- 
ment. 

2. Musical commercial: This 
could be a solo, duet, or a parody 
such as delivered by “The Sports- 
men”’—anything involving music. 

3. Dialog commercial: Often 
used for relief, by broadcasters 
like Tex and Jinx, the Fitzgeralds 
and Maggie McNellis. 

4. Straight sell commercial: Any 
announcer reading a piece of copy. 

5. Gag commercial: This often 
includes one or all of the above 
types. 


es The commercial writer seldom 
thinks in terms of which tech- 


COMMERCIALS 


CLIP BOARD OF RECENT SARRA RELEASES 


LUCKY STRIKE, American Tobacco Co.— 
Batten, Barton, Durstine & Osborn, Inc. 


STOPETTE Deodorant, Jules Montenier, 
Inc.—Earle Ludgin & Co. 


Gold Medal. 


NORTHERN Tissue, 
Mills—Young & Rubicam, Inc. 


PET Milk Co.—Gardner Advertising Co. 
Awarded Chicago Art Directors’ 


Northern Paper 


VIDE-O-RIGINAL is the name for 
a quality-controlled motion picture 
oriat made in Sarra’s own photo- 
graphic laboratory. And whether 
you order one—or one hundred— 
each is custom-made for maximum 
fidelity on the home TV screen. 


Club 


ee 


Pabst “BLUE RIBBON” Beer, Pabst Sales 
Co.—Warwick & Legler, Inc. 


Walsh, Inc. 


tine, Inc. 


ated Bakeries. 


OTHER SUCCESSFUL TV ADVERTISERS 
SERVED BY SARRA 


The STUDEBAKER Corp.—Roche, 
Williams & Cleary, Inc. 


CHAMPAGNE VELVET GOLD LA- 
BEL Beer, Terre Haute Brewing 
Co.—Weiss & Geller, Inc. 


CHESTERFIELD, Liggett & Myers 
Tobacco Co.—Cunningham & 


SYLVANIA TV sets, 
tric Products, Inc.—Roy S. Durs- 


The GREAT ATLANTIC & PACIFIC 
TEA COMPANY—Paris & Peart 


RAINBO, FAIR-MAID, COLONIAL 
breads, Campbell Taggart Associ- 


Sylvania Elec- 


SPECIALISTS IN VISUAL SELLING 
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JELL-O AGAIN—Alfred Bird & Sons Ltd., 
subsidiary of General Foods Corp., is in- 
troducing Jell-O to Britain through full- 
page color ads like this in national maga- 
zines. The campaign is being placed by 
Young & Rubicam’s London office. The 
package design is the same as in the 
States, but the product itself is a solidified 
jelly tablet instead of a powder. 


nique when he sits down to write 
his copy. Usually, he takes the ap- 
proach that he thinks will work 
best. However, for some products 
(e.g., laxatives) he is limited in 
choice before he even starts. 

Commercial readers, however, 
are subject to the same human er- 
rors as are actors. Ward Wilson, 
sponsored by Ruppert’s beer, once 
opened his show with, “Buppert’s 
beer is on the air.” 


Two Buy ‘Kate Smith’ Slice 


Two more sponsors have bought 
into NBC-TV’s “The Kate Smith 
Hour” under the divided segment 
plan by which a client may pur- 
chase half of a 15-minute segment. 
Beginning Dec. 23, Parker Bros. 
Inc., Salem, Mass., will sponsor 
seven-and-a-half minutes of the 
Wednesday 3:15-3:30 p.m., EST, 
time spot for its Parker Bros. 
games. The order is for six partici- 
pations and was placed through 
Badger and Browning & Parcher, 
Boston. On Jan. 13, American Hair 
& Felt Co., Chicago, will begin 
sponsorship on alternate Wednes- 
days of seven-and-a-half-minutes 
in the 3:15-3:30 p.m., EST, period. 
The order is for nine participa- 
tions, through Grant Advertising, 
Chicago. 


Eastman Pushes Yule Cameras 


Eastman Kodak Co., Rochester, 
has scheduled a series of four ads 
promoting its Kodak Duaflex and 
Brownie Hawkeye flash outfits, 
the Kodak Pony 135 camera, and 
the Brownie movie camera. Run- 
ning in 131 newspapers during 
November and December, the ads 
are headlined: “I take my hat off 
to the new Kodak cameras, says 
Santa.” The insertions vary from 
800 to 1,500 lines each. 


Appoints Aitkin-Kynett 


The automotive products divi- 
sion of Electric Storage Battery 
Co., Philadelphia maker of Exide 
batteries, has appointed Aitkin- 
Kynett, Philadelphia, to handle its 
advertising. Geare-Marston, Phila- 
delphia and New York, will con- 
tinue to handle the account of the 
industrial products division. 


P&G Buys CBS-TV Show 


Procter & Gamble, Cincinnati, 
will sponsor “Brighter Day” five 
days a week over CBS-TV start- 
ing Jan. 4. The deal for this day- 
time series, still to be finalized, 
was negotiated through Compton 
Advertising. 


Sherman Joins Coast Agency 


Frederick Sherman, former copy 
chief of Lynn Baker Inc., New 
York agency, has been appointed 
creative director of Carvel Nelson 
& Powell, Portland, Ore., agency. 


Egan Appointed Sales Head 


John A. Egan, formerly a v.p. 
for Grant Advertising in Chicago, 


jhas been named general sales 
| manager for Consolidated Royal 


‘Chemical Corp., Chicago. 
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WIBF-TV Now Telecasting 


WJBF-TV, Augusta, Ga., began 
telecasting on Tnanksgiving Day 
with a power of 24,000 watts on 
Channel 6. It is an interconnected 
affiliate of the NBC, ABC and 
DuMont networks. National rep- 
resentative is George P. Holling- 
bery Co. J. B. Fuqua is president, J. 


_Jetterson Buys Pee Dee TV 


Jefferson Standard Broadcast- 
‘ing Co., which owns and operates 
|WBT and WBTYV, Charlotte, S.C., 
and WBIG, Greensboro, N.C., has 
bought Pee Dee Television Corp., 
\its only rival for Channel 8 at 
Florence, S.C., for $50,000. Pee 
Dee, headed by Eugene Stone, 


Hampton Manning v.p. and gener-|principal owner of WJMX, Flor- 
al manager, Thomas J. Hennesy |ence, has notified the FCC of with- 
program director and Steve/|drawal of its application for Chan- 


Manderson sales manager. 


nel & 


WENS makes your sales pitch stick 


Your sales pitch sticks on WBNS because our listeners 
stick to WBNS... through every rated period .. . through 
local talent and network shows. Proof? WBNS carries 


the top 20 rated programs 


in Central Ohio . . . has more 


listeners than any other station! See John Blair for rates 


and ratings. 


CBS for CENTRAL OHIO 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


Now You Can Watch 


TV and Hear Same, 
While Others Can’t 


_ PHILADELPHIA, Dec. 2—Kentrol 


_Corp., electronics manufacturer, is 
‘now producing a new television 
listening device that will allow 
one person to listen to the audio 
while silencing the sound to other 
ears. 

The unit is called Kentrol and it 
resembles a hearing aid in appear- 
ance. | 

It is a button-like device that 
hooks onto an ear in the same) 
manner as eye glasses. Two wires) 
are attached to the speaker on the. 
tv set. 

When Kentrol is used, the lis- 
tener turns off the volume, but can 
still pick up the sound through 
the listening device. A special de- 
vice on the speaker can be left 
on even while volume is turned 
up. The Kentrol merely has to be 
plugged in when wanted. 


president, is a former Philco mer- 


‘Kentrol Corp. is located at Ger- 


s Two former Philco men de- 
signed the new device. C. Brown 
Hyatt was formerly a Philco en- 
tzineer and is now living in Flori- 
da. Harry Boyd Brown, Kentrol 


chandising manager. 

The Kentrol device also can be 
used with radios, record players 
and combinations. 

The device will be distributed 
through parts distributors and reg- 
ular retail appliance _ stores 
throughout the country. Promo- 
tion plans have not been made. 


mantown Ave. and Coulter St. 
here. 


Duffy Organization Moves 
Duffy Organization, Wilmington, 

Del., agency, has moved to larger 

quarters in the Metropolitan Bldg. 


94% of Illinois’ Retail Sales 
92% of Illinois’ Food Store Sales 
94% of Illinois’ Drug Store Sales 
98% of Illinois’ General Merchandise Store Sales 
93% of Illinois’ Household Product Sales 
92% of Illinois’ Automotive Sales 


WGN's COVERAGE AREA 


WGN ... reaching more homes per week 
than any other Chicago Station 


in 


a 


Sales Management Survey of Buying Power 


A Clear Channel Station... 


Nielsen Coverage Service 


Serving the Middle West 


MBS 


Los Angeles—411 W. 5th 


Chicago—307 N. Michigan Avenue ¢ 


On Your Dial 


Chicago 11 


Illinois 
50,000 Watts 


720 


Chicago Office: 441 N. Michigan Ave., Chicago 11 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 


Geo. P. Hollingbery Co. 
Advertising Solicitors for All Ocher Cities 
Street « New York—500 Sth Avenue 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 


Advertising Age, December 7, 1953 


Trendex TV Sponsor Identification Leaders 
In Ten Multi-Station Cities 
October, 1950—July, 1953 


Oct.-Nov.* June-July 
Program 1950 | Program 1952 
Godfrey’s Talent Scouts Godfrey’s Talent Scouts (Lipton, CBS) ..95.7 
REC Ee eR 94.7 Voice of Firestone (NBC) 0.00... 92.5 
Toast of the Town (Lincoln- Red Skelton (Procter & Gamble, NBC) ..90. 
UNOUUIIN MAMIED,. sakdcenssnacsdéseakbnsdoaiscccsinscs 90.3 Texaco Star Theater (NBC) ................ 90.0 
WEPUIEe TONNE CORE) issscscsscdcessciaccesctoseess 87.2 Hit Parade (Lucky Strike, NBC) ............ 90.0 
Lux Video Theater (CBS) .........:ccccc000 SS = ee 89.2 
Texaco Star Theater (NBC) ................ 86.4 Toast of the Town (Lincoln- 
Colgate Comedy Hour (NBC) ............ a ES” Eee 87.2 
Aldrich Family (General Foods, NBC) ..84.2 SOUND WERONIIINE GUIGS ssesccicsscnsavcccnseseseess 86.9 
Television Playhouse (Philco, NBC) ........ 83.4 Mike & Buff (Pepsi-Cola, CBS) ............ 85.5 
Amateur Hour (Old Gold, NBC) ........ 83.1 Cavalcade of Sports—Fights 
Voice of Firestone (NBC) ......0...0000000.. 82.6 PRP UTD scccSavecdsicncstsbonsyinsetaduads 85.1 
June-July* Oct.-Nov. 
| Program 1951 | Program 1952 


Horace Heidt (Philip Morris, CBS) ....93.6) Godfrey's Talent Scouts (Lipton, CBS) ..95.2 


rage gl Hour (Old Gold, NBC) ........ 93.0 Hit Parade (Lucky Strike, NBC) ........ 94.1 
3 > wo Business (Lucky Pabst Bouts (CBS) .cecccccsssssssscssssssssseeee 92.8 
y rf ) sesssseesssnsennnns anenetasenseeasivens 90.4 | Kraft Theater os 91.0 
Kroft TV sinclar: A papgagy seen ~teal +a St = a yoy ime Ne or 
ss ' eet neneaaeereent ‘| Suspense a) eer > 
eae ae — NBC) ....88.8 | Love Lucy (Philip Morris, CBS) ........ 87.1 
“Adesieed ABC) rons 88 6| Toast of the Town (Lincoln- 
2 ae ab Ganbbabecaiy epeepeammnamaie rs mea . M iy WEEN pactnastbassttaaaccitansdaveasseal 86.4 
Godfrey's Talent Scouts (Lipton, CBS) ..87.2 | What's My pa ‘aula Sonatinas 
Brook the Bonk (Gristel-Myers, NBC) 06.9) Cag) oon... ssscessecorns sssssreesseoee “oon 84.5 
Colgate Comedy Hour (NBC) ................ 86.1. Cavalcade of Sports (Gillette, NBC) ....84.1 
Oct.-Nov 
Program 1951 _— 
Hit Parade (Lucky Strike, NBC) ............ 95.7 ee 
Kraft Theater (NBC) .......ccccccssssscesessseeees 95.5 | Godfrey's Talent Scouts (Lipton, CBS) ..90.1 
Ford Festival (NBC) ......:::cssvsvesssssseeeesen 92.5 | Chance of a Lifetime (Old Gold, ABC) ..88.5 
Voice of Firestone (NBC) oocccceccccessessse. 92.0 | Voice of Firestone (NBC) ...........ccceseevees 87.9 
Colgate Comedy Hour (NBC) ..........000.-. 91.7. Ford Theater (NBC) _ seeeeoussecsnsetennnnnansce 87.8 
Toast of the Town (Lincoln- | Hit Parade (Lucky Strike, NBC) ........... 87.5 
NN, CN asin titetimonscentebbinneel 87.3 TV's Top Tunes (Chesterfield, CBS) ....87.5 
Pabst Bouts (CBS) .......:.s:cccccsecsssessesseese .87.0 Beat the Clock (Sylvania, CBS) ............ 87.0 
Godfrey's Talent Scouts (Lipton, CBS) ..86.5 Toast of the Town (Lincoln- 
Texaco Star Theater (NBC) ...........00000000 GOT WRINY, COD aiesccsisictsicnensssssrstreningeses 86.8 
Groucho Marx (DeSoto- | Perry Como Show (Chesterfield, CBS) ..86.1 
PIE, WOUND cnecacicceheiiersacansdaneeenice 85.5 This Is Your Life (Hazel Bishop, NBC) ..85.7 


Note: Programs listed are those which placed highest in the correct identification 
column. Trendex also tabulates misidentification and “don’t know” answers. 

*At the time of these reports Trendex data covered 20 cities. The rating service now 
covers 10 multi-station television markets; not all the shows in the above tables are 
carried in all 10 of these cities. 


Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 


Oct. Oct. Jan. - Oct. Jan. - Oct. 

1953 1952 1953 1952 
American Broadcasting Co. ....$ 2,653,079 $ 2,914,322 $ 24,155,398 $ 29,506,385 
Columbia Broadcasting System 5,477,711 5,851,106 51,433,455 48,287,237 
Mutuol Broadcasting System 2,172,526 2,304,804 18,927,729 16,839,304 
National Broadcasting Co. ...... 3,395,554 4,371,569 38,047,598 39,417,871 


MU spss citscieo vecsssesescnienasaeiia $13,699,270 $15,441,801 $132,564,180 $134,050,797 


NETWORK TELEVISION 
American Broadcasting Co. ....$ 2,297,862 $ 1,453,811 $ 16,094,615 $ 15,624,416 


Columbia Broadcasting System 9,421,202 6,896,206 77,367,723 55,315,230 
DuMont Television Network .... 1,373,808 958,674 8,533,233 7,902,774 
National Broadcasting Co. ...... 10,394,200 8,076,848 76,979,840 67,385,750 

WOOT: steiiisaesiacai nates $23,487,072 $17,385,539 $178,975,411 $146,228,170 

NETWORK RADIO TOTALS BY MONTHS 
ABC CBS MBS NBC Total 

January ccc $ 2,674,622 $ 5,156,404 $ 1,786,134 $ 4,260,555 $ 13,877,715 
February .......... 2,538,663 4,670,089 1,638,075 3,813,602 12,660,429 
oo, ee 2,797,544 5,526,360 1,995,478 4,342,082 14,661,464 
TE. stssisstserveions 2,637,364 5,375,243 2,008,990 4,196,009 14,217,606 
a nner 2,593,923 5,333,481 2,038,210 4,141,070 14,106,684 
BEY sisetneschcpe cosas 2,113,725 5,226,096 1,926,865 3,979,471 13,246,157 
NE iakisaicatctosnes 2,030,989 4,869,719 1,830,467 3,494,330 12,225,505 
BNE. dissccitnieces 1,958,683 4,790,114 1,738,248 3,219,250 11,706,295 
September ........ 2,156,806*  5,008,238* 1,792,736*  3,205,675* 12,163,455* 
ener 2,653,079 5,477,711 2,172,526 3,395,554 13,699,270 

WEE.“ aissthenners $24,155,398 $51,433,455 $18,927,729 $38,047,598 $132,564,180 

NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 

SORUONY icine $ 1,604,892 $ 7,083,619 $ 982,794 $ 7,604,638 $ 17,275,943 
February  ........00+ 1,481,032 6,621,629 862,299 6,876,029 15,840,989 
IND Scncrisicsen nave 1,728,446 7,739,812 1,054,857 7,998,131 18,521,246 
ROT Hidiisicadscisaes 1,640,597 7,770,181 819,398 7,513,430 17,743,606 
GU actnrsinwites 1,813,985 7,622,432 864,870 8,052,545 18,353,832 
BE scénicsxcercikenins 1,607,320 7,399,078 803,848 7,324,315 17,134,561 
PEN | dakasnishavascataes 1,299,471 7,422,337 511,047 6,903,092 16,135,947 
LN .tventiniasees 1,244,993 7,783,813 657,746 6,564,841 16,251,393 
September ........... 1,376,017 8,503,620* 602,566 7,748,619 18,230,822* 
October ccc 2,297 862 9,421,202 1,373,808 10,394,200 23,487,072 
geerere $16,094,615 $77,367,723 $8,533,233 $76,979,840 $178,975,411 


*Revised as of Nov. 25, 1953. 


Percy Named East U.S. Rep Hikes Circulation Guarantee 


S. W. Percy, 6 E. 39th St.,. New Office Management, New York, 
York, has been named eastern U.S. has revised its ABC circulation 
representative for Electronics & of 12,000 for the first six months 
Communications and Restaurants of 1954, made only two months 
& Institutions, published by Age ago, to a new guarantee of 13,000 
Publications Ltd., Toronto, Ont. for the same period. No advertis- 

ing rate increase will be made. 


-FC&B Names Manning A.E. 


John F. Manning, formerly an Rug Braiding to Lowell 
account executive for Chambers Rug Braiding Supplies, St. 
& Wiswell, Boston, has joined the Petersburg, Fla., has named Morti- 
San Francisco office of Foote, Cone mer Lowell Co., New York, to 
& Belding as an account executive. handle its advertising. 
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QUEEN THEME—Harry Kaye, president, | 
Kaye-Halbert Television, Culver City, Cal., | 
crowns Florence Chadwick “Queen of the. 
Channels” upon her arrival from New York | 
following recent triumphs of the world- | 
famed channel swimmer. Miss Chadwick 
has been signed by Kaye-Halbert for an 
exclusive endorsement campaign. Vick 
Knight Advertising, Los Angeles, is the 

company’s agency. 


Client Says ‘We 
Have It’; Agency 
Never Heard of It 


CHIcAGOo, Dec. 1—Sometimes the 
lines of communication between 
an advertiser and its agency ap- 
pear to break down miserably. 

A rumor reached AA that a cer- | 
tain manufacturer of a popular) 
brand item was testing a new 
product in an eastern city—let’s 
call it Klugs suntan lotion. A re- 
porter was immediately put on 
the job checking the rumor. 

First, he called the agency and) 
contacted the account executive. 

“Could you tell me something 
about the new Klugs suntan lotion 
which your client is testing in the 
East?” the reporter asked, trying 
to sound aggressive and polite at 
the same time. 


= “T didn’t even know they were 
putting out a suntan lotion,” Mr. 
A.E. replied, in an astonished 
voice. “You’d better call Mr. A. M. 
at the company.” 

So the reporter rang up the 
Klugs ad manager and asked the 
same question. 

“Why, there’s nothing new in 
that. Klugs suntan lotion has been 
out on the market now for four, 
five or six years, and has national 
distribution. Of course, it’s a very 
small-selling item and we've only 
pushed it in ads as a tie-in with 
other Klugs products.” 


Electric Sign Contest Set 


Ten cash prizes totaling $1,000 
will be awarded to winners of the 
eighth annual electric sign design 
competition sponsored by the 
National Electric Sign Assn. The 
competition is open to anyone and 
as many entries may be submitted 
as desired. The sign to be designed | 
is for an existing bank. Photo-| 
graph, location map and specifi- 
cations may be obtained from the 
association at 10834 S. Western 
Ave., Chicago 43. Contest closes 
Jan. 31. Awards will be announced 
March l. 


F&N Lawnmower to Kemper 

F&N Lawnmower Co., Rich- 
mond, Ind., has named Don 
Kemper Co., Dayton, to handle 
advertising for its line of hand 
and power lawnmowers. Trade 
and consumer publications as 
well as direct mail will be used. 
This marks F&N’s entrance into 
full-line promotion for the first 
time in its 65-year history. 


Jenkins Names Finley A.E. 


John D. Finley, formerly sales 
promotion manager of Dahlberg 
Agency, a division of Dahlberg 
Co., Minneapolis hearing aid and 
radio manufacturer, has _ been 
named an account executive for 
Ray C. Jenkins Advertising Agen- 
cy, Minneapolis. 


William Esty Boosts Four 


William Esty Co., New York, Ted Kaufmann, formerly gener- 
has promoted four of its key exec- al manager of Nathan Fein Adver- 
utives. They are George I. Chat- tising, New York, has been ap- 


James F. Behan and John Peace, sales promotion of _ Manchester 
account executives, to v.p.s, and Hosiery Mills, New York. 
Wendell Adams, to radio director. 


» Simmonds Appoints Agency 
R. A. Simmonds Corp., San the Mutual Broadcatsing System, 
Francisco maker of 100% pet food, New York, since 1948, Harold J. 
has named Guild, Bascom & Algus has been promoted to man- 
=| Bonfigli, San Francisco, to handle ager of press information for the. 
|its advertising. network. 


Kaufmann Named Ad Director | 


to executive v.p.; pointed director of advertising and 


‘Mutual Promotes Algus 
With the press department of 


AN\MA 


and 
Stop Motion 


IN TV HISTORY ! 


into your TV spots at economy rates. 
Send in your Storyboards for quotes 


a TV picture developed in Radio 


This is a television advertisement that begins with 
a statement about radio. 


Or to be exact—about a specific radio station, WSM. 


Never has any radio station been so publicized in so many national 
magazine stories. The Saturday Evening Post—Collier’s—Wall Street 
Journal—American—Coronet—Nation’s Business-New York Times 
Magazine. These are but a few of the journals which have told the 
WSM story of talent, production know-how, technical facilities. To 
quote one, an excerpt from Collier’s: “The Nashville muse has won 
the entire nation .. . If the rest of the radio industry is in the dol- 
drums, WSM has more business than it can handle .. .” 


Our point is this— 


The formula for success that has built WSM into its unique position in 
the radio industry has been used in shaping the future of WSM-TV. 


We have the writers, the producers, the unique talent staff of over 
200 nationally famous stars who now are on the combination WSM 
and WSM-TV payroll. 


We have the technical skill developed by the radio station. As 
proof, witness the longest privately owned TV micro-wave relay in 
the world which our engineers built from Louisville to Nashville to 
bring network TV to this market 3 years before the cable could be 
completed. 


We have the know-how which has enabled WSM to become the 
only radio station outside New York—Chicago—Hollywood produc- 
tion centers which during the past year originated and fed over 1200 
network shows throughout the nation. 


For four years now a maximum effort- both creative and financial 
has gone into the building of WSM-TV into a dominant entertain- 
ment and advertising medium. Asa result we make this suggestion: 


If you as an advertiser or agency time buyer are interested in 
reaching the 132,630 television homes (impressively larger than the 
daily circulation of either Nashville newspaper) contact us or any 
Petry Man for additional details. We believe you will discover that 
WSM-TV is a station that is unusual in its selling power—the Num- 
ber 1 television station in a prosperous market. 


pe 


Lili 


Luu 


VGEe® TV 


NASHVILLE, TENNESSEE 


Coes eee eee eeeeeeeeeeeeeeeeeeeeeee 


To sell the Central South... WSM RADIO 


For concentrated selling in the 
Middle Tennessee Market... WSM-TV 


AT LOWEST PRICE 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 
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Frankfort Names Owen ' 
Richard C. Owen Jr. has been 
appointed assistant 


Corp., New York. In his new ca-. 
pacity he will be in charge of ad-| 
vertising for Four Roses and Paul 
Jones whisky brands under the di- 
rection of Ralph W. Reese, adver- 
tising manager. 


"YONNE SAYS:— 


THANKS AGAIN 


a 


[- 


up and UP and UP 


she goes and it's THANKS te 
you advertisers and agencies 
who tried us . . . found that we deliver . . 
and have again made this the BIGGEST YEAK 
IN OUR HISTORY .. . FOR CONTINUED 
RESULTS ADVERTISERS HAVE FOUND . 

“BAYONNE CANNOT BE SOLD 


FROM THE OUTSIDE" 
THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY | 


} 


Cigaret Sales Reach New High in ‘52; Lead 
Se eote. of Pantktort Date Outlet Was Independent Food Store: NATD 


New York, Dec. 3—The average 
American smoker spent $97.54 a 
year on cigarets in 1952, an in- 
crease of $6.98 or 7.7% over 195], 
according to the third annual sur- 
vey released today by the National 
Assn. of Tobacco Distributors. 

The association discovered that 
in 1952 a new high in cigaret 
smoking was reached for the 
19th consecutive year, with the 
U. S. consumers using about 394 
billion cigarets. This marked an 
increase of 4.1% over 1951 and 
9.4% over 1950. Cigaret sales dur- 
ing that year were more than $4.3 
billion, an increase of $261,000,000 
over the preceding year. This dol- 
lar volume represented more than 
3.65% of the year’s total non- 
durable goods expenditures. 


'm Wholesale tobacco distributors 


stood out as suppliers of cigarets, 
accounting for 81.5% of the vol- 


- ume. Next were wholesale grocery 


distributors, with 16.2% of the vol- 


and miscellaneous 
1.0%. 


| 


-+/ ume to their credit; wholesale con-|by the department-variety store, 
'fectionery distributors, with 0.8%; 4.76%, although this outlet is 
‘wholesale drug distributors, 0.5%, eighth in order in sharing the 

wholesalers, | total market. 

In the light of these figures, it| by the association for these shifts | 

BOGNER & MARTIN (is interesting to note that the top/in the over-all picture. These are: 


\seller of cigarets to the consuming 


public was the independent food 
store. It accounted for 19.4% of the. 
year’s dollar volume. The next 
three leading outlets, in order, 
were the vending machine 
(16.2%); chain-supermarket food 
store (12.5%), and cigar store, 
stand and cigar chain store 
(11.6%). Other outlets listed in-. 
clude the independent drug store, | 
restaurant, bar, liquor store, mili- | 
tary installation, chain drug store, 
etc. | 


s However, these relative posi- 
tions in share of retail sales of 
cigarets by outlets do not reflect) 
some interesting shifts in the, 
percentage of the market shared 
since last year, These are indicated 
clearly in the chart from the re-| 
port which is reproduced here. | 

As can be seen immediately, the, 
greatest percentage loss was made 
by the gasoline service station, 
12.5%. The greatest gain was made 


Four principal reasons are given 
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If Your TV Commercials Aren't Pulling. . . 


TAKE YOUR PROBLEMS TO THE PRODUCER OF 
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PERCENTAGE 

CHANGE FROM195) 

SHARE OF RETAIL 
CIGARETTE MARKET 


eS 


2nw987654321012345678 


GD 20702007 


VENDING 
MACHINES 


t 1.62%) CHAIN- 
SUPERMARKETS 


CIGAR STORES,STAND 
° SCIGAR CHAIN STORES 


r 1.037 INDEPENDENT 
DRUG STORES 


1.40% RESTAURANTS, BARS, 
LIQUOR STORES 


C1752 MILITARY 
INSTALLATIONS 


DEPART MENT - 
VARIETY STORES 


ORDER 


C1692) HOTELS,TOURISTS — 
COURTS, AMUSEMENTS | 


12.503 GASOLINE 
SERVICE STATIONS 


1.312 ALL OTHER 
OUTLETS 


1. Increased use of cigaret racks. 

2. Sale of cigarets by the carton. 

3. The high level of cigaret 
taxes. 

4. The spread between over-the- 
counter prices and vending ma- 
chine cigaret sales. 

“In addition,” the report goes on 
to say, “for the first time to any 
appreciable degree, the popularity 
of new brands, new sizes of estab- 
lished brands, filter-tipped cigar- 
ets and other departures from 
standard cigaret specifications 
have combined to exert their effect 
on the ultimate sales picture. In 
nearly all instances the changes 
documented. ..are the result of one 
or more of these conditions.” 


Eriez Mtg. Co. to Gotham 


Eriez Mfg. Co., Erie, Pa., manu- 


facturer of magnetic separators, 
has appointed Gotham Advertising 
|Co., New York, to direct its adver- 
tising. Previously, John Mather 
Lupton Co., New York, had the 
| account. 


(aD 


ARMI Appoints De Forest 


L. Bowden De Forest, manager 
of the organization service depart- 
ment of the Illinois State Chamber 
of Commerce, on Dec. 15 will be- 
come executive v.p. of the Amer- 
ican Rack Merchandisers Institute, 
Chicago, a new post. Mr. De Forest 
will coordinate the membership 
and associate membership pro- 
grams for the asseciation, which is 
composed of service distributors in 
the U. S. and Canada who mer- 
chandise housewares to more than 
15,000 supermarkets. 


Erwin-Lambeth to WerBell 


Erwin-Lambeth Inc., Thomas- 
ville, N. C., designer and maker of 
living room furniture, has appoint- 
ed Mitchell WerBell Advertising, 
Atlanta, to handle its advertising 
and merchandising. 


Coller Advertising Moves 

Ray Coller Advertising has 
moved from the Drexel Bldg., 
Philadelphia, to Media, Pa. 


You can take it easy when your plates 
are made by Laurence. You know 


NEW YORK 


TV FILM COMMERCIALS THAT KEEP PULLING SALES 
FOR 150 NATIONAL AND REGIONAL ADVERTISERS 


LEXANDER 
Fim (Co. 


COLORADO SPRINGS, COLORADO ; 


CHICAGO DETROIT DALLAS SAN FRANCISCO 


HOLLYWOOD 


TO: TELEVISION DIV., ALEXANDER FILM CO., COLORADO SPRINGS, COLO. 
Please Give Me Full Information About Alexander TV Film Commercials 


NAME & TITLE ............ 


EO re ee ee ee er eee eet eee 


they will give the best printing results. 
You know they will be delivered 
on time. You know they will represent 


the smartest investment 
you can make with a production 
dollar. And you know all this 


because you know the reputation 
for quality and service that Laurence 
has won in the past 20 years. 


, 
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Department Store Sales... 


2% Fall Checks Season's Sales Gains 


weeks of favorable sales levels, 
U. S. department stores found 
themselves back behind 1952 in 
the week ended Nov. 21, according 
to Federal Reserve Board figures. 

Sales for the Nov. 21 week fell 
2% below those for the corre- 
sponding week of last year, in at 
least a temporary throw-back to 
the 5% slump registered through- 
out the month of October. 

Most of this early Christmas- 
season slack was centered in the 
West—in the East and Southeast, 


WASHINGTON, Dec. 1—After ran | 


“DEPARTMENT STORE 


ALES IND 


1947-49 equals 100-~ 


Week to Nov. 21, ’53* p131 
Week to Nov. 22, ’52*..134 
Week to Nov. 14, ’53*..133 
Week to Nov. 15, ’52*..130 
Week to Nov. 7, ’53*..122 
Week to Nov. 8, ’52*....118 


*Not seasonally adjusted. 
pPreliminary. 


the big stores were holding their 
own in comparison with last year. 

Areas showing the biggest de- 
clines were in the Minneapolis 
(—8%), Kansas City (—10%), 
Dallas (—5%) and San Francisco 
(—6%) districts. In the Kansas 
City district the big retailers were 
especially hard hit, with nearly all 
cities reporting declines of from 
6-14%. 

For three weeks of November so 
far reported, sales are still 1% 
ahead of last year’s levels. For the 
year to date (46 weeks), the in- 
crease over 1952 is 2%. 

% Change from '52 


Week Ended 


Federal Reserve Nov. Nov. Nov. 


E] PaO ....-ceeecsereeeseeees —S§ a —3) Seattle ..... = | a 
Fort Worth 9-5 -4 Spokane ............ —6 —15 
Houston ........... 3 0 —4) Tacoma .......... ; 18 —l 
San Antoni 7 — —10 —— 

San Francisco District o—3 —6) r—Revised. 


Metropolitan Areas |*—Data not available. 
Los Angeles ..........-- = —=— | 

ID cisndisisarinatictinenesens 1 —8 —12 Downtown Los Ange- 

Wichita nen 24 a Westside Los Anse- | 

Ss INI ccasilakhdhidneceeis 5 —ll —13 BD cccicensiveceroseertenmnnsees 6 1 

Oklahoma City ...... . —1 —14 —13 San Diego 


er ie Sas aca 3 -6 _| Trotter Named Hellmich A. M. 


William G. Trotter has been 
—2' named advertising manager of 
~"|Hellmich Mfg. Co., St. Louis pro- 


81 


“7 KFAB Elects Officers 
3 Victor L. Toft has been elected 


president of KFAB Broadcasting 
'Co., Omaha. Fred S. Sidles, Joe 
-W. Seacrest and Walter H. White 
have been elected v.p.s and Harry 
B. Sidles has been named secre- 
tary-treasurer. 


Ruth Little Joins Arndt 
Ruth Little, formerly a copy- 


—5 -—6 while he was _ associated with | delphia, has joined the copy staff 


|of John Falkner Arndt & Co., Phil- 
adelphia. 


ID, cuisindehissitmieintiseosss 13 —7 —14 San Francisco- y som ¢ Color-Flyte dinnerware | 
ae 4 —8g -—«4/ ducer o olor-Fly | py- 
Senaes City & =i «fh yoy Er ee City 5 —g9 —3 Mr. Trotter handled the account writer of N. W. Ayer & Son, Phila 
| ee | ek ee ae Oakland City ...... 4 ; 
"Geen Areas | Portland ......-c0ee0 —5 —13 —14) Calvin & Co., St. Louis, 
BARI Sisernecccctesmvenn 9 —-3 —7 Salt Lake City ........ —6 —17 —13'Hellmich agency. 


District, Area, and City 7 i4 21 
UNITED STATES ............. 3 2 —2 
Boston District ................ 2 4 anf 
Metropolitan Area 
Lowell-Lawrence ..... 0 4 13 
Cities 
Downtown Boston .... 1 4 —5 
Springfield. ................... 7 9 7 
Providence ............. ; 3 —2 0 
New York District ....... —% 4 1 
Metropolitan Area 
IEEE sbabicernesiaess hehe 7, 7 10 
ROCHOSE .200.00000000...... —1B 12 7 
MN: Hibicdeossnscncescckes 8 6 a 
Cities 
i ee | r —l 
PED: Saectiititaincdiochbenicdi —3 7 —l 
Philadelphia District ...... —13 13 2 
City 
Philadelphia .......... —13 ril2 
Cleveland District ...... 6 2 —2 
Metropolitan Areas 
eee 2 0 -2 
Cincinnati ............. 13 7 5 
Cleveland ....... . 5 2 —7 
Columbus ......... 7 5 0 
a 6 2 —4] 
Erie ..... 13 6 —4 
City 
Pittsburgh ............ 1 1 --4 
Richmond District ...... —6 5 0 
Metropolitan Areas | 
Washington ....00000..  —5 6 —1] 
Downtown Washing- 
NE: \icapeiinhossubditaccailbeneiss —8 5 0 | 
Baltimore ................... —~9 8 5 | 
Richmond ........... —8 5 =f] 
Atlanta District ........... 6 $s; —2 
Metropolitan Areas 
Birmingham .......... 2-9 -—2) 
Jacksonville .......... 0 q -2 
ee ‘ 2 4 —1 
pT 8 3 —5 
SE nsttiocesteiinsess —ll —13 —18 
New Orleans ......... 12 9 —3 
Nashville ............... 6 —l 4 
Chicago District ......... 10 3 —l! 


Metropolitan Areas 


re 16 4-2 
Indianapolis ............ , 7 3 5 
IIE © deiniedisonsecnctuns . 5 2 0 
Milwaukee ............ . 6 3-5 
St. Louis District ...... 6 —2? —3 
Metropolitan Areas 
EACRIe BROCE cccccccsesesees--. 3 -—1 -6 
Louisville 4 2 —5 
St. Louis 10 —2 -—3 
en 2-8 -—5 
Minneapolis District ... 5 4 -—8 
Metropolitan Areas 
Minneapolis-St. Paul ° ns . 
Minneapolis City .... 4 1 —6 
St. Paul City ............. ° ? ° 
Cities 
Duluth-Superior ........ 1 0 —Il2 
Kansas City District 2r5 —10 


Metropolitan Areas \ 


they're 
- personal friends- 
OUR AUDIENCE 
and 
UR TALENT 


And well might they be friends. For during 


ae 


ig wees Long , Fa 


Bob Bender, WGY Sportscaster, talks baseball with Schenectady Little 


Leagvers. 


the month of October WGY staff artists made 
more than 100 personal appearances in cities 
and towns that stretch across our coverage 
area—Cooperstown and Cobleskill, Cohoes 
and Saratoga. From Oneida in the West to 
Brattleboro, Vt., in the East. From Saranac 
Lake south through the river valleys to Catskill, 
our people are always out making new friends 
for WGY. It’s great to be a good neighbor in 


such a beautiful neighborhood. 


A GENERAL ELECTRIC 
STATION 


SCHENECTADY, NEW YORK 


} 


Cooperstown, N. Y. 


Represented Nationally by Henry |. Christal Co. New York * Boston * Chicago * Detroit * San Francisco 


Don Tuttle, WGY Farm Editor, addresses a group at the Farmers Museum at 
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Emil Stanley Urges Truckers to Hire 
Ad Managers and Boost Ad Budgets 


,;\Managers and agencies to help 
Survey Shows Only 10% |them prepare their advertising. 


Have Ad Managers and s According to the survey, only 


Only Half Use Agencies = about half the truckers have agen- 
cies and only about 10% have ad- 
BALTIMORE, Dec. 2—The truck- vertising managers. 
ing industry was urged here to| The survey was actually intwo 
both improve and increase its ad-| parts. One part canvassed indus- 
vertising. trial traffic managers, the custom- 
Emil G. Stanley, president of ers of the truckers, and the other 
Traffic Service Corp. and publish-| surveyed the trucking companies 
er of Traffic World, Chicago, drew | themselves. 
on a survey made by his company The survey of traffic managers 
to show a meeting of more than | was taken to determine what they 
400 advertising, public relations thought of the sales promotion and 
and sales members of the Custom- advertising of the truckers. 
er Relations Council of the Amer-| Mr. Stanley’s conclusions were 
ican Trucking Assn. that the drawn from the first 50 replies to 
trucking industry’s advertising is 200 questionnaires sent out. 
inadequate and not as effective as| Here’s how these traffic mana- 
it could be. Bers feel about the truckers’ sales- 
As a conclusion of what the sur-| men: 47 out of 50 feel the salesmen 
vey revealed, Mr. Stanley urged|don’t have enough training and 
the truckers to hire advertising knowledge; 16 feel that they don’t 


HAT A BUY you get in Akron, 
Ohio! One of the few large 
U.S. markets covered (99%%) by 


a Single newspaper — the power- 
ful AKRON BEACON JOURNAL, evening 
and Sunday. 


know the shippers’ problems and 
aren’t much help, and 12 feel that 
too many trucking salesmen are 
just friendly fellows, “personality 
boys.” 


ws In regard to sales aids, exactly 
half of the respondents said trink- 
ets, gadgets and gimmicks sent out 


by the companies are no help and) 


serve no purpose in getting the 
truckers business. Seventeen of 


the 50 said the truckers should | 
informative route) 


supply more 
lists and maps and more infor- 
mation on their service. 

The shippers feel better about 
the truckers’ magazine and direct 
mail advertising. Thirty-eight said 
they like both when they tell a 
good story on service and 15% feel 
the truckers’ magazine advertising 
and direct mail has improved. 

The shippers felt almost over- 
whelmingly (43 out of 50) that 
gratuities are of no influence and 
have no value. Christmas gratui- 
ties and gimmicks are especially 
resented according to comments 
volunteered by the respondents. 


® Two hundred trucking com- 
panies were polled on their adver- 
tising, and Mr. Stanley extracted 
the first 50 responses to indicate 
the state of advertising in the 
trucking industry. 

According to the survey, truck- 
ers seemed to have an adequate 
number of salesmen—an average 
of 20.4 per company. 


Mr. Stanley pointed out that this 
represents a_ sufficiently large 
number of sales personnel, ‘so 
maybe our primary problems in 
connection with more sales steam 


‘for the future hinges around get- 


ting better salesmen or training 
our salesmen better.” 

Reminding the group that the 
shippers said they wanted more 
route lists and information and 
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KOA GETS THROUGH 


] 

even When snowplows can't! | 
on 

A land of great distances (302 counties~7 ~~ 


in 12 states), the Western Market's 
basic means of communication is radio. 


And radio is KOA-Radio. 


= 


=— 


KOA’s is the single signal capable 
of reaching this entire 480-million acre 
market. More than a million 

families live in the Western Market — 
better than half of them rural. 


Last year they earned $5-billion, 
spent $4-billion in retail sales. 


The Western Market farmer has an income 
74.3% greater than the national 

average. And he’s a prime customer for 
consumer goods of all kinds plus the 
equipment and materials aiding him in his 
production capacity. 


50,000 WATTS ¢ 850 KC 


CALL PETRY 


FOR FOOD ADVERTISERS: 


DENVER 
Covers The West...G600,/ 


In the Western Market: 
Sell your product... 


buy KOA-Radio. 


=e & 
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man in the trucking [business] 
is the advertising manager. 

“This certainly reflects that in 
trucking, advertising and sales pro- 
motion may be sidetracked. How- 
ever, I actually think that adver- 
tising and sales promotion and re- 
search is a full-time job in itself,” 
he said. 

He urged the truckers not only 
to get an advertising manager to 
improve the quality of their ad- 
vertising, but also to devote some 
part of their budget to research on 
.- |how to spend their advertising 

~ money and in what media. 
| Mr. Stanley went on to show 
|what the survey revealed about 
the size of the trucking industry’s 
advertising budgets and compared 
~~ \ these with the amount spent by 
OPENS DOORS—Ross Roy Inc., Chicago, | ther transportation industries. 


Fagert » Wendterkel Receptina! 


, / 
fer Christanne 


takes this approach in Christmas adver- | 
tising for Dana Perfumes Inc. Featuring # He found that 40 companies 
four slightly open doors, the copy is head- spend .321% of gross sales for mag- 


lined, “Expect a wonderful reception” for | azine and direct mail advertising. 


Dana perfumes. The ad appears in De-| Foy gratuities and gadgets they 


cember's Holiday. spend more—.385%. 


He told them that industrial 
companies spend 2% of their 


fewer gimmicks, he revealed that 
the survey showed that 22 of the| sross sales, railroads spend 3% 
50 trucking companies provide| while the airlines are spending 
route lists and guides as a pri- 3%. 

mary sales aid and 21 out of 50 
indicated they provide gimmicks 
and gadgets. 


“You spend only one-seventh 
of what industrial advertisers do 
[on magazines and direct mail]— 
and they are your shippers—pros- 
pects and customers. And you 
local advertising budgets of the spend only one-ninth of what the 
truckers, about 40% split their | @itlines spend,” Mr. Stanley point- 
budgets 75-90% local and 25-10% |°4 Out 
national. | ; ; 

Except for the 10% of the com-|® “Since shippers say that the 

panies which have advertising | Christmas gratuities and gadgets, 
managers to handle their adver- gimmicks and trinkets are no buy- 
tising, Mr. Stanley said, advertis-|ing influence and of no value, if 
ing is handled by a miscellaneous | You bunch that part of your budg- 
group of titles “such as v.p. with|¢t together with what you are now 
13 mentions; sales manager with|SPending, you would come out to 
eight; traffic manager with five; |-706%, which would give you about 
president with three, secretary one-third of what industrial ship- 
with two, and even an office man-| Per manufacturers spend and one 
ager.” Only two have public re- fourth what the airlines spend,” 
lations directors. he continued. 
Mr. Stanley concluded by point- 
# Mr. Stanley went on to say, “As/|ing out that business in general is 
businesses get bigger, there are| expanding its advertising in 1954 
more and bigger things to be done|and preparing for a long hard-sell 
and my reason for bringing this | battle, and he advised the truckers 
up is that I think that the missing | to follow suit. 


A USABLE “GIVE-AWAY” THAT 
KEEPS THE COMPANY NAME 

BEFORE THE PROSPECT DURING 
ALL HIS WORKING HOURS... 


a The survey showed that in the 
breakdown between national and 
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TRADEMARK DISPLAYED 
IF YOU WISH 


DEALER IMPRINT OPTIONAL 
AT EXTRA COST 


NAME 
GOES HERE COMPANY’S PRODUCTS 


ILLUSTRATED 


1S ON ee ee Oe a 
TANDARD PRINTING CO. 
DEPT. AA, HANNIBAL, MO. 


We are interested in receiving prices 
and additional information on the 


Giant Size Memo Pads: This 17 x 22 inch desk pod is idea! for 

N company gifts to any buyer of its prod- 

Company ucts or services. The user can jot quick 

Addr memos, names, phone numbers, etc., yet 

: . have a clean working sheet the next 
City, tote morning. fae 
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Supermarkets Will Go Heavily into 
Appliance Business in ‘54: LeBow 


(Continued from Page 2) | every conceivable type of mer- 
other full-fashioned hosiery mills. |chandise. The share of the market 
He is making them of identically captured by direct selling runs into 
the same DuPont nylon yarn as /$1 billion a year, and keeps grow- 
are all of the other manufacturers. | ing. 

Competition is fierce, profit ge i 
gins are declining, the rate of|# “Never in the history of the 
consumption is not rising in any) | world, ” Mr. LeBow concluded, 
spectacular way. But a manufac-|“has a consuming public been 
turer who ties up with a big soap created so responsive to new 
company or an oleomargarine pro- wants. But at the same time, bus- 
ducer and has his stockings of-|iness men must adapt themselves 
fered as a self-liquidating premi-/|to those wants as well. 
um can sell millions of pairs at a “Meeting competition in 1954 is| 
time when other mills are curtail- | going to demand an economic and 
ing their operations. sociological analysis and under- 
“Obviously, the problem differs | standing of the problems involved. | 
in every business and depends on /jt will require watching and} 
many factors. anticipating the shifts in demand, | 
in price structure, in the relative 
strength of retailers and other | 
distributors. | 
“Above all, 


a “Take the automobile industry. 
At a time when the number of 


cars on American roads is reach- it will call for a! 


RAY H. HAUN, manager of sales devel- | 

opment for This Week Magazine, has re- 

tired. Mr. Haun joined the magazine at 
the time it was formed in 1934. 


sharply realistic understanding of | 
|competition as a matter of fighting 
to win.” 


Stelle Joins Lamb & Keen 

B. W. Stelle has joined Lamb & | 
Keen, Philadelphia, to head the) 
/agency’s industrial department. 


Formfit Drives to Rescue 


Garments from Yule Eclipse 
Formfit Co., Chicago, is launch- 
ing a special drive during Decem- 
ber and January to rescue founda- 
tions from their “orphaned” role 
in corset departments during the 
holiday seasons, when they are 
sidelined to make room for special 
holiday items. The company points 
out that during these months, the 
corset department nets about as 
much as the rest of the store aver- 


83 


ages on like volume in 12 full 
months. 

The ad drive will feature a “Be 
Your Own Santa” theme in De- 
cember, and during January a 
“garments for travel” theme will 
be played up. The ads will run 
in Life during this time and deal- 
ers will be offered co-op ads, timed 
to coincide with the peak market 
week of the two months. MacFar- 
land, Aveyard & Co., Chicago, is 
the agency. 


a 
al 


A ADVERTISERS HAVE PLACED MORE 
ADVERTISING IN American Restaurant 
THAN ANY OTHER PUBLICATION 


_5 S$. Wabash Ave. 


a Ceiliurant magazine Chicago 3, Illinois 


ing staggering millions, when the 
parking problem is choking many 
cities, this industry persists in 
making as broad, as long, and as 
overtrimmed a car as it can think | 
up. 

“The saturation point in auto- 
mobiles would not be_ reached | 
quite so quickly if automobiles | 
cost a good deal less,” Mr. LeBow | 
said. “And they would cost less if | 
they were smaller, and if the en- 
gineers did not insist that in order | 
to drive Papa to the station, or the 
children to school, Mama has to 
sit behind anywhere from 175 to 
220 horsepower.” 

But smaller cars would not 
mean lower prices, Mr. 
said, “because competitive pricing 
is unknown in the automobile in- 
dustry. But a sluggishness in the 
movement of automobiles in ’54 
can precipitate a speedier rate of 
decline in the economy as a whole, 
because the reflex action of the 
automobile industry is to close 
down, or cut down _ production, 
rather than slash prices and sell 
more goods. 


NEW 


..» NOW 


popular as 


s “In this country, consumption | 
is a way of life,’ Mr. LeBow 
pointed out. “It has become so 
through the fact that we have, 
with our promotion, publicity and 
advertising, endowed commodities 
with a significance which makes 
their consumption important to the 
status, prestige and multiple ego 
satisfactions of the population. 
“We should be more skeptical 
about our own propaganda,” he 
said. ‘Far too many businesses be- 
guile themselves with their own 
advertising and promotion. Too 
many manufacturers and retailers 
look upon brand names as a sort 
of primitive magic—the very fact 
that an item is named gives it 
importance. 
“One of the major tasks of suc-— 


region 


cessful competition in the next. 
few years,” he said, “lies in the) 
field of what I call ‘the public! 


relations of commodities.’ 

“Not all of these are advertising 
devices. But advertising is surely 
one means by which a product is, 
endowed with significance, im- 
portance and desirability.” 


® Cautioning against the belief 
that self-service selling is a cure- | 
all, Mr. LeBow emphasized that 
there are many products which 
still have to be displayed, demon- 
strated and sold. 

“There is too much dependence 
on status in American selling,” he 
said. “The manufacturer depends 
on his place in the industry and on 
his advertising. The retailer de- 
pends on his place in the commun- 
ity, his prestige and his advertis- 
ing. But right in their own baili- 
wicks, working like busy ants, are 
hundreds of house-to-house and 
‘party plan’ and ‘truck-direct’ sell- 
ing outfits, selling the consumer 


Right in the 
Heart of 


a ENGLAND 


3 times more 


test market 


Your test campaigns can be made 
and checked quickly, effectively and 


economically when you conduct them 


in WORCESTER — 


the “Crossroads of 
New England”. By far the most repre- 
sentative of the region, Worcester’s 
well-balanced population enjoys sub- 
stantial and stable industrial and agri- 


WORCESTER 
your most logical 
TEST MARKET 


cultural income — and the advantages 
of being a sizable distribution center. 


Coverage of this compact market is 
easily and intensively accomplished by 
using the Worcester Telegram-Gazette. 
We welcome your request for full test 
market data on Worcester. 


Worcester Telegram-Gazette Circulation: Daily 154,490; Sunday 104,308 


WORCEST tr | 
TELEGRAM 
-GALETTE | 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 
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Prudential Agency Invites 
Bedell to Help Keep Score _the eye could divine the purpose 

To the Editor: I have read with’ and foresee the effects of an ad- 
interest and pleasure Clyde Be-|vertisement. How does a man 
dell’s article (Nov. 9) on the Pru-| W 4 tching the game from the 
dential ad. ‘bleachers discover the strategy of 

In any advertisement there is|the pitcher? In some parks it’s 
always more than meets the eye— | even hard to find the score. So I 
especially the practiced eye. Mull- | most cordially invite Mr. Bedell to 
ing over, in the past, Mr. Bedeli’s sit down beside us in the dugout 
comments, I have occasionally|and enjoy the game with the 
wondered how a man acquainted players. 


Fly your work to Bundscho 
We fly proofs back... fast! 


Here Type Can Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 + Chicago 1 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


with nothing except what meets| 


Mr. Bedell has selected for ani- 
madversion an advertisement that 


| ranks as one of the best in a gam- 


paign that has been extraordinari- 
ly successful in. achieving what it 
set out to do—and it set out to do 
a great deal. 

All of the ads in the series are 
pre-tested by professional re- 


searchers, under the direction of | 


Prudential’s research department, 
using a nationwide sample of ap- 
proximately 1,200. They determine 
(as accurately as advertising re- 
search permits) (a) the emotional 
appeal of the ad and (b) the ef- 
fectiveness and clarity with which 
the message is registered and re- 
tained. Tne ad Mr. Bedell has dis- 
paraged ranked second in “a” and 
comfortably in the top third in “‘b” 
among 47 ads tested over the last 
two years. 

The ads are also post-tested, 
sometimes by the original re- 
searchers, always by Starch. The 
correlation between before and af- 
ter is very high. 

In the fifth paragraph of his 
article Mr. Bedell seems to con- 


\ 
aN Z Florida’ s Gold Coast 
7 “Sis a bonus market 
/'\\ ‘that'll be jammed 
with 1144 million 
tourists this winter 
— and more than 3 
million during the 


year! 
MZ 
rm, 


— 
— 


‘residents. 


“3 s a low-cost market that’s ALL yours 


blanket coverag coverage of The Miami Herald. 
> /' \\ 4% 


ev s a billion-dollar market with over 900,000 thriving 


through the 


Get the sales-building facts from your SB&F man, today. 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Representatives 


Sve <a 
Affiliated Stations — 


WQAM, WQAM-FM 


‘cede that the advertisement he’ 
criticizes might have strong emo-— 


tional impact and high message 
registration. The real trouble, he 
'says, is that “the advertiser who 
|paid for the ad fizzles out of the 
'reader’s mind fast.” 


Does it? The series of advertise-| 


ments of which the ad that trou- 
bles him is an example has been 
running for more than two years. 


Let’s see how fast in those two) 
years the Prudential has been fiz-| 


zling out of readers’ minds. 

At the start of the series a care- 
ful culture was taken of, among 
other things, the *public’s aware- 
ness of life insurance advertising 
This measurement was repeated 
four times a year and at the end 
of two years the investigations 
showed: 

1. A very significant increase in 
public awareness of Prudential 
advertising. It was up 24%. 

2. The public’s awareness of 
Prudential advertising mounted at 
a decidedly sharper pace than its 
awareness of the advertising of 
any competitor. 

So much for the fizzling out of 
Prudential’s name. Suppose we 
look at sales: 

1. Anyone who knows the life 
insurance business knows that the 
agent makes the sale and that one 
thing this advertising is designed 
for is adaptability to agent use at 
point of sale. 
/printed and also converted into 
post cards for use by agents. Use 
of the post cards has resulted in a 
very high ratio of sales to calls. 
And when the agent uses reprints 
of the ads during personal calls 
his sales ratio is even higher. The 
advertisement Mr. Bedell criti- 
cized has brought a flood “of re- 
auests from agents for reprints and 
post cards greater than that evoked 
by any previous ad save one. The 
total number of post cards alone so 
far requested and distributed as 


a result of this one ad is over 271,- | 


000 and returns are still (Nov. 11) 
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So the ads are re-| 


1953 


coming in. 

2. The campaign has aroused 
more agent enthusiasm on the 
ground of practical sales helpful- 
iness than any Prudential adver- 
tising in the last decade. 

3. In the last two years Pru- 
dential has outstripped all other 
life insurance companies in new 
business sold and is currently 
ahead of last year by a stunning 
margin. 

Near his conclusion Mr. Bedell 
|deplores our not exploding the en- 
tire arsenal in each ad. This, he 
says, is “wicked” because it is 
|giving up without trying. He may 
‘still be censorious because we 
sank the battleship with a tor- 
pedo without also firing the aft 
and forward turrets. But since he 
knows that what we mean is busi- 
ness and not gunnery practice, I 
can’t believe he takes this com- 
plaint very seriously. 

I repeat my invitation most cor- 
dially and I feel sure it will be 
endorsed by all advertisers and 
their agency men: If Mr. Bedell 
will drop in on us any time, we’ll 
be happy to give him all those 
multifarious details that are essen- 
tial to intelligent judgment of an 
advertisement. We invite him to 
| leave his seat in the bleachers to 
|join us in the dugout where we 
lall amicably keep track of the 
score. 


M FF. Cacroe,, 
Vice-President, Calkins & 
Holden, Carlock, McClinton & 
Smith, New York. 

a ry s 

Wonders About Those 
Ten Grand Copywriters 

To the Editor: Some months ago 
you printed an article disclosing 
'that top copywriters receive $10,- 
000 or more per year. This fasci- 
nated us so much that we posted 
the article in our office (where it 
would not go unnoticed by the 
| boss), with a caption: 
“Well, whaddaya know!” 
For months on end, we cringe at 


“Skip the irrelevant, buster—are you 
geared up for our suburban expan- 
sion? We've mov 
County where population gained 48 


percent since 1930.” 


oe 


Represented nationally by O'Mara & Ormsbee, Inc. 


ed out to Morris 


NEWARK, NEW JERSEY 
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Advertising Age, 


the grammatical abuses committed 
in television commercials by copy- 
writers who plainly are the ten 
grand ones. This assumption is 
made because they are done in the 
name of accounts where big time 
buying prevails. It is unquestion- 
ably writing that originates in the 
eastern halls of advertising learn- 
ing. 

We have almost come to accept 
that “the smoke travels further,” 
and assumed that constant abuse— 
like constant use—now makes it 
an acceptable idiom. ‘Farther,” 
it seems, is a forgotten word of 
the representatives of tobacconists 
and gasoline manufacturers. These) 
account executives or copywriters 


apparently went no “further” than | 


the 6th grade. 

But, this week we received the 
unkindest cut of all—a combina- 
tion of audio and visual—as the 
camera took us to a close-up of a 
lovely red headed movie star who 
plainly was about to confess that 
Colgate-Palmolive-Peet made her 
scintillate even from a back view. 
And confess she did! She turned 
and dropped this bombshell: 

“Yes, it is me, Rhonda Fleming!” 

Know anywhere back your way 
where they’re paying ten grand or 


more for proper application of 
grammar? 
JAMES F. Rowe, 
Los Angeles. 
e & * 


Student AMA Is 
Independent Operation 

To the Editor: This is to correct 
several statements made in your 
recent article concerning the de- 
cision of the American Medical 
Assn. with regard to cigaret and 
beverage advertising. 

1. The Journal of the Student 
American Medical Association is 
the official publication of the Stu- 
dent American Medical Assn., 
which is an autonomous organiza- 
tion of 18,000 medical students. 

2. Although we have been sub- 
sidized during these first few years 
of our organization, we do operate 
independently. 

3. Our publication is printed by 
Von Hoffmann Press in St. Louis, 
and the publishing operation is an 
independent one. Our advertising 
is secured through arrangement 
with the advertising department of 
the American Medical Assn., and 
as such we abide by the rules and 
regulations set up by that depart- 
ment. 


I trust you will correct your 
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Bros. Chlorodent ad is offensive 
to me, too. But still more offensive 
is this czar suggestion of yours. 
What's this talk about Freedom 
being everybody’s business? 
MARK TABER, 
Chicago. 


Mr. Taber apparently needs 


spectacles. The editorial said clear- | 
ly: “AA has always opposed the} 


notion of any kind of censorship 


for advertising, based on the czar) 
concept or any other, and we still | 


do.” 
e e e 


It's Re-Use that Counts 
in Pay for Commercials 
To the Editor: Your editorial 


received by Vera Miles for her 
three-minute commercial was in- 
teresting. 

True, she may have been paid 
more money for this chore than 
Warner Bros. gave her for two 
weeks of acting. However, the 
high scale for commercials is based 
on the fact that commercials can 


(Nov. 9) on the amount of money 


| be, and are, used forever. 


Each see that you had moved our town in 36 Cities Turns Out a Big Suc- 


time they are used they replace a_ lock, stock and barrel to the state cess). 


commercial by a “live” 


tant future, the grandchildren of 


ye" announcer. of Mississippi. 
Perhaps, at some time in the dis- BH&G’s 


Miss Miles will miss out on an | 
announcing job because the spon-. 


‘sor decides to keep right on using 
the commercial “that 
made when she was just a lil’ gal!” 


Grandma | 


| At least, that’s how the actors and. 


re-use, the “big’’ money may boil 

down to “14146¢” per time used! 
Thought you might like to know 

why they charge more for com- 


actresses feel about these assign- | 
ments. In a few years of use and 


mercials than for entertainment) 


assignments that have a limited 
time of life for usage. 
Buppy Mason, 
“Behind the Movie Sets,” Los 
Angeles. 


Sorry: We'll Move It Back 

To the Editor: In reading the 
Nov. 16 issue of ADVERTISING AGE, 
I was very much interested to 


ELIZABETH N. KENNEDY, 
Kirkwood, Mo. 


(See Page 44,' 
Reader’s Choice Home. 


HOIST YOUR SALES 


With this ever- 
popular premium 


YOUR PRODUCT 
ADVERTISED 
HERE 


This reasonably priced premi- 
um will really stimulate sales. 


Assorted colors and designs — 
Eye catching colors. Individually 
rolled and banded—Illustrated 
directions on each kite. 


Write for full particulars 


NORTHWESTERN KITE CO. 
2300 N. Knox Ave., 
Chicago 39, Ill. 


Model 
Shown 
31%" x 272" 


records with regard to the above, | 


and further add that reading Ap- | 


VERTISING AGE in the privacy of my 
home is one of the highlights of 
my week. 

R. F. STAUDACHER, 


Executive Secretary, Stu- 
dent American Medical 
Assn., Chicago. 
* * . 
Czar? No! 


To the Editor: So you want a 
czar over the advertising industry 
because Lever Bros. showed bad 
taste in a Chlorodent toothpaste 
ad! [“Chlorodent Spins a Web of 
Nonsense,’ AA, Nov. 16.] How 


about a czar for the publishing 
some publishers | 


business, since 
show bad taste? How about a 
ezar for every business and every- 
body? You say you only want a 
little self-regulation. Any so-called 
self-regulation under the duress of 
a threat of outside regulation is 
not self-regulation at all. Further- 
more, isn’t Lever Bros. going to 
pay for its poor taste? Hasn’t Ap- 
VERTISING AGE, with all its adver- 
tising pundits, been telling us over 
again that bad advertising is un- 
profitable? Do you really believe 
this is true or is it just wishful 
thinking? If it is true, then why 
do offensive advertisers like Lever 
Bros. need a czar to suppress them 
since they will be going out of 
business anyhow? 

Don’t get me wrong. The Lever 


Weekly Star Farmer has 31% more farm 
household coverage than any other farm paper 
—in these highest income counties. 


In all of Missouri and Kansas, Weekly Star 
Farmer has 43% more (98,242 more) farm 
subscribers—than any other farm paper. 


In the Missouri and Kansas 


Farm Market . 


Who a the ean of Buying ‘Man, 
a uying Oftener —at All Price Levels 


Why seftle for less? 


Weekly 


Ae 
457,000 Paid Subscribers oe ANE 


Harrison 1200 Chicag 


Why Settle for 


You can be sure of concentrating on more farm 
households—and more of the Best farm households— 
in the Weekly Star Farmer. 


Department ot Agriculture figures show 59 Missouri 
counties and 47 Kansas counties each produced 
$10 million or more in 1952 farm income. 


Yes, you can be sure of reaching more substantial 
farmers in the Weekly Star Farmer. 


Star Farmer 


@ 7° S. State St. 
WEbster 9-0532 


Less? 


ork 15 €. 40th St. 
New ¥ Murray Hill 3-616) 


Laie 
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British Bike Sales to U.S. Soar 


But Elsewhere They're Going Down 


Europeans Are Riding 
on Motor-Scooters and 
the Like, More and More 


'man production of auxiliary mo- 


Lonpon, Dec. 1—Before the war, | 


British bicycle makers shipped 
300 bikes a month to the U.S. Last 
year, the number was up to 13,000 
a month. This year, manufacturers 
are shipping 30,000 a month. That 


ported to the U.S. in 1953. 

But there’s some question wheth- 
er the bike business is dying out. 
Sales elsewhere are falling off, 
victim of the rising motor-scooter 
business, chiefly. 

There has been a lot of talk 
about Britain’s car exports to the 
U.S. and almost none about the 
bicycle exports, although the num- 
ber of bikes shipped to the States 
is more than ten times greater in 
units. 

One reason for this is that the 
British bicycle manufacturers have 
soft-pedaled their sales success 
story. Not that they’re shy or any- 
thing like that. They are simply 
afraid that if they boast too much, 
the U.S. Tariff Commission will 
jack up the import tax. 

What the industry is thinking 
about this success—and their 
troubles elsewhere—came out at 
the 28th Cycle and Motorcycle 
Show here late in November. 

Despite the current tariff of 742¢ 
per $1, British-built bikes can— 
because of low production costs— 
undersell American models. Amer- 
ican manufacturers are well aware 
of the British success. They asked 
for a tariff hike last year and 
were turned down. Since then, the 
Tariff Commission has been re- 
constituted by President 


In Germany, there are now 2,-. 
000,000 motorbikes on the road and 
the street din is deafening. Ger- 


tors for bicycles is expected to 
reach 250,000 units this year. Brit- | 
ain, which never had more than | 
700,000 motorcycles before the 
war, now has 1,000,000, and 85,- 
000 new ones are being registered 


‘each year. 
means 360,000 British bikes ex- 


® The most outstanding success 
story of all, however, is provided | 
by the Italian motor-scooters, par- | 
ticularly the Piaggio Co.’s sturdy | 


| 


Eisen- | 


little Vespa. The first Vespa ap- 


| the 500,000th Vespa came off the 
| production line at Florence and 
| another firm, Innocenti Co. of Mi- 


‘lan, is also approaching the half- 


|}peared in March, 1947. Recently | 


| 


‘million mark. Italy will produce | 
/more than 300,000 motor-scooters . 


,in 1953 alone. The nearest thing 
to a small car, the motor-scooter 
is easier to operate than the motor- 
cycle and is, of course, easy on 
the pocketbook. You can buy one 
in Italy for as low as $175. 

The Vespa is now being ex- 
|ported to countries all over the 
world, including the United States. 
It is also being produced under 
license in Britain, France, Spain 
and Germany. 


® Sign of the times: At the British 
cycle show there were 22 bike 
manufacturers exhibiting, but they 
were outnumbered by the motor- 
cycle manufacturers, who totaled 
26. 

One bicycle’ exhibitor said: 
“This is the last bicycle show. 
From now on it will be all power- 
assisted bicycles and motor-scoot- 
ers. The bicycle, apart from the 
racing enthusiast, is finished.” 


hower and the Briitsh fear they | 


may not fare so well with the) 


new board. 


® British bike makers are natur- 
ally provoked by the attitude of 
their American counterparts. H. M. 
Palin, director of the British Cycle 
& Motorcycle Manufacturers Un- 
ion, points out that “we have de- 
veloped a market in the United 
States which simply did not exist 
before.” Speaking here at the 
Cycle Show, Mr. Palin said: 

“The reasons for our success are 
not far to seek—we are pioneering 
in an entirely new market, with 
an article we make better than 
anyone in the world. In the U.S.A., 
the bicycle market was virtually 
non-existent prior to our arrival, 
being limited almost exclusively to 
juveniles and toys. We have here 
created an entirely new market 
and opened up entirely fresh fields 
—for which the U.S. bicycle man- 
ufacturers should really be truly 
grateful.” 


@ The progress in the dollar area 
has helped somewhat to offset 
considerable difficulties in other 
parts of the world. The industry 
exports two-thirds of its bicycle 
output, but many countries, par- 
ticularly those in sterling areas, 
have sharply reduced their imports 
this year. India has imposed a 
crippling 60% duty and shipments 
to Pakistan have all but ceased. As 
a result, total British exports in 
the first nine months of 1953 fell 
from 2,108,823 last year to 1,414,- 
483. Production is now running at 
3.000,000 bikes a year, compared 
to 4,000,000 in 1951. 

The fact is that while Americans 
are discovering the bicycle, people 
in other countries—where the bike 
has long been popular—are now 
showing a greater preference for 
motorcycles, motor-scooters and 
bicycles equipped with an auxili- 
ary motor. This trend is especially 
pronounced in postwar Europe. 


HARLEY-DAVIDSON ASKS 
HIGHER IMPORT DUTIES 


MILWAUKEE, Dec. 
| Davidson Motor Co. has made an- 
|other plea for protective tariffs to 
'save it from “cheap wage foreign 
| competition” in the motorcycle 
| business. 

' Ina letter to the Commission on 
| Foreign Economic Policy in Wash- 
ngton, the Milwaukee concern de- 
clared that it has been hard hit by 
imports of European motorcycles. 
Its export business, which once 
was 40% of its production, has 
been reduced 5%, the letter con- 
tinued. 

“The question also arises as to 
why the American producers 
should convert in their home mar- 
ket in order to make room for 
foreign producers,” the firm said. 
“The foreign manufacturers are 
trying to take over the American 
manufacturers’ markets. Why 
should the American manufactur- 
ers be obliged to convert or go out 
| of business?” 


s The company was rebuffed last 

‘year in its attempt to induce the 
Tariff Commission to recommend 
a boost in duty on imports of for- 
eign motorcycles. The Federal 
Commission on Foreign Economic 
Policy, to which it sent the new 
plea, is to make recommendations 
to Congress 60 days after it recon- 
venes early next year, Harley- 
Davidson said. 


Readership to Be Tested 

| Aviation Age, published by 
| Conover-Mast, New York, has 
been selected by Daniel Starch & 
Staff for study in the Starch 
readership program. Alternate 
issues are being tested, beginning 
with November. 


Appoints Peter Petropoulos 

Peter J. Petropoulos has been 
appointed account supervisor for 
the merchandising’ division 


1—Harley- 
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MODISH MALE—Victor LeBow, general manager of LeBow Bros. Inc., shows off the 

2” cuffs on his cashmere suit for Eleni Sakes (left), fashion editor of the Washing- 

ton Star, and Patti Cavin, fashion editor of the Washington Times-Herald, at a 

meeting of the Washington adclub where Mr. LeBow spoke. The ladies’ interest 

lent substantiation to Mr. LeBow’s point that men’s apparel retailers should direct 
their promotion toward women since they decide what men wil! wear. 


Top Executive Pay 
Up Only 1% in 1952 


New York, Dec. 4—Oh, to be a 
working man. 
The bosses didn’t do so well | 
during 1952, says the American. 


Management Assn. in releasing its 


'fourth annual survey of executive 


compensation. The compensation 
level of top executives on the aver- | 
age increased less than 1% over) 
the previous year, while gross 
average weekly earnings of pro-| 


Cincinnati Papers Turn Thumbs 


Down on Repair Advertising 

Cincinnati mewspapers have 
adopted a policy of not accepting 
price advertising for radio or tele- 
vision repairs. Each newspaper, 
reports the Better Business Bu- 
reau, has also set a policy of not 
accepting underselling claims or 
false or misleading statements in 
such ads. 

In relation to “bait”? advertis- 
ing, the bureau said public com- 
plaints and BBB shoppings con- 
tinue to reveal that some adver- 
tisers are just not interested in 


duction workers in manufacturing | Selling their advertised merchan- 


industries were 7.4% above those. 
of .1951. 

To make the brew even more 
bitter, AMA points out that the) 
top executive figure includes sal- | 
aries, bonuses and company con-| 
tributions to retirement funds, al- | 
though the statistics cited for pro- | 
duction workers do not take into. 
account the so-called “fringe” 
benefits. 


a The report, based on an analysis 
of payments to almost 15,000 ex- 
ecutives in 1,868 companies, indi- 
cates that executive compensation 
is a “barometer of the business 
conditions affecting individual 
companies and industries.”’ Con- 


sequently, the reported “average”. 


trend is not necessarily indicative 
of any general condition. 
As a matter of fact, a top level 


man still manages to make a living | 


in some industries, where despite 
the average small increase over- 
all, executives found their total 
compensation increased by 6% to 
8%. 


Barnes Buys ‘Daily Observer’ 
The Daily Observer, 


Wayne Petty, who have owned the 
35-year-old daily for the past sev- 
en years, to Mr. and Mrs. Eugene 
Barnes. Mr. Barnes formerly was 


co-publisher of the Press, Camp- | 


bell, Cal., and of newspapers in 
Saratoga and Cupertine, Cal. 


ARB TV Ratings 
Nov. 1-7, 1953 


American Research Bureau 
Rank Program Rating 
1 1 Love Lucy (Philip Morris, CBS) ....62.2 


2 Dragnet (Liggett & Myers, NBC) .62.0 
3 You Bet Your Life (DeSoto- 


Plymouth, NBC)... 53.2 
4 Godfrey's Talent Scouts 
PIT Siccivertetbasistscieenpens 46.9 
5 Toast of the Town (Lincoln- 
SOP. cthasrceiitisanens 46.3 
6 Milton Berle (Buick, NBC) .......... 44.2 
7 Godfrey & His Friends (Several 
GPOREOTE, GBS)  crceressessscccecceserre 43.0 
8 Jackie Gleason (Schick, Sheaf- 
fer, Nescafe, CBS) ...........0... 42.1. 
9 Our Miss Brooks (General 
NII RENE sasicccecsvccssescesesscecners 41.1 
10 TV Playhouse (Philco, Good- 
ee EE 39.0 


of NOTE: For ARB’s tally of viewers, see table 10 


| Worthington Corp., Harrison, N. J. on Page 75. 


Corning, | 
Cal., has been sold by Mr. and Mrs. | 


ise. 


Benson Named Asst. Publisher 


Richard Venn Benson, formerly 
circulation manager of Field & 
Stream, has been named assistant 
— of World, effective Dec. 

1. 


Davidson Book Joins ABP 


American Fur Breeder, pub- 
lished by Davidson Publishing 
Co., Duluth, has joined the Asso- 
ciated Business Publications. 


Young Claims Six 


Connecticut Towns 
Have Most Admen 


New York, Dec. 2—In a signed 
article published last week in the 
Herald of Westport, Conn., John 
Orr Young, public relations con- 
sultant and former partner in 
Young & Rubicam, challenges any 
other area in the U.S. to show as 
many talented advertising men 
and women as the six Connecticut 
towns of Westport, Weston, Fair- 
field, Redding, Wilton and Easton. 

Admitting that his “brag may 
_be challenged” by other areas and 
|communities, Mr. Young cites 
|names, titles and companies to 
prove his point. 


‘a In his list he names 139 ind- 
‘ividual executives associated with 
'63 New York advertising agencies 
‘as residents of the Connecticut 
|area, where Mr. Young himself 
lives. In addition, he names 25 ex- 
ecutives of 17 major national ad- 
vertisers; 48 people in television 
and radio; 49 people who work 
for 39 different publications; 22 
public relations people; 70 artists 
who do advertising work or illus- 
trations for magazines; and 28 
people in a miscellaneous category 
who have been or still are con- 
nected with advertising in some 
capacity other than those listed in 
other classifications. 


‘How-to-Do’ Farm Magazine, 
‘Mechanical Farmer,’ Bows 


The Mechanical Farmer, a 
“how-to-do-it” mechanical maga- 
zine edited for farmers and ranch- 
ers, makes its initial appearance 
‘in December. It is published 
|/monthly by Journalism Publishing 
Co., 432 W. 70th Terrace, Kansas 
City 13. 

Circulation guarantee is 10,000. 
A b&w page is $89.60. W. D. Davis 
is managing editor. 


Perry Associates Moves 


John H. Perry Associates, New 
York, media representative, has 
moved to 19 W. 44th St. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Nov. 7, 1953 


All figures copyright 


by A. C. Nielsen Co. 


Total Homes Reached Homes Program Popularity* Homes* 
/ Rank Program (000) Rank Program (%) 
1 F Love Lucy (Philip Morris, | 1. | bove Lucy (Philip Morris, CBS) .. 63.4 
MOU sbissgecarsesssstnisnsarsinesescioecis 15,882 2 Dragnet (Liggett & Myers, NBC)... 57.0 
2 Dragnet (Liggett & Myers, | 3 Godfey’s Talent Scouts (Lip- 
ead < eencisakeiracoiaratsrtisacctescssees 14,022 Ns ID) aseascacdichvocessaconssaseseeies 51.0 
| 3 You Bet Your Life (DeSoto- | 4 Toast of the Town (Lincoln- 
POO, TEINS) scserinitsessersserss 12,048 | TOBY, GB) svicscvcnscsesssossacese 49.8 
4 Toast of the Town (Lincoln- | 5 You Bet Your Life (DeSoto- 
RBTOUTY, GOD) coicssscsssccescssees 11,748 PEGI, GOING) sccciscrnsssesssccesss 48.7 
5 Godfrey’s Talent Scouts (Lip- | 6 Milton Berle (Buick, NBC) ........ 46.9 
Se | Ee 11,582 7 Arthur Godfrey (Toni, CBS) ...... 45.1 
6 Arthur Godfrey (Toni, CBS) .... 11,239, 8 Jackie Gleason (Schick, Sheaf- 
7 Milton Berle (Buick, NBC) ...... 11,181 FOF, PRORNETO, GOB) sccescsisccesses 44.3 
| 8 Arthur Godfrey (Liggett & | 9 Arthur Godfrey (Liggett & My- 
ee renee 10,505 ES IEE, “datovuhiontbitacreatasdasiceoes 43.0 
9 Philco TV Playhouse (NBC) .... 10,200 10 Philco TV Playhouse (NBC) ........ 42.2 
10 Colgate Comedy Hour (NBC) ..10,152 
| *Percentage of homes reached in area where program was telecast. 
Videodex Network TV Ratings 
Week of Nov. 1-7, 1953 
Copyright by Videodex Inc. 
Program Popularity Rating Total Homes Reached Homes 
Rank Program (%) Rank Program (000) 
1 1 Love Lucy (Philip Morris, CBS, | 1 1 Love Lucy (Philip Morris, CBS, 
Meee: SEND. ssancovetevestlssticvesedianecs 52.8 ks | eae ne 13,947 
2 Godfrey & His Friends (Several 2 Dragnet (Liggett & Myers, NBC, 
sponsors, CBS, 78 Cities) ........ 43.1 Se MND ccc oewadapiiaedires ducdvoii 10,795 
3. Godfrey's Talent Scouts (Lip- 3 Godfrey & His Friends (Several 
ton, CBS, 52 Cities) ................ 43.0 sponsors, CBS, 78 Cities) ... 10,607 
4 Dragnet (Liggett & Myers, NBC, 4 Groucho Marx (DeSoto-Plymouth, 
BEF EEE sn stedécscammssseriunicventoee 42.6 a | nee 10,180 
5 Groucho Marx (DeSoto-Plymouth, 5 Colgate Comedy Hour (NBC, 
eg EE WPIOED acestonesrsccvsnesesees 39.2 ER EE nitiecmenanisenseicen 9,488 
6 Red Buttons (General Foods, 6 Godfrey’s Talent Scouts (Lip- 
UAE OT. ERNE ccdnssincsnsceninacenices 37.8 ton, CBS, SZ Cities) .....:...... 9,182 
7 Jackie Gleason (Schick, Sheaffer, | 7 Red Buttons (General Foods, CBS, 
Nescafe, CBS, 60 Cities) ........ 36.6 a MD Scrtnlhcomeniene: 9,100 
8 Colgate Comedy Hour (NBC, | 8 Toast of the Town (Lincoln- 
Ge ND Kicesicincacnsensetedeictewsenes 35.8 Mercury, CBS, 70 Cities) ...... 7,705 
9 Toast of the Town (Lincoln-Mer- 9 Milton Berle (Buick, NBC, 72 
cury, CBS, 70 Cities) ................ 32.2 | ERI AT ele 7,662 
Your Show of Shows (Several 10 Jackie Gleason (Schick, Sheaffer, 
sponsors, NBC, 54 Cities) ....... 30.9 Nescafe, CBS, 60 Cities) ... 7,650 
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Advertising Age, December 7, 


Huge New ‘Global Promotion Piece’ Reviews 


‘their experts to its factories and 


1953 


World Economic and Population Trends 


New York, Dec. 2—Agency men 
who are looking for a_ bargain 
Christmas package in the dur-. 
ables line had better direct their 
attention to the bookstores. There, 
for the special season’s price of $9 
($12 after New Year’s), they can 
get a massive new volume which 
looks like one of the most impor- 
tant published this year. 

It is “World Population and 
Production,” written by W. S. and 
E. S. Woytinsky, and issued last 
week by the Twentieth Century 


volume on “World Trade and Or- | 


new volume is a compendium of 


facts available elsewhere—in U.S. 
and foreign census volumes, in) 


UN yearbooks and _ periodicals, 


‘ete. But along with carefully co- 


ordinating and interpreting this 
widely-scattered data, the authors 


have gone on to analyze a number 


of world economic trends. 

An example is their repeated 
comments on the need for econom- 
ic cooperation in a world where 


agerial know-how to its potential 
competitors, urging them to send 


mines to learn American methods 
of production and industrial or- 
ganization.” 

“This policy,” they add, “is with- 
out precedent, just as the present 
concentration of economic power 
in the hands of a single nation is 
without precedent.” 


Reynolds Named PR V. P. 
Cc. W. (Duke) Reynolds has 


been elected v.p. of public and in- 
'dustrial relations of Garrett Corp., 


the U.S.-style industrial civiliza-|Los Angeles. Mr. Reynolds joined 
tion “is to become a universal pat- | the company in 1942 as director of 
Fund. Along with a companion tern of world economy.” 


On the U.S. role in this process, 


ganization,” now being planned the Woytinskys note that “eco- 


for next year by the same authors nomic cooperation inaugurated by 
and publisher, it forms what will|the Marshall Plan and through | 
undoubtedly be the best outline of | international 
world economic facts, forces and/cils has replaced the traditional | 
/cut-throat competition. The United | 


trends yet under covers. 


—— = 


productivity coun- 


The present volume devotes 1,-| States leads in this drive. 


268 pages, nearly 500 statistical | 


“It has opened its secrets of ef- 


/public relations and advertising 
and a year later added responsibil- 
‘ities of industrial relations. 


Potter Gets College Account 
Bryant & Stratton College, Chi- 
cago business training institution, 
has appointed Robertson Potter 
Co., Chicago, to handle its adver- 


tising and public relations. Plans) 
for an enlarged newspaper | 


call 


tables and 338 charts and maps to| ficiency and technical and man-| campaign. 


GA TR 


a huge effort at what its publisher 
calls “global promotion.” This con- | 
sists essentially of a highly im-| 
aginative process _ for making | 
worldwide statistics meaningful in | 


terms of human needs and prob-. 


lems. 


s A dramatic example is the per- | 


sistent attempt of the authors to 
get away from the standard world 
view based on the Mercator pro- 
jection. Thus, they point. out, 
“When continents and individual 
countries are plotted on a world 
map on the scale of their income... 
the United States appears to be 
twice as large as Asia and one- 
and-one-half times the size of Eu- 
rope, while the USSR is smaller 
than the United Kingdom.” 

The resulting “distorted” map 
is only one of a large number of 
eye-openers resulting from the 
Woytinskys’ interpretation of glob- 
al data. The same type of “distor- 
tion” is carried through five im- 
mense sections on (1) world pop- 
ulation, population shifts and vi- 
tal statistics; (2) world needs and 
resources; (3) types of agriculture 
and the place of agriculture in 
various economies; (4) energy and 
mining and the economics of en- 
ergy in the world, and (5) on 
manufactures and handicrafts by 
countries, by regions and by types 
of industries. 


# In the main, the Woytinskys’ 


. fueloil & 


oul heat 


WIDE RANGE OF PRODUCTS USED BY THE 
OIL HEAT DEALER 

The equipment required for the oilheating and 
fueloil dealers, manufacturers and jobbers in this 
field is wide in range and character. Our dealers 
operate about 75,000 fueloil delivery trucks and 
semi-trailer service trucks. Every time our field 
sells 300 more burners, a new fueloil delivery truck 
equipped with pumps, valves, reels, hose, nozzles, 
meters and other accessories must be bought. Bulk 
Storage tanks, pumps, loading racks, gauges, 
pipe and hose must also be bought. Motors, 
pumps, fans, valves, etc., must be bought to 
replace parts and service the nearly 6% million 
oilheating jobs now operating. 

They buy shop equipment—pipe cutters, steel 
shears, bending brakes, pipe benders, welders, 
and bench tools of all kinds used in installing. 
Magy oilheating-fueloil dealers, getting no 
cooperation from local sheet metal men are plan- 
ning to open their own shops in 1953. About 35% 
already do, and another 20 to 30% will make the 
move this year, indicating a large market for 
shop equipment. 

They also buy the materials to make, sell and 
install conversion burners, boilers, furnaces, hot 
water circulators, blowers, boiler and furnace 
accessories, tanks, tubing, valves, filters, con- 
trols, etc. for the estimated 800,000 jobs this 
year. About 15% of this work will be replacing 
older burners and 85% for new installations 
replacing other types of firing in older homes and 
in newly built homes. FUELOIL & OIL HEAT is 
their guide, counselor and friend—they look to 
its editorial and advertising pages as they have 
for the last 33 years, for progressive and depend- 
able advice and information. 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 


To Represent 3 Publications 
Farm Manogement, Western 
Dairy Journal and Western Live- 
stock Journal, all Crow publica- 
tions, have named Norris H. Evans 
Co., Upper Montclair, N. J., to 
represent them in the New York- 
Philadelphia-Washington area. 
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Allied Products Names Willis 

Allied Products Engineering 
Corp., Los Angeles supplier of fi- 
berglass and resin materials, has 
appointed Harry G. Willis & As- 
sociates, Glendale, Cal., to handle 
its consumer and trade advertising 
program. 
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FOLDING 


ROBERT 


GAIR 


Every new carton is designed to fit the peculiar characteristics 
of the machine that will fill it. 


MUSED 
HUNG 


Hour after hour, these White House coffee cartons 
flow through high-speed filling machines without tearing 
or jamming. Production stays in high gear with no disruption 
of vital schedules. 
Why does a packer get performance like this from Gair-made 
cartons? Because Gair packaging engineers base their work on 
a constant study of all types of automatic packaging machinery. 


Our consultants will be happy to show you how precision-made 


Gair cartons will help step up the speed on your production line. 


No oblig .tion, of course. 


Write today {or Gair’s Folding Carton booklet. 
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Rates: $1.00 per line, minimum charge 


THE ADVERTISING MARKET PLACE 


$4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill 


TRADE ASSOCIATION EXECUTIVE 
A long-established national trade asso- 
ciation is looking for a new executive 
secretary. It’s probably as pleasant and 
friendly an association as you'll find, with 
lots of daily correspondence and plenty 
of opportunity. Headquarters located mid- 
west. Box 6059, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 


ADVERTISING & PUBLISHING 


FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 
Secys, Bkkprs, Receptionists and all office 
personnel. Qualified applicants of ability, 
ga bekgrnd, fine appearance. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-44%4 
BANKERS BLDG. CHICAGO 11, ILL, 


CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- 
age new service in New York. Give de- 
tails of experience and salary. 

Box 5983, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
FRED J. MASTERSON 

ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING ART DIRECTOR 
WANTED 


National agency expanding present 
staff in Detroit home office. Wants 
account art director who is modern 
thinking, with plenty of agency ex- 
perience in planning, layout, and art 
buying. Also ability to render pre- 
sentable roughs. 

Excellent initial and future op- 
portunities. 

State experience and age in your 
résumé. All replies acknowledged and 
completely confidential. Box 706, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Ill. 


Larkin | 
Agcy, 130 W. 42 St., NYC Oxford 5-2668 | 


Space salesman with industrial trade pub- 
lication experience desires position cov- 
ering mid-west from Chicago office. Col- 
lege grad, married, family. 
Box 6062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 
EDITORIAL PROBLEMS 
Let this veteran business writer help. 
Thoroughly reliable; versatile. Experi- 
enced in many fields and phases of busi- 
ness. Free lance or part time preferred. 
Box 6061, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL 


Have priceless contacts throughout NYC | 
ad business as result of years of space 


| selling and services. What do you want 
| sold? 
Chicago | 


‘Box 6060, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


FARM EXPERT 
Thoroughly experienced in farm adver- 
tising, sales promotion and market re- 
search. Box 6054, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIL 


Merchandising executive or top level. 
assistant. Young woman with national | 
magazine experience. Heavy home fur- 
nishings and fashion background. Na- 
tional retail contacts. Ideal for magazine 
or agency merchandising operation. 

Box 6043, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


TO AN AGENCY WHO NEEDS 
A GOOD MAN IN SOFT GOODS 
Former ad manager wants account work 
with progressive agency. Nine years ad 
manager and assistant sales manager soft 
goods manufacturer. Extensive knowledge 
of retail viewpoint. Five years radio and 
publication promotion. Excellent speaker. 
Good references. 
Box 6063, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


94th year publishing local news, pictures, 
ads, Sanders 3 in the grass roots buy. 
Genéseo, N. Y. Write good old Sanders 
NOW! Advertise with Sanders. 


Year old trade paper with proven ability 


Available 


Advertising manager for radio sta- 
tion. 15 years experience in radio in 
New York and Philadelphia, as time 
salesman, promotion manager, special 
deals, etc. Highest business, personal 
and bank references. Will locate any- 
where. Box 687, ADVERTISING AGE, 
801 Second Ave., New York 17.N. Y. 


This Man Can 
INCREASE YOUR SALES 


This executive's 18 years’ experi- 

ence increasing sales for top com- 
anies assures you he can do it 
or you. 

Currently employed. Prefers me- 

dia, home furnishings or allied 

business in sales or advertising 

executive capacity. 

No salary. He wants straight com- 

mission arrangement. Good health, 

age 38. Unlimited references. 

Write Box 709 
ADVERTISING AGE 
801 Second Ave., New York, N. Y. 


“Our 43rd Year” 
DIV. ADV. MANAGER $7,500 


for brochure writing on bldg. con- 
struction mat’l. 

COPY CONTACT. Heavy equip. exp. 
needed by medium-sized Midwest 
agency. $12,000 
COPY WRITER, 45-55 for Indiana In- 
dust. Agency. $6,500 


GLADER CORPORATION 


Stanley D. Koch, Dir. Adv. Div. 
110S. Dearborn CE6-5353 Chicago 


| WANT TO BUY... 
OR BUY INTO A 
RECOGNIZED AGENCY 


preferably with a volume of three 
to six hundred thousand. Prefer 
Eastern U.S. but other locations con- 
sidered. Am now successfully oper- 
ating own agency. Strength: know- 
how in getting new business, mer- 
chandising, promotion and _ copy. 
Please submit detailed replies: ac- 
counts, billing, personnel. Box 695, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Ill. 


to produce business for advertisers. Has 

half-million $ potential. Will show profit 

with first issue in °'54. Needs add'l. fi-| 

nancing to promote more rapidly. Com- | 

plete details available to _ responsible | 

party. Box 6052, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS | 


STOCK STILL PHOTOS. Cattle pictures | 
MILLER PHOTO LAB | 

1221 Farnam 
Omaha 2, Nebr. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


Oo 


— : 
DOUG SMITH, inc. } 
————————————— 


———— ES 


A complete placement service 

of Ad men, for Ad men... by an Ad man_ 
who has worked in all the jobs himself 
for over 20 years | 

| 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


| 
PPres ores MANAGER AVAILABLE~— | 
ri 


fteen years’ experience. Thirty-four years | 
old. Weaned on mail order where dollars | 
spent MUST bring orders. Good knowledge | 
of printing and graphic arts. Capable of | 
creating and administering your complete 
advertising, sales promotion and merchan- 
dising program. Excellent sales record. 
Finest references. 
Box 707 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


WILL GET RESULTS 


$117,000,000. 


accounts. 


801 Second Avenue, 


This man can bring you 


$117,000,000 


Experience gained as account executive, director of 
merchandising, copy and promotion writer for leading 
New York agencies on large food, drug, cigarette, | 
auto, textile and appliance accounts totalling over | 


Able to coordinate advertising, promotion and publicity 
into one driving force to move goods faster. Can pre- 
pare result producing sales training programs for both 
company and retail salespeople. 


Possesses thorough understanding of both product and 
market research and how to use them to increase sales. 


Would be strong addition to advertising department of 
manufacturer or to hard-hitting agency with problem 


Box 708, Advertising Age 


in advertising and 


promotion experience 


New York 17, N.Y. 


quietly does it. ee | 


YOUNG MAN, | 
as junior in promotion depart- | 
ment of mass magazine, to. 
write letters and short pieces, 
some of which might see 

the light of day. 


@ To handle, follow through 
and complete a load of detail; 
to think clearly more often 
than not; to keep productively 
busy under several people 
and to type his own stuff. 


but not very much, experience. | 
We would rather not unteach 
him a lot and he can promote 

himself —faster. The job has | 
plenty of incentive. 


write, quietly, 
BOX 703 


ADVERTISING AGE 


| 
| 
e Better if possessed of some | 
| 
| 


801 Second Ave., New York 17, N. Y. 


Writer and 
Idea Man 


Midwest agency has excellent 
opening for a writer and idea 
man of real ability. Must have 
agency experience. We want to 
hear only from men who have 
been on their present job at least 
3 years and who are seeking a 
position of greater responsibility. 
Outline your experience briefly 
in complete confidence and if 
possibile, send photo in first letter. 
Address Box 704, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
Bi, 22s. 
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College Degrees in 
Advertising Urged 
by AAW Committee 


| 


| PORTLAND, ORE., Dec. 1—An Ad- 
|vertising Assn. of the West com- 

mittee has urged colleges and 
| universities to offer degrees in ad- 
| vertising. 

The recommendation is con- 
tained in a resolution passed here 
for presentation to the AAW 
board at the Tucson meeting Jan. 
8-10. 

Stated the resolution in part: 
\“AAW suggests a clear means, 
preferably by degree or major, be 
adopted to identify the student 
with his advertising training. The 
Advertising Association of the 
| West does not presume to set it- 
self up as an accrediting agency, 
granting or withholding approval 
of advertising programs in educa- 
tional institutions, but continues to 

'offer all possible help to those 
western educators who are inter- 
ested in broadening and improv- 
‘ing advertising education.” 
The special committee recom- 
| mending the action is composed 
of Robert R. Gros, AAW president 
and advertising-publicity mana- 
ger of Pacific Gas & Electric Co.; 
Arthur Madsen, school activities 
|chairman; Dr. Gordon A, Sabine, 
dean of journalism, University of 
Oregon; Muriel Tolle; Neva EI- 
liott, and AAW past presidents 
Arthur E. House and Don Beld- 
ing. 


COPYWRITER — tor a challenging, 


active, copy-copious job with a medium- 
sized, growing advertising agency with 


national accounts that are keyed to an 
important future. We are looking for 

strong merchandising sense, fashion flair, 
extended department store experience. . . 
plus know-how in consumer, trade and 
direct mail. If you’re long on talent but 
short on experience, give this a try and sell 
yourself via your letter. Location: 

New England. 


Write fully to Box 705, 
ADVERTISING AGE, 
801 Second Ave., New York 17, N.Y. 


Wanted 


INSURANCE ADVERTISING MANAGER 
in Connecticut 


For a substantial fire and casualty company in Hartford. 
Experience in writing copy, handling the production and 
distribution of advertising materials for salesmen impor- 
tant. Write full details concerning age, marital status, educa- 
tion, business experience and present earnings. Address 
Box 701, Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


WANTED — 
ADVERTISING MANAGER 


This ad is placed by a central-midwest advertising agency 
for a client in the consumer field who has an excellent open- 
ing for a top caliber man, between 25 and 40. Starting salary 
is $7500 with bonus opportunity which could substantially 


increase total annual income. 


This man must be able to accept responsibility; work 
closely and congenially with top management and sales ex- 
ecutives; exhibit initiative rather than wait for direction. 


He must be well versed in newspapers, trade publica- 
tions, point-of-purchase and direct mail advertising. 


Experience in the paint or an allied industry would be an 
advantage but is by no means a requisite. This firm is a 


43 year old regional manufacturer with distribution in 
twenty-three states—and on its way to national status. 
Please ‘tell all” in first letter; clear snapshot would be 


appreciate. All replies held in full confidence. 
Box 710 ADVERTISING AGE 


200 ©. Illinois St. 


Chicago 11, Ill. 


Other educators and AAW ex- 
/ecutives served as advisers to the 
committee. 


|Weber Plans 24-State Yule 
| Drive for Pfaff Machines 


| A.C. Weber & Co., Chicago Pfaff 
sewing machine distributor for the 
western half of the U.S., has 
launched a special Christmas and 
merchandising campaign to cover 
32 markets in its 24 western state 
area. 

Full-color rotogravure and r.o.p. 
/color newspaper ads will form the 
bulk of the advertising. In addi- 
|tion, 1,000 dealers will back the 
| drive with co-op ads. A. C. Weber, 
head of the company, said that 
newspapers were chosen to carry 
the brunt of the campaign because 
the Pfaff story could be best told 
‘through this medium and because 
|it brings immediate action on the 
|local level. Bozell & Jacobs, Chi- 
cago, is the Weber agency. 


| 


Westinghouse Names Curtis 


| John A. Curtis, formerly man- 
jager of the track equipment de- 
| partment of Pullman-Standard Car 
| Mfg. Co., where he was responsible 
| for the development and sales of 
railway track maintenance ma- 
chinery, has been named general 
sales manager of the electronic 
tube division of Westinghouse 
'Electric Corp., Elmira, N.Y. He 
succeeds Harold G. Cheney, who 
has been named assistant to the 
v.p. in charge of the division. 


Bruner Corp. Names Merkel 


Bruner Corp., Milwaukee and 
El Segundo, Cal., has named Lee 
Merkel director of sales. Mr. Mer- 
kel, formerly v.p. in charge of the 
eastern division of Electro-Way 
Corp., Los Angeles, will make his 
headquarters in the Milwaukee of- 
fice of Bruner, which makes water 
conditioning equipment. 


| Needham, Louis Adds Two 


Needham, Louis & Brorby, Chi- 
cago, has added two members to 
its staff. They are Raymond E. 
Miller, formerly with the Crosley 
division of Avco Mfg. Co., who 
joins the merchandising depart- 
ment, and Don Jordon, formerly 
copy chief in the Detroit office of 
Batten, Barton, Durstine & Osborn, 
| who joins the copy department. 


Kitchen to ‘Ledger-Enquirer’ 


Wallace A. Kitchen, previously 
assistant classified advertising 
manager of the Atlanta Journal, 
/has been named classified adver- 
|tising manager of the Ledger-En- 
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Beauty News! 

How “Facial 

cleanses hair 
better! 


cream action,” 


ifung off dict from hair with the 
your shin 


TEST—Before planning a major campaign 

for next year, the Admiracion division of 

Turner-Hall Corp. is running split-run test 

ads like this in several cities. Ads offer 

a free introductory sample of Admiracion 

oil shampoo. Kiesewetter, Baker, Hagedorn 
& Smith, New York, is the agency. 


Ohio Oil Buys TV Film 

Ohio Oil Co., Findlay, O., has 
bought “Life 
family comedy tv show produced 
and distributed by Guild Films 


Co., New York. The sale was! 
negotiated by Stockton, West, 
Burkhart, Cincinnati agency, for.) 


26 weeks. Stations using the film 
are WSPD-TV, Toledo; WBNS-TV, 
Columbus; WLW-D, Dayton; 


WSBT-TV, South Bend, Ind.; 
WFBM-TV, Indianapolis; WTTV, 
Bloomington, Ind.; WKZO-TYV, | 


Kalamazoo, Mich., and WHAS-TYV, | 


Louisville. 


Dobeckmun Buys Holes Co. 
Dobeckmun Co., Cleveland pro- 
ducer of printed rolls and sheets 
of cellophane and other products, 
has acquired Floyd A. Holes Co., 
Bedford, O., producer of laminated 
and coated films, foil, paper and 
cloth. Operations of the Holes 
Bedford plant, and a second at 
Madison, O., will continue with 
present management retained. 


With Elizabeth,” | 


| tising Assn., 


1953 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 

Jan. 8-10, 1954. Advertising Assn. of the | 


Hough Names Crawford A.M. 

Madison L. Crawford, previously 
associate advertising manager of 
the industrial truck division of 
Clark Equipment Co., has been 
named advertising manager of 
Frank G. Hough Co., Libertyville, 
Ill., maker of Payloscdjer tractors 
and tractor shovels. 


Doremus Names Cody A.E. 
Coleman F. Cody, formerly a 


To Accept All Mail Order Ads 

Effective with the February is- 
sue, Successful Farming for the 
first time will open its “Farmer's 


| Trading Center” to general mail 


order advertising. Previously, only 
poultry, livestock, pet stock and 
school advertisers could qualify 
for space in this section. Agate- 
‘line rate, with a minimum of five 
lines, is $7. 


West, midwinter conference, El Conquis-| member of the advertising depart- | Kraemer Appointed S. M. 


tador, Tucson, Ariz. | 
Jan. 17-20, 1954. Newspaper Advertising 
Executives Assn., annual meeting, Edge- | 
water Beach Hotel, Chicago. | 
Feb. 15-16, 1954. Inland Daily Press| 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 
Feb. 18-20, 1954. Southwestern Assn. 
of Advertising Agencies, Houston. | 
March 10-12, 1954. American Assn. of | 
Industrial Editors, 17th annual convention, | 
Hotel Roanoke, Roanoke, Va. 


April 4-6, 1954. American Public Rela- 
tions Assn., 10th anniversary convention, 
Shelton Hotel, New York. 

April 12-18, 1954. National Advertising 
Agency Network, management confer- 
ence, Boca Raton, Fla. 

May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago. 


May 24-30, 1954. National Business Pub- 
lications, annual spring meeting, White 
Face Inn, Lake Placid, N. Y. 

June 14-17, 1954. National Industrial 
Advertisers Assn., 32nd annual conven- 
tion, Hotel Sheraton-Mt. Royal, Montreal, 
Can. 

June 20-23, 1954. Advertising Federation 
of America, 50th annual convention, 


Boston. 

June 27-30, 1954. Advertising Assn. of 
the West, 5lst annual convention, Salt 
Lake City. 


Oct. 4-5, 1954. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

"Oct. 13-15, 1954. Direct Mail Adver- 
annual convention, Boston. 


Casey Heads N.Y. Transit PR 

Leo Casey, formerly on _ the 
Daily News, Burlington, Vt., and 
a New York public relations con- 
sultant, has been appointed public 
relations director of the New York 
Transit Authority. 


Goldberg Named Fox Ad Head 

Alvin Goldberg, a member of 
the publicity staff, has been pro- 
moted to advertising manager of 
G. Fox & Co., Hartford. Mr. Gold- 
berg succeeds Ralph Daddio, who 
has resigned. 


> al 


i. 


FULL INFORMATION 
ABOUT THE BIG 


ge. SEND FOR THIS 


BUFFALO MARKET, 
NEW YORK STATE’S 


2np LARGEST 


SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER | 


KELLY-SMITH CO. 
Notional Representatives 


ment of American 
Southbridge, Mass., has been 
named an account executive 
the Boston office of Doremus & Co. 


Optical Co.,| 


| 


appointed sales manager of East- 


in'ern Tool & Mfg. Co., Lancaster, | 


iN. Y., a new post. 


Rudolph C. Kraemer has been) 


‘gro Traveler, you issing 
one third of your Negro potential. 
The Negro Traveler. is the oldest 
“Negro picture magarine in America 
and reaches the most stable of all 
Negro ‘markets. Published by Trav- 
elers Research Publishing Cov, Inc. 
ond represented ,Nationally by 
Interstate United Newspapers Inc.,’ 
545 5th Ave.. New York |7, New 
Yorks s 


ce. 


Stee 


= 
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"When you sell Houston 


you've sold Fg 


r= 


this 


Metropolitan Houston, in relation to its Retail Trading Zone, accounts for:* 


@ 76.5% of all EFFECTIVE BUYING INCOME 
@ 72.5% of all RETAIL SALES 


@ 75.0% 
@ 71.5% 


of all DRUG SALES 
of all FOOD SALES 


*Sales Management Survey of Buying Power, May 10, 1953 


Jess: 4. JONES, Publisher 
r JONES, Jr., President 


JO 


Here’s Why you can 


SELL HOUSTON WITH THIS ONE PAPER 


The Chronicle’s strongest circulation leadership is where it counts most — 


in the City Zone, heart of the great Houston market. 


EXCESS of Chronicle's CITY ZONE Home Delivered Circulation” 


Over POST (Daily) ..................19,344 
Over POST (Sunday).................19,881 
Over PRESS (Daily) ............. 


*Publishers Statements, September 30, 1953 


The one newspaper - - tes 


that can do your selling job in Houston 


. 2. OU 69T 


ted and proved - - 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


1-— BRANHAM COMPANY —National Representatives 
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Ohio Select List Elects 


Hamilton Peck, of the Examiner, 
Bellefontaine, O., has been elected | 
president of the Ohio Select List of | 
Daily Newspapers. Other officers 
elected are Robert C. Dix, the Eve- 
ning Record, Ravenna-Kent, v.p., | 
and J. O. Amos, the News, Sidney, | 
reelected secretary-treasurer. 
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INDUSTRY... .F 
nerf | 


is your BIG market 


Page rates as low as $165! 
13,000 circulation, monthly! 


CHICAGO Mnticdvese METALWORKER 


4742 W. Lake Street, Chicago 44, Ill. 
Tel.: COlumbus 1-7906 
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Volume 


‘Linens & Domestics’ 
Tells 25-Year Rise 
of Industry's Sales 


New York, Dec. 


as much for decorative linens and 
over three-and-a-half times as 
much for blankets, towels and 
wash cloths as they did a quarter 
of a century ago. 


During this period the market | 


for linens and domestics more than 


tripled in volume. In 1952 it hit 
Every fourth manufacturer of metal products | 
is located here! 
Sell to this mammoth market most effec- 
tively by advertising in CHICAGO-MIDWEST 
METALWORKER, the exclusive publication for | 
Midwest production executives. 


the alltime high of $831,900,000. 
includes sheets, pillow) 
cases, bedspreads, bed sets, com- 


'forters, quilts, pillows and shower | 


curtains. 

This data is presented in a com- 
parative market study in the 25th 
anniversary issue of Linens & Do- 
mestics, a Haire publication. The 
study traces the progress made in 
this industry since the first issue 
of the paper rolled off the presses 
in the era when formal eniertain- 


|ing in the home was still in vogue 


1—American 
families are spending four times 


| EUGENE E. ARETZ, formerly in the national | 
advertising department of the St. Poul Dis- 
patch-Pioneer Press, has been named man- 
ager of the Minneapolis office of Ridder- 
Johns Inc., representative of the Ridder 
group of newspapers. Mr. Aretz succeeds 


Robert B. (Bob) Liggett, who retires Jan. 1. 


and color in napery was virtually | 
unknown. 

The study points out that during | 
the past quarter-century, popula- | 
tion in the U.S. rose about cne- 
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OFFICIAL PUBLICATION 


‘SB NATIONAL ASSOCIATION OF PLUMBING CONTRACTORS 


PLUPABING « HEATING — 
BUSINESS ’ . 


. IS YOUR ‘MARKET EXPERT™ 


iF YOU WANT 
THE FACTS ON THE VAST 
PLUMBING AND HEATING 
MARKET 


PHB has earned the title of ‘“‘expert’’ by being 
the ONLY industry publication to use consist- 
ently recognized research organizations to 
gather documented facts on the growing 
plumbing and heating market. 


THESE INFORMATIVE MARKET DATA BOOKLETS ARE ONLY 
A FEW OF THOSE AVAILABLE FOR YOUR USE: 


Men Who Mold The Plumbing & Heating Industry 
(The story of the Industry's top 30%) 


Saturation Survey of Chemung County, New York 
(A localized survey of what plumbing and heating 


contractors sell) 


The Warm Air Activity of Wet Heat Contractors 


Also, Just Out: what's the Score For Fifty-Four? 


(An up to date comparison of the full service books 
and their impact upon the market) 


INDUSTRY'S LARGEST . . . HIGHEST 
CIRCULATION FULL SERVICE BOOK 


Ty, 


x 


id 


PLUMBING AND HEATING BUSINESS 


5941 GRAND CENTRAL TERMINAL BUILDING * NEW YORK 17, N. Y. 
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December 7, 1953 
third and personal income more 
than tripled, and stresses that the 
linen industry has kept pace with 
the growth of the country and its 
economy despite the “agricultural, 
industrial and marketing revolu- 
tion” which has taken place in 
linens and domestics. 


HUGH H. SMITH 


PHILADELPHIA, Dec. 1—Hugh H. 
Smith, 60, general manager of the 
Philadelphia Better Business Bu- 
reau, died Nov. 28 of a heart at- 
tack. He was one of the pioneers 
in the better business movement, 
_and spent most of his career in 
| promoting higher ethics tn adver- 
'tising and _ selling. 

Mr. Smith founded the Phila- 
|delphia BBB in 1926 and was its 
,general manager until his death. 
He also founded the BBB in Utica, 
|N. Y., and held various committee 
|posts with the National Assn. of 
Better Business Bureaus. He was a 

member of the board and treas- 
urer of the BBB’s_ predecessor 
|group called the National Vigi- 
pene Committee. 


| ‘CHARLES C. BOWER 


CHATTANOOGA, Dec. 1—Charles C. 
|(Jimmy) Bower, 61, former ad- 
'vertising manager of the Chatta- 


| nooga Times, died of coronary oc- 
‘clusion Nov. 29. 

| Mr. Bower, a veteran of many 
years in the advertising business, 
started as ad manager of the 
Times in 1933 and continued as 
|head of the department until 1942. 
For slightly more than a year he 
was a member of the advertising 
staff of radio station WDOD. In 
1944 he organized Tri-State Sup- 
ply Co., of which he was president 
at the time of his death. 


JESS DENIOUS 


DopceE City, KAn., Dec. 2—Jess 
Denious, 74, publisher of the Dodge 
City Globe since 1911, died yester- 
day. 

Mr. Denious served four years 
as lieutenant governor and two 
terms in the Kansas state senate. 


CHARLES C. SHAFER 


Kansas City, Dec. 1—Charles C. 
Shafer, 64, advertising and pro- 
motion consultant here, died yes- 
terday. 

A native of Franklin, Ill., Mr. 
Shafer was formerly president of 
Shafer-Cave Creamery Co. and 
v.p. of Southern Creamery Co. 
in Joplin, Mo. He also held ex- 
ecutive posts with creameries in 
Nashville, Carthage, Mo., and 
Shreveport, before entering the 
advertising and promotion field 
here 14 years ago. 


CHARLES F. HARWOOD 


PHILADELPHIA, Dec. 1—Charles 
Franklin Harwood, 89, former 
head of Harwood Advertising 
Agency here, died Nov. 28 in Indi- 
anapolis, where he had been living 
since his retirement in 1949. 


WALTER KNIFFIN 


CuHicaco, Dec. 1—Walter H. 
Kniffin, 52, media director for H. 
W. Kastor & Sons Advertising Co., 
died Nov. 29. 

Mr. Kniffin joined the agency as 
an office boy in 1916 when he was 
only 15 years old and became 
|media director in 1946. 


Stanley Works Appoints Two 


Gerald M. Fletcher has been 
promoted to director of advertis- 
ing and Richard G. Edwards ad- 
vanced to the new post of director 
of merchandising for Stanley 
Works, New Britain, Conn. Mr. 
Fletcher was most recently adver- 
tising manager, while Mr. Edwards 
was sales promotion manager of 
the hardware division and man- 
‘ager of the magic door division. 


‘Hutchins Moves Canada Office 


| The Toronto office of Hutchins 
Advertising Co. has moved to 
larger quarters at 33-35 Hayden 
‘St. 
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‘FILLED WITH IMAGINATION’—Following its series of ads illustrated 
by artists of various states to indicate the product and character 


Feature Section 


Advertising Age 


CONTAINER CORPORATION OF amemica % 


Of all the difficult tasks in advertising 
none is harder than that of the manufac- 
turer of products whose sale is not for 
consumer end use. 

For the second time in only a few years, 
then, the Container Corp. has come up 
with a campaign that seems to me out- 
standing. The first of these was the se- 
ries of colorful representations of the 
product and character of the several states 


On the Merchandising Front... 


These Ads I Like 


By Fairfax M. Cone 
President, Foote, Cone & Belding. 


done in modern painting by important 
artists of those states, and the only text 
was a single line statement of the amount 
of the state’s product that is shipped in 
paperboard containers. 


# It was an unselfish kind of campaign 
that asked no one to learn anything more 
than something about the economic com- 
plex of the country and, by association, 


C. M. Sees Another Trend 


New Postal Ruling Important 


esos they devine to penpitiete, 


of the states, Container Corp. has come up 
standing campaign: Great Ideas of Western 


something about the personality of the 
Container Corp. that serves it, and I 
would say that it was beautifully done. 

There were no photographs of factories, 
no tables of statistics, no charts and no 
comparisons of Container with any other 
packager; only the story paintings and 
the simple facts. 

I, for one, would have doubted that, 
coming to the last of the 48 states, the 
Container Corp. could find another cam- 
paign with anything like the same char- 
acter. But someone did. 

The current series on the Great Ideas of 
Western Man continues the campaign on 
the same detached plane that lifted the 
earlier Container advertising above all 
competition. For if it flies high (and it 
does) then it must also make clear to 


Retailers Have a Distribution 
Lesson for Banks 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agency, 
New York.) 

Does the banking function have suffi- 
cient “distribution”? 

I think not. 

The increase in the number of our peo- 
ple, over the last decade, in need of one 
or more banking functions has been sim- 
ply gigantic. But the number of bank 
units catering to this enormous jump in 
“customers” has barely increased at all 
during the same period. 

It seems to me that banks—commercial, 
savings, etc.—will eventually come to 
realize that: (1) they suffer from “under- 
exposure” distribution-wise to their cus- 
tomers, and (2) they have been laggard 

in developing new concepts of location 


as well as of service required by their 
new types of customers. 


s Our banks were certainly laggard years 
ago in catering to small-loan business. 
Maybe that experience made the banks 
somewhat more receptive to the bank- 
controlled charge-account service that is 
currently spreading so rapidly throughout 
the country. If so, that’s all to the good. 

But most of our banks have still to 
learn what most of our mass retailers 
have learned well: that a retail service 
(and certainly banking is a retail function 
in the aspects I now have reference to) 
must place its facilities within one-step 
reach of the customer. That, of course, 
is one basic reason for the enormous pop- 
ularity of the various types of shopping 
centers. 


Our banks—by and large—still compel 
the customer to come to them, instead of 
going to the customer. 

True, a few puny efforts have been 
made, by banks here and there, to take 
the banking service to the customer. For 
example, several banks have experi- 
nented with sub-banking facilities in 

iburban railroad stations. I believe that 
it least one bank has a motorized service 

a specially-equipped truck takes the 
banking service to the customer. And of 
course banking-by-mail has been pro- 
moted in a small way. 

But these are merely isolated examples 
lhe vast number of checks cashed weekly 

r customers by retailers of all kinds— 

upermarkets, for instance—is surely 

roof that in this banking function, as in 

ers, the banks have yet to “reach out” 
dely enough to their customers. 

I am fully aware that in many states 

iks are restricted by law with regard 

he establishment of branch units. 
vever, even in some of these states, 
are permitted to open additional 
ches within restricted areas; and, of 
e, there are also some states in 
no blocks of any kind are in the 
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Comics Criticism Interests Admen 


Woolf Salutes Artdirectors 


Mepcemtiotn beset, tilt 


with another out- 
Man. 


the customers and prospective customers 
of the packaging company that here is 
a concern that is filled with imagination. 


es To talk about imagination is one thing. 
To prove it is another. To prove it with 
restraint is something else again. 

So, since Container has done precisely 
this, and continues to do it, I see this 
campaign as an achievement. And I would 
like to have made it. 

Some of the physical designs in the se- 
ries have left me slightly puzzled. But 
when I read the text as easily as I can 
in the exhibits herewith, I find it high- 
ly stimulating. What is more, the char- 
acter of the Container Corp. is established 
with something like the dignity and im-. 
pact of a high court decision! 


path of branch banking. 

Currently, American Express is offer- 
ing—through food supers!—a money- 
order service that could just as well 
have been offered by our banks. This ser- 
vice has been so well developed by Ameri- 
can Express that it is made available to 
the food supers as a complete “package,” 
—and is being promoted in double-page 
spreads in the food trade publications. 
® I picture a day, and it may not be too 
far off, when a number of our banks will 
be doing the following: 

1. Have branch “offices’’ in various 
types of retail establishments and parti- 
cularly in our food stores, because the 
banker’s customers visit the food store 
more often than any other retail outlet 
including the bank itself. 

2. Offer a check-cashing service and 
sundry other services in these sub- 
branches. 

3. They may also accept deposits and 
withdrawals. (I presume this raises many 
technical difficulties, but with the ad- 
vance in our electronic sciences these 
difficulties may soon be eliminated. The 
legal problems that may be involved—if 
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any—are unknown to me.) 

4. They may offer new banking services 
in these new “cutlets.” 

5. And where, as is true of some 
savings banks in certain states, the bank 
sells insurance, the same “booth” may 
furnish an insurance service. (At least 
one department store now sells insurance 
alongside merchandise! ) 

I should imagine that the exploitation 
of the charge-account service by banks— 
which, to a small degree, really puts the 
bank “into” a large number of retail 
stores—should tend to impress upon the 
banks a realization of the fact that it 
is really smart to take banking to the 
masses of people, instead of compelling 
the people to come to the bank. 

This would be sensible even if the per- 
centage of our population using banking 
services had not jumped so sensationally 
in recent years. But when we comprehend 
that, only a decade ago, only a small per- 
centage of our population had checking 
accounts, we begin to realize how inade- 
quately the bank has kept step with the 
growth of its market. 

Retailers reach out to their. markets in 
many ways—through new store locations, 
through mail order, through new stove 


Tips for the Production Man... 


hours, through telephone ordering, 
through door-to-door techniques, etc. The 
banker offers a retail service—and I think 
it is high time he learned that he, too, 
would profit by reaching out, in time and 
space, so as to be available to more of his 
customers, in more places, more of the 
time. 

As a matter of fact, if food is available 
in some 400,000 outlets, gasoline in some 
350,000 outlets—why shouldn’t certain 
phases of banking service be available 
through a minimum of 200,000 outlets? 

It could happen; indeed, I think it will. 

Editor’s Note: Since Mr. Weiss wrote 
this column, the New York Savings Bank 
in New York City announced that it has 
opened a new office which, by means 
of closed circuit television, maintains 
constant visual contact with the bank’s 
headquarters. This electronic arrange- 
ment, the bank stated, permits many 
economies of operation. It will permit 
the new office to be open longer, and also 
all accounting records will be kept at the 
main office. These records will be im- 
mediately accessible to the branch office 
tellers by means of a television screen. 
The bank estimates a saving of 25% in 
its new unit as a result of this system. 


Important New Postal Ruling 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

A new ruling or interpretation by the 
Post Office Department holds some inter- 
esting implications for publishers of busi- 
ness publications and their advertisers. 

There has been a growing trend among 
technical trade publications, particularly 
those with controlled circulations, in fea- 
turing articles about new processes or 
equipment, encouraging readers to get 
additional information first-hand by com- 
municating directly with the manufactur- 
er. 

Each article concludes with a listing of 
the title of the bulletin and name and 
address of the company. By making it 
easy for interested readers to get more 
facts, inquiries in large volume are cre- 
ated. 


® Previously, however, the Post Office 
Department has held that editorial mate- 
rial so treated is construed as advertising 
content. Since the publishers have not 
been able to count these equipment and 
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Let's Face the 


Most advertising agencies and clients 
are getting ready for color. Since color 
film looks better on black and white 
than regular commercials do—something 
to do with the color tubes carefully 
weighing the colors and giving them their 
relative shades of grey—there is a great 
deal of color filming going on right now 
for use some time this spring or earlier. 

Color experts are being added to agen- 
cy staffs. Color experts from the art and 
production departments are being trans- 
ferred to the television commercial de- 
partments. Products are being pho- 
tographed to determine whether package 
designs should be changed before it is too 
late. 

The boys with the film jargon are about 
to multiply around us. And it’s about 
time the realists of advertising start stick- 
ing to the old rule of parsimony. If you 


methods stories as editorial material, they 
have been forced to mail their publica- 
tions as fourth class instead of third class, 
at considerable extra cost. 

Mailing of their publications formerly 
was done under Section 34.77. Mailings 
had to be zoned, and mailing cost was 
figured on a per piece basis. 

A new interpretation has just been an- 
nounced which recognizes the company 
identification as a reader tool. Under the 
new ruling the publishers of such maga- 
zines may mail under Section 34.64 of 
third class. This class covers controlled 
circulation magazines having a_ stated 
content of editorial material. The postage 
rate is based on a per pound basis and is 
advantageous to the publishers through a 
material saving in the rate of postage. It 
puts this type of publication on a mailing 
rate par with controlled circulation mag- 
azines containing editorial material with 
sources unidentified. 

In short, the new ruling recognizes that 
action is the direct result when interest is 
stimulated, and that any information 
making this action simple is a reader 
service. 


Color Problem 


don’t understand the vocabulary of a film 
man, as he explains to you why a miser- 
able hunk of film is really good, chances 
are he doesn’t understand his own vocab- 
ulary any better than you do. 


s There is no substitute for film which 
looks good. Don’t be fooled by “chromatic 
aberrations,” “low gamma,” “overexpo- 
sure or emotional effects,” “tertiary focal 
range” and every other such attempt to 
hide second-rate film work behind a 
phony facade of semantics. If it looks 
bad to you it ain’t gonna smell like no 
rose to the guy at home. 

Don’t be deceived by the film expert 
who drags you to a lush projection room 
and projects your commercial on a the- 
atrical size screen. Make him show you 
your commercial on a_ regulation size 
television screen with you viewing it at 


Sey 


Advertising Age, December 7, 


The Creative Man’‘s Corner... 


oe came to ie 


| fst day of, fal 


A 


nd vt alt monde 
4 ends weft be o 


“Mh, tabs fet in the pond. oe leaned 
the frente voce on the phone “She's 
not bresthung’ 

Quchly calmly 

Glone Renelia took over the call The 
denpersia woman gave her the darture 
nase But the doctor was out and the 
mother was lon datreugh! lo know what 
40 neat 

Glora thought fast Her fingers flew to 
(he ewvtchinard A tam to rush the chuid 


had one on ia way And sor * remumey 
tater wes filling the try hangs wth life 
ervng onyeen 

Per har“ wutustive, prompt action end 
devotion a tuty  Glone Renelia rereyvert 


catalog. 


the distance from which you would nor- 
mally view it. 

When you see little amoebas, their 
handsome swimmerettes waving gaily at 
you from just over your product, don’t 
nod your head sagely when the man whis- 
pers: “It’s just a speck of dust on the 
lense.” Instead, whisper back sweetly: 
“Get those goddam bugs outa my picture 
and don’t tell me how hard it is.” And, 
when you stop seeing bugs, the viewer at 
home will stop seeing bugs—not before. 


a Some film men recommend that you 
get a little book on “How to Make Films 
at Home” and learn the fundamentals 
of the craft. Maybe it will help you, but 
the trouble is, in some cases you are deal- 
ing with experts right in your own office 
and in the New York film studios, who 
have sprung up to make television com- 
mercials, and who haven’t got past that 
book. You'll very likely end up with a 
mutual admiration society of “experts.” 
Books are no substitute for old adver- 
tising eyes. 


® Color is going to compound this felony 
if you don’t watch out. Even the network 
engineers are talking about “not being 
responsible for the projection of color film 
produced in areas beyond their control.” 

Color is in part at least psychological. 
Wait until the client’s wife starts on the 
purple dress “that creature wore’’—espe- 
cially if you listened to your color ex- 
pert, who convinced you that, by retouch- 
ing, you could make purple and chinese 


Cut on a Pattern 


It is difficult to determine whether Billy Rose or Les Pearl of BBDO should 
be credited with the popularization of newspaper-column-like advertising. 
Rose, of course, went commercial, if that’s the word, and syndicated his col- 
umn to derive as much income from it as he possibly could. We haven’t yet 
read of King Features’ picking up Pearl’s stuff for Wallach’s, although some 
of it has been good enough to provoke such an offer. 

Instead, something else has happened. Advertising being a business of great 
daring—-in which other advertisers, in droves, dare to copy other advertisers’ 
successful formats—all kinds of things, now, are being promoted in columns. 
American Home is promoting its advertising pages. The New York Telephone 
Co. is promoting the Bell system. And the New School—which describes it- 
self as “a triumphant demonstration of the idea that nobody—but nobody— 
is ‘too far advanced in years to acquire knowledge’ ’’—is promoting its fall 


Every one of these ads uses the same type face for its body text and all use 
Gothic heads. They also, of course, are all approximately the same size and 
use the same casual, informal style of writing. Incidentally, all appeared in 
the same edition of the New York Herald Tribune. 

The best we can say for this trend is that it is at least re-introducing—and, 
we hope, re-popularizing—not only copy as such, but long copy. 


red look like a Maxfield Parrish sun- 
set. 

Beware of the guy who says: “Don’t 
worry, sir. You just go home and we'll 
fix all these errors and when you see it 
at home you won’t recognize it.’”’ Oh yes 
you will. You just stick around, sir, until 
they show you a color film that has all 
those errors patched up, even if they 
have to re-shoot entire scenes at their 
expense. And that mysterious laboratory 
that always seems to foul up some superb 
camera work. You go and visit that lab- 
oratory some day and see for yourself. 
If you are convinced the laboratory is 
the villain, make them develop the film 
all over again. Beware of the color blind 
experts. They exist. The story goes that 
one of the most famous names in color 
film making was literally color blind. 
Maybe this is good, but it’s very risky. 

This may seem elemental, but why take 
a chance? Go to your color film expert. 
Point to a girl in a green dress and say: 
“Would you introduce me to that doll in 
the red dress?” This is a disarming ap- 
proach. If he introduces you to the girl 
in the green dress, one of you is color 
blind. 


s A very wise man once said that nothing 
passed over his desk unless he fully un- 
derstood it. He was a captain of industry 
and head of a large corporation. He faced 
manufacturing problems, chemical prob- 
lems and banking problems for which he 
had no training and understood them all. . 
Take a page from his book. You, Mr. Cli- 
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In Chicago, it takes 2 — 
to get you home 


REPRESENTED BY: 


SAWYER-FERGUSON-WALKER CO.,, LOS ANGELES, SAN FRANC! ©O, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 


No single daily newspaper reaches even half your Chicago-area 
prospects. It takes Two. For greatest unduplicated coverage, one 
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READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 
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ent, you Mr. Account Executive, Agency 
Head, Radio-Television Department Head, 
have got enormous, complex color prob- 
lems to face almost immediately. Keep 
an open mind, by all means, but never 


Salesense in Advertising... 


allow your good judgment to be befogged 
by a pseudo-scientific explanation you 
think you ought to understand. Make sure 
you do understand, and that what you 
understand is corroborated by your eyes. 


Salute to the Artdirecting Adman! 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


It has always been my view that, of- 
tener than not, medals in recognition of 
exceptional advertisements are pinned on 
only partially deserving chests. I fear 
that I for one have fallen into the care- 
less habit of handing 
out orchids exclusive- 
ly to copywriters when 
commenting on adver- 
tisements that strike 
me as being better 
than average creative 
performances. 

Let me say, as a first 
word of explanation, 
that “copy” and “‘copy- 
writer” are terms that 
should be banished from the lexicon 
of advertising. The term “art di- 
rector” is just as inadequate and inaccu- 
rate. In these pieces I frequently use the 
term “adman” when referring to my fel- 
low laborers in the vineyard. I employ 
this designation not because it is the pre- 
cise word I’ve long been looking for; I 
use it only because it has a breadth of 
meaning beyond the narrow connota- 
tions of such labels as copywriter, art 
director, account executive, merchandis- 
ing man, media man, research man, and 
so on. I prefer to think of an adman as 
a man (or woman) who makes ads, 
which is the primary function of any 
group of persons who work together in 
this business of ours. 


James D. Woolf 


ws I object to the practice, which I have 
observed in some agencies, of referring 
to the copy department as the “creative 
department.” Isn’t the art department also 
a creative department? Isn’t the account 
executive, whatever his duties, a creative 
thinker in the final analysis? Isn’t the 
radio department also a creative depart- 
ment? And a brilliant plan of media 
strategy? That was creative, wasn’t it? 
Or an ingenious plan of sales promotion 
and merchandising? Didn’t it begin with 
somebody in the agency thinking up an 
idea, and wasn’t that creative? 

But I am covering more territory than 
I had in mind when I wrote the opening 
paragraph of this piece. My purpose in 
writing this essay is that of paying tribute 
to the adman who, although not a copy- 
writer, so-called, contributes so import- 
antly to the creative production of out- 
standing advertisements. 

I refer, of course, to the art director, 
or layout man, or visualizer, as you pre- 
fer. He is the fellow who, all too often, 
is passed over when orchids are pinned 
exclusively on the lapels of the copy- 
writer. I see copywriting and artdirect- 
ing as two halves of the same whole. 
Both the copywriter and the artdirector, 
when they are good, are skilled in the 
art of implanting motivating ideas in the 
mass mind. They do this implanting with 
symbols of communication: worps and 
PICTURES intended to be (1) seen and 
read and comprehended in print, and (2) 
heard and/or seen and comprehended 
over the air. Actually, the copywriter, 
or adman, who is expert at his trade has 
a pretty thorough grasp of artdirecting, 
and, by the same token, the artdirector, 
or adman, who is really competent has 


an equally thorough grasp of copywriting. 

Many, many times the all-important 
symbols of effective communication are 
the pictures. Just as enchanting melodies 
frequently contribute’ distinction and 
memorability to undistinguished lyrics, 
so do ingenious and dramatic “art” treat- 
ments often contribute selling power to 
more or less ordinary copy themes. And 
the reverse, of course, is also true; I have 
seen more than one potentially potent 
copy theme have its fangs pulled by un- 
inspired physical treatment. I believe the 
best advertising is being produced today 
by those agencies which make it a prac- 
tice to give their campaigns the Rodgers 
and Hammerstein treatment. 


s For what little success I have had as a 
copywriting adman, currently and over 
the years, I am greatly in debt to art- 
directing admen. More than once, when 
I was up against the gun, they have saved 
the day for me by breathing life and 
fire into a commonplace piece of copy. 
I don’t think we always realize the monu- 
mentally important part pictures play in 
printed advertising—and now, of course, 
in television. If you need to be convinced 
of this, make this experiment. Leaf with 
me through any magazine and try to read 
the headlines of the ads without seeing 
the pictures. I know I am asking you to 
do what can’t be done, but try to ignore 
the pictures as much as you can. 

Are you ready? All right, here’s a 
Lionel Corp. full-color page. Inasmuch 


as there is no illustration (we’re ignor- 
ing it, 


remember?) the advertisement 
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must stand or fall on is headline: ‘a ONE- 
TRACK MIND.” I’m sure you will agree 
with me that on this basis the ad will 
fall. The headline, standing alone, has in 
it no element that is likely to capture the 
interest of the reader. But the production, 
considered as a whole—with the picture- 
music by “Rodgers” and the copy by 
“Hammerstein”—has plenty of box of- 
fice appeal. I have no idea who dreamed 
up the illustrative concept, the copy- 
writing adman or the artdirecting adman. 
It doesn’t matter; the visual power of 
this presentation—the impact of what the 
eye sees—is the quality that makes this 
ad so outstanding. The agency is Buchan- 
an & Co. 

Now let’s consider this headline: “END 
SCUFFED-UP FLOORS.” It’s a pretty fair 
country headline, but it’s nothing out of 
the ordinary. Standing alone, it certainly 
hasn’t much potency as an eye-catcher 
and interest-rouser. But now let’s take 
a second look—this time at the pictures 
and the all-over physical form of the 
presentation. “End Scuffed-up Floors,” 
which looked so uninspired when it was 
rolled out of the adman’s typewriter, now 
has the look of an IMPORTANT BIG PROM- 
IsE. If this advertisement is a good one, 
and I think it is, I believe the orchid, for 
at least 75% of its life span, should adorn 
the lapel of the adman who did the “‘visu- 
alzing.” The agency is Needham, Louis & 
Brorby. 

The Bayer aspirin advertisement, a full 
page from The Saturday Evening Post, 
is worthy of our attention. The basic 
Bayer copy theme—‘gentleness and 
speed”—is one that makes a lot of sale- 
sense to me. And the headline has been 
written with obvious skill: “Gentle as a 
Mother’s Kiss ... yet sO FAST you need 
a stopwatch to time its speed!” But the 
adman who wrote these words is only 
partially deserving of our orchid—be- 
cause the visualizing of his idea is superb. 
The inclusion of the attractive young 
mother and child with a fine photograph 
occupying more than 60% of the total 
space—well, my hat’s off to the art- 
directing adman who did it. Try to im- 
agine, if you can, this advertisement 
minus its appealing illustration and its 
excellent all-over physical arrangement! 
The agency is Thompson-Koch Co. 

Now we turn to the Bendix ad, a 
spread from Time. Will the headline 
seize our attention? It says, BENDIX POWER 
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BRAKES as easy as this to apply! 
Power brakes are no longer new—we’ve 
been hearing about them and we already 
accept, I imagine, the general idea that 
they are easier to apply than the manual 
brake? Hence there is little new infor- 
mation (news) in telling readers that 
power brakes are easy to apply. We must 
find a way to say that power brakes are 
SUPER-SUPER-SUPER EASY. But our book of 
synonyms fails us; there is no adjective 
or adverb big enough and fresh enough 
to dramatize this new and revolutionary 
degree of ease. So, as copywriting admen, 
we do the best we can and come up with 
“".. as easy as this to apply!”’ But what 
is “this”? Well, “this” is a dainty and 
delicate and real pretty female foot, so 
fragile-looking that we wonder how it 
can possibly depress an automobile brake, 
powered or manual. I submit that this 
foot makes the ad, and I congratulate the 
genius who thought it up, be he “Rodg- 
ers,” the artdirecting adman, or “Ham- 
merstein,” the copywriting adman. (Mac- 
Manus, John & Adams is the agency.) 

The point of this piece sums up to 
this: the orchids do not always belong to 
those persons who “wrote” the ad. Visu- 
alizing (another term I don’t particu- 
larly care for) is a skill of tremendous 
importance in our business. Today, be- 
cause of television, I am more conscious 
of this than ever before. 


Now They're Picking on ‘Superman’ 


The recent controversy in the comics 
books field, growing out of the article 
criticizing crime comics which appeared 
in the November issue of Ladies’ Home 
Journal, is interesting to advertisers for 


a number of reasons. 

First, comics books are used by a con- 
siderable number of companies as low- 
cost mass media through which to reach 
children, and the public attitude toward 
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As anyone who’s ever read « comic strip 
knows, this man is getting « bright idea. 

Advertising is one of tho few places 
where it doesn’t cost any nore to keep 
the light lit night and day than it does 


OW MUCH DOES IT COST TO KEEP IT LIT ? 


to let it flicker on and off. 


But the difference between an agency 
that works in a steady glow of sound, 
creative ideas and one that doesn’t can 
be mighty important to any advertiser. 


YOUNG & RUBICAM, INC. apoverrisine 


New York Chicago Detroit «| *rancisco Hollywood Montreal Toronto Mexico City London 
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them is of obvious concern to these ad- 
vertisers and their agencies. 

Second, comics books characters are 
used in advertising copy and in radio and 
television shows, and their acceptance by 
the public determines their value as pro- 
motional figures. 


ws While Dr. Fredric Wertham specifically 
pointed his finger at “crime comics,” and 
excepted both newspaper comic strips and 
the animal characters featured in the Dis- 
ney comics from his criticism, many who 
read his article thought that he should 
have been more discriminating in his de- 
nunciation of books which have man- 
against-crime as their basic themes. 

He used “Superman” as the prototype 
of this kind of comics book, and yet most 
people regard this particular title as 
being generally unobjectionable. For ex- 
ample, the recent cover story by Time, 
featuring Johnny Lattner, the All-Ameri- 
can half-back from Notre Dame, quoted 
his mother as saying that Superman was 
Johnny’s boyhood idol. It would be hard 
to convince most people that Superman’s 
activities have anything to do with juve- 
nile delinquency. 

In fact, this character was picked by 
the Kellogg Co. as the subject of its 
television show addressed to children, and 
the program has had many favorable com- 
ments from both parents and children. 

“Superman” is one of the oldest, best 
known and best liked characters in this 
field and had the personal indorsement 
of Leo Burnett when his agency recom- 
mended the tv series to the Kellogg Co. 


ws In the same way, General Mills is 
closely associated with “The Lone Rang- 
er,” which has been on radio and tele- 
vision for many years. While classed as 
a Western, it involves the battle between 
the good men and the bad men, and con- 
sequently could be called a crime serial. 
It is also the title of a comics book, and 
therefore presumably was included in 
the general condemnation expressed by 
Dr. Wertham. 

The Chicago Tribune recently ran an 
editorial which defended the good name 
of its Dick Tracy, who is the subject of 
a syndicated daily newspaper strip as 
well as a comics book. A Canadian dealer 
had been fined for distributing it, but the 
Tribune couldn’t see any reason for with- 
holding this exciting detective story from 
children of any age. Incidentally, Arthur 
Godfrey devoted several minutes of a re- 
cent morning radio-tv show to telling 
how interesting certain current situations 
in the newspaper strip are. 

Because of all of these things, it is dif- 
ficult to support the sort of generaliza- 


tion which was aimed at all crime comics. 


in the LHJ article. Nevertheless, it is 
certainly true that there are some objec- 
tionable comics, which play up crime and 
sex in an indefensible way, and should be 
kept out of circulation. 

To be consistent, critics of comics 
books which deal with crime and its de- 
tection and punishment would have to 
include in their criticism numerous news- 
paper comic strips, on which many of 
these magazine titles are based; and mov- 
ies and radio and television shows which 
make use of the same themes. Yet “Drag- 
net,” one of the top tv shows now cur- 


rent, which is devoted entirely to crime 
detection, has just received a special ci- 
tation in the Sylvania Television Awards 
for its contributions to law enforcement. 

Thus it seems clear that Dr. Wertham 
and the Ladies’ Home Journal have taken 
in too much territory. They have attempt- 
ed to justify a generalization condemning 
all comics books which deal with crime, 
rather than qualifying the indictment by 
pointing out offenders against decency 
and good taste, and approving those 
which provide interesting and wholesome 
fare based on adventure and derring-do, 
with which children are familiarized in 
practically every classic in the field of 
fairy tale and mythology. 

The National Organization of Decent 
Literature publishes a monthly list of 
publications disapproved, prepared by the 
Chicago Archdiocesan Council of Catholic 
Women, and distributed by Our Sunday 
Visitor, leading Catholic publication. I 
have before me the list published for 
October, 1953, and note that 35 comics 
books are disapproved, while 133 are 
rated “acceptable.” These are not all of 
the comics titles, of course, but it is evi- 
dent that of those examined, almost four 
times as many are acceptable as are dis- 
approved. 

In the accepted classification are a 
number of so-called crime comics, such 
as “Dick Tracy,” “Mr. District Attorney,” 
“Secret Service” and similar titles, while 
most of the well-known Westerns, like 
“The Lone Ranger,” “Hopalong Cassidy,” 
“Roy Rogers,” “Gene Autry,” etc., are in- 
cluded. Thus the general field of erime 
and gun-fighting in the Wild West is 
credited with providing entirely accept- 
able adventure fare for the young. 

Most of the 35 disapproved comics 
books titles feature subjects other than 
crime—sex and the supernatural being 
rated the chief offenders. In this category 
are titles like ‘Diary Loves,” “Romantic 
Adventure,” “Romantic Confessions,” 
“Romantic Love,’ “Sweethearts” and a 
whole slough of titles containing the word 
“witch” and such esoteric names as “Tales 
from the Crypt,” “The Haunt of Fear,” 
“Weird” and “Black Magic.” 

The only out-and-out crime comics on 
the disapproved list, if one may judge 
from the titles, are “Crime and Punish- 
ment” and “Crime Does Not Pay.” 


gs On the other hand, it seems to me that 
the Assn. of Comics Magazine Publishers, 
which asserts that the industry has an 
effective program of self-regulation, is 
trying to hold an umbrella over all com- 
ics books, good, bad and indifferent. Since 
many publishers in this field, including 
some leaders who do not belong to the 
association, admit that there are titles 
which deserve criticism and condemna- 
tion, because of over-playing sex and of- 
fending good taste in their presentations, 
the association might do its members and 
the public a greater service by trying to 
separate the sheep from the goats. 

If the industry’s own self-regulation fa- 
cilities proved adequate for the job of 
eliminating the kind of comics books 
which do give offense, it might avoid regu- 
lation imposed from without. There are 
plenty of laws enacted under the police 
powers of states and cities to prevent the 
distribution of objectionable literature, 
whether obscene or otherwise in conflict 
with accepted standards of decency. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
active advertising and advertising 
training.) 

Here is a swell idea. It gets its essen- 
tial thought over at once. The art is ap- 
pealing, pointed. It does well both of the 
two things that art can do for adver- 
tising. It attracts attention. It aids per- 
ception. 

Now let’s analyze a little. 


The ad is obviously money wasted if 
it appeals only to women already con- 
vinced of the subject matter. Primarily 
the appeal is to working girls and wom- 


en. There are plenty around Allentown, 


Pa. We must assume that the ad is run 


to appeal to many of them who are not 
already convinced. 


There are many stores in Allentown 


and the immediate area. Many women 
who have to get wardrobes out of pay 


& 


' 


Pre, Peay THe FeST OF VERYTMING AT HESS BROTHERS ALLEN 


envelopes must spend a great deal of 
money in other stores. 

This ad, to be effective and worth its 
cost, must appeal to such girls and wom- 
en. It must sell them. It must induce an 
action or reaction valuable to the store. 

The illustration and the display type 
go about as far as anyone could expect 
them to go in that regard. 

Let us say that the “unsold” woman, 
intrigued by the splendid approach of 
the ad, decides to read. She’s willing to 
be convinced. 

But there the ad falls apart. 

The first 30 words repeat the theme. 

Repetition is important in carrying 
conviction, but it takes lots more than 
simply saying or implying something 
twice, to jar women out of their buying 
habits. 

The next 34 words assert she finds 
the best in fashion at Hess Brothers be- 
cause Hess Brothers are “constantly in 
the centers of the fashion world.” The 
case is not yet made. 

The next 24 words say she gets more 
than fashion. She finds “the most in val- 
ue, the best in quality for every penny 
she spends.” Still nothing but generali- 
ties and claims. The case is not yet made. 

The final 18 words suggest “‘you too,” 
should shop at Hess Brothers. “You'll 
see how much further your money goes.” 
That is all. 


s Ads like this make me wonder. Why 
do they happen? My theory is that three 
things cause great advertising ideas or 
strong beginnings to “peter out” before 
they make good in a big way: 

1. Lack of realization of the problem’s 
toughness. 

Often someone comes up with a good 
idea. It has appeal. So the idea is roughed 
up and presented as though it were in 
itse# an adequate ad. This is as grave an 
error as it would be for an insurance 
company to employ salesmen solely on 
the basis of personal charm and ability 
to get into a man’s office. 

Most people are getting along all 
right, are fairly happy, with their pre- 
sent supplier relationships. If you run 
institutional advertising to try to shake 
some of them loose, you have not only 
to have an idea, you have to implement 
it. You have to dedicate yourself to car- 
rying the execution of the idea all the 
way through to the desired ‘action or 
reaction.” 

That requires skillful, adroit selling. 
It’s quite an undertaking to “jar” a 
woman loose from her present favored 
apparel store or stores and sales people. 

2. Lack of copywriting skill and lack 
of appreciation of copy’s value. 

I believe there are relatilvely few tru- 
ly competent, dedicated copywriters in 


y * 
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the U. S. today. Agencies, stores, manu- 
facturers, newspapers, advertising ex- 
ecutives and personnel, all live in a har- 
assed, boiling world. Because they read 
few long advertisements, they forget 
that they do read long ones when they 
are prospects for what’s advertised—if 
the copy is good. There is a national ten- 
dency toward superficiality today. ‘“‘Get 
it out, get it over, hurry it up.” That’s not 
a bad idea if you add at the end: “But 
don’t leave out the key, the clincher, the 
buttons, the backbone, or the engine.” 

This Hess ad embraces a wonderful 
idea. I believe good copy, carefully 
worked out, would have multiplied the 
value to the store, tenfold, perhaps a 
hundredfold. What can you measure an 
institutional ad by, if not by what it 
achieves for the advertiser? Given the 
good idea, the words that “make it 
work” are of tremendous importance. 


s 3. Management’s superficial measure- 
ments and appraisals of advertising. 

A peculiar phenomenon is manage- 
ment’s lack of grasp of what makes ad- 
vertising pay. Management looks at a 
plan for a new department, approves it. 
The great amount of work to achieve it 
is essential to its execution. Under an 
architect’s or engineer’s supervision it 
gets done. All of it. 

A merchant hears a “buy” described, 
approves it. It arrives in the store. And 
the merchandise is complete. Neither 
sleeves, nor legs, nor electric cords are 
missing, whatever the case. 

A merchant looks at the layout for an 
ad—hears the idea explained. Then he 
assumes, in most cases, that whatever 
is turned out for the ad is acceptable. 

But advertising is different. And 
therein advertisers pay through the nose. 

If elements are missing in construc- 
tion it is obvious. If merchandise is in- 
complete or defective, it is apparent. 
But the “parts” that make advertising 
truly effective are subtle and can be 
identified and isolated only by trained 
minds. 

In the absence of minds disciplined 
in the high standards of professional 
selling-in-print, management mistakes 
either the description of an ad, or the 
layout, or a proof (regardless of weak- 
ness), for the full-fledged, semi-scien- 
tific, selling creation the ad could and 
should be. Hence—thousands of ads run 
that do only a fractional job. 

My old preacher friend told me that 
when he was in Texas many years ago 
it was fuller of cows and preachers and 
emptier of milk and religion than any 
place he’d ever seen. 

Today, papers are fuller of ads and 
art, and emptier of real copy and sel- 
ling than at any time in history. 


fk. a. ah he a uk a — oo ek a 


nr Kt THO Ko lure 


— > 


RSS Lic, ae Rs pans rake, - 9 ip igh MN So IBRD oh EE ead Coats 2 ts ho) CS igen Nigam a eee Tana ORY “REL ELE c hy adhe That ReaD Ur TN SR MG PORT ey 9 CMs. SI Ri i ee ha has oo ge a PE te aN. te og ae RE es ee ie 4 Fe aed Un gel oi RR eo a 
Bap ae: ON pat oe Be ee bee ss on teu eee SUPP ate ee nd ae Yao ime te aie OE are at upd aan Patcade <i ae pe god’ Seah o PC aR eR eh a ip, cae OR Tec cote PC Stas aan tae nie baer =r So egies era, ee (Re ee 
Reha hc eae oe res reais, Reet Pi cage pee alle a? es age eS 1 nd at oa eee 2 at : : coh : noe . a a AS Sivan Foe pee Kt is & 5 aoe a i depts 8 eS ae Sar TS get wa Ce ste 8 OF ae yt SHE Eater sake & 3 
SON Ad oes Sea eG oe A een Ps fe a ge a eae, Let”, pee ER Se Me ea ays eee he tn me ee eeepbo nog Sie mae letp aig Tee (4 ery ee De Ra ae pei gull, : ie iy Aes? Pa ram ie Shae ah Sais + gt pe RE Be ae glen ees. a gs BE ~ op coach Ramey ee NC sell «2 So Aaa er teats Py 
i ws Nua eee ee) ae Ps ee Vea Mette eo Sak a ee a ke Fp a Rae ame Ree a to hg ea ee Ae $v at: 
ce ¢ A aot x etc ™ z Ses” Ae ee Suck * Lae ° as : a toe ite = sci : NOE Gad Katee Meare Oe a 7; Sa se sea er ! agg 2 en ae 7 oS ae Sis eee tee hs eae Pry e 
yi) ; é : } , < ik” cep : age mre ne Mert ed te : ce Rt hee ee”. OY ree a ae i Ra So ee 
; 4 5s : ey ae aetene ees 
if = ens 4. nh. A 
ili ‘. 1 ae sh yp cmp gmgprnn - g 5 ~~ 
A he . 
gar - —— — nt 
wy Pate 7 
Nee 
’ 96 A « 
; . Advertising Age, December 7, 1953 
; fj 
/ 4 
“a Sia ee * : ‘ pie kc “pie 
res % et. ek, nis ee “_ ce bet ee ae 
Wes Ee Siam eS 4 RM Ma ce Ne Pete int 7 ea 
ere eae ie al d how ie Fees EAE 
aii: Sik ye <. hn eawe oe hook Ras 
By aie tees > aes ith Sper ae h eee ee ae 
Ae i, 7 Sli ha ie Es was €33 fs Pere Z Bee 
ail Tana tate ee Be a ees 
ss et ei 4 one os Sn SY weg 0 naa 
: eit ge: il a 5 gt ee pt ae 
estan hae ai ; Ve pgs te ' 
Sie wane aa SS el . rete sae ee 
ee. OFS ies ee 
te Pete = 2 
; os ay % Fy . 
= eae Ba 4 pg * cay 
: ee ge et 4 : 
‘ ree i ah igs * ¥ . f 
a ee ee ie. oe tings soy ef 7 a ‘ M 
ae a 5: of me tt s . Pe ; ‘ 
D en AER 7 os i é q 
 -~iliiys a, 8: sale Me %y Psp : 
Gg ff 
a a 
y “y 
i p 
Le 
P 
- * 
z 4 & . 
. " 
of U 
eo 
rome 
a 
ete 
ary 
eer , 
seers 
eens ; i 
‘ne “ 
PR 
=e 
ne she shops at 
ee SHOPS Uo 
rile 
el. Wonton, pee 
7 q 
es % 
ewe ee 
pare | 
. 
, 
, 
i i 
S 
n 
ry ti 
‘.o Ss 
en ti 
ts 
See 
ilar 
eg 
1 
i aay 
ae 
; 
Co vas 
Ne 
ay ois 
supe 
ited, 
BRE 
eee 
Se 
iad 
me 0 
coped 
eae: 
peter 
ih et 
oe 
ee 
ar 
cen 
ee 
ica re 
cay ee 
a oke 
: i Be 
4. : . ~ : 
4 % ae : As 7 ‘ x Tye S ree : ‘ ‘ we me ‘ * . : ° . as 
“> ots Re en . CG ; iva ¢ Tal j ; as ih tpt ; * - eg Bae ; Y Mae tree eet ee See ‘ ie # i; x ae ‘* 4. ss q § “f + “. Pi ee a3 ere ‘ 7 
piri is eee Rega iting eee oe en ae Ming Ca seks AG a ee eae 4% Sth oP ee TS ie ei eee Sew i ghaid- tetany har eee Ware Bre EY SEES - 9, Cpt 2 ae Cues tira ta ce ee ce Re aie Rh, ae ATOR, the eS ae PSL r 
featael : OI i: ae° cae ze eae an ay ig © eo * ean Wi pie he ets hp eee pe 2d pa ae ag ee ; 5 } ; om os ae A gee fase , eA Sans: Si ieeiat SCE 6a EARLE So idem te Vaan - ‘ i ag “et pve 
a ve yf he t "a. “eh, 4 Dies Bee ao a F ¢ eh, toe Fo ae eh 3 Ror "s > ae d ; es é 4 rs “ Re. de ho ay ig Sr + oS, 
> % a ca : te “ x P : F 3 > 3 “ / i 


_ 


Ss ee Vet 


WPIX Signs Third 
UHF Station for 


Sports Telecasts 


New York, Dec. 2—WPIX has 
signed the third u.h.f. station for 
off-the-air rebroadcasts of its 
“Parade of Sports.” 

Latest WPIX associate station is 
WMGT-TV, Adams, Mass. Already 
carrying some of the New York in- 
dependent’s programs are WTVU, 
Scranton, and WLEV-TV, Beth- 
lehem, Pa. 

Fred M. Thrower, v.p. of the 
Daily News station, said the plan, 
which became effective Nov. 10, 
will provide many new u.h.f. sta- 
tions with much-needed top-flight, 
low-cost programming of the sort 
that will induce viewers to convert 
their sets for high-channel recep- 
tion. 


s WPIX’s arrangement with its 
associate stations does not require 
them to carry the commercials on 
the sports events from Madison 
Square Garden; details of this ar- 
rangement are left to the partici- 
pating station and the WPIX spon- 
sor. So far, only sports pickups are 
included in the feeds, but other 
types of programs will be included 
later. 

Regular sport feeds of profes- 
sional football games also are 
made to WAAM, Baltimore; 
WKJF-TV, Pittsburgh, and 
WBEN-TV, Buffalo. These sta- 
tions pay programming costs and 
sell the events to their own adver- 
tisers. 
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MAX F. SCHMITT has been appointed 


president of the Wool Bureau, New York. 
He has been an account executive with 
Foote, Cone & Belding for the past several 
years and before that was with J. Walter 
Thompson Co. and Young &. Rubicam. He 
will assume his new duties Jan. 1. 


New Wrapping Machine Out 


A new and improved machine 


designed for high-speed wrapping | 


and addressing of magazines has 


been announced by Magnacraft | 


Mfg. Co., 3138 W. Chicago Ave., 
Chicago 22. Only two operators 
are needed to control the flow of 
work. A four-page brochure which 
illustrates and describes the ma- 
chine is available on request. 


Charter WAYS-TV, Charlotte 


WAYS-TV Inc., Charlotte, N. C., 
has been chartered with author- 
ized capital stock of $100,000 to 
construct and operate tv and radio 
stations. Principals include George 
W. Dowdy, Charlotte; Harold H. 
Thoms, Asheville; J. Horton 
Doughton, Statesville, and B. T. 
Whitmire, Greenville, S. C. 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer’s dollar, and won- 
der how you can cut through this 
era of “lazy selling” and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Get the full story today—no obligation 


Opportunity Magazine is the pioneer publication serving 
more than 300,000 active independent salesmen and sales- 
women ... ready to sell your product and your service 
direct! .. . at their 
booklet that shows how to build nationwide sales volume 
at low cost. write for full details today on your letterhead. 
Address Dept. A-168. 


OPPORTUNITY 


No 28 E. Jackson Bivd., Chicago 4, Illinois 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits... all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next .. . if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 
backed by big ambitions but 
small capital... take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
{8-state distribution at low 
cost... with assured profitable 
volume in the first years. 
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Pick the 


You're in with the most important buyers 
in the automotive industry every time the 
AUTOMOTIVE NEWS ALMANAC is 
picked up. That's 41,000 times multiplied 
by almost every day of the year! 
(AUTOMOTIVE NEWS circulation). 


Why such year-round readership? 

| It is relied upon by the DECISION MEN 
as the No. | authority for statistics, trend 
analysis, historical and other necessary 
data on production, manufacturing, 


merchandising, servicing. Many regard it 
as the BUYERS’ GUIDE of the industry. 


41,000 Sales Opportunities 
... All Year Long! 


One Yearbook That's 


Picked Up All yea long 


Who are its readers? 

The 41,000 regular paid subscribers to 
AUTOMOTIVE NEWS, the weekly 
newspaper of the industry, receive the 
1954 ALMANAC with their April 26th 
issue. These are the ‘top executives in 
the manufacturing plants and the key 
men in the car and truck dealerships... 
the men who purchase and influence the 
purchase of products like yours 


* * * 


Make your space reservation NOW. Date 
of Publication: April 26, 1954, Advertis- 
ing Closing Date: March 12. 
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DETROIT 26, MICHIGAN 


REPRESENTATIVES 
r York —Edward Kruspok, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 
Chicago —J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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Erwin-Lambeth to WerBell 
Erwin-Lambeth Inc., Thomas- 
ville, N. C., designer and maker 
of living room furniture, has ap- 
pointed Mitchell WerBell Adver- 
tising, Atlanta, to handle its ad- 
vertising and merchandising. The 
agency’s High Point, N. C. office 


will service the account. WNBT is the station 


New York’s WNBT 


Boosts Time Charges 


New York, Dec. 3—Local tv 
time rates in the country’s biggest 
market are on the way up again. tions of program time. 


what usually turns out to be a 
trend. Effective Dec. 1, the NBC 
owned-and-operated station raised 
| the rates for Class AA, B, C, and 
D 10-second and 20-second station 
breaks and AA and B classifica- 


starting) In the future, local and spot 
| sponsors on WNBT will be charged 


it’s surprising how many readers of The 


Rotarian magazine lead double lives. They're business 
executives, of course...and then they're mixed up in all 
kinds of civic and municipal activities... on park boards, 
city councils, school boards, hospital boards, church 
committees. Actually they have a lot to say about 
buying a whale of a lot of different things... for their 
businesses, their communities and their homes. They're 


$5,500—up from $4,800—for one 
hour of time in the AA bracket. 
Class AA time includes 6 to 7:30 
p.m., EST, Sunday, and 10:30 to 


rate for Class B time goes up from 
$2,750 to $3,150. 
The 11 p.m. station break has 


time and the 11:10 and 11:15 p.m. 
'station breaks were shifted from 
‘Class C to Class B. 


11 p.m., EST, daily. The hourly, 


been moved out of Class B to A. 


THEY PUT THE ‘DO 
IN DO-IT-YOURSELF 


DO-IT-YOURSELF BOOSi—This Christmas gift spread in the Nov. 30 Life boosts 
utility tools made by Black & Decker Mfg. Co. (they put the ‘do’ in do-it-yourself’), 


ood fellows to have on | Towson, Md., and offers a free booklet called “Handy Tips for Handy Men.” Similar of tt 
aad side when it comes The Two Appoint Sholet-Meyer pages will run in Better Homes & Gardens and The Saturday Evening Post in the Pran 
t ki decisi bd Interelectronics Corp., New York “biggest advertising program in B&D history.’’ VanSant, Dugdale & Co., Baltimore, the « 
a 2 maker of Coronation high-fidelity is the agency. er n 
amplifiers and other electronic good 
| products, has named Sholet-Meyer zines will be used. Superex Elec- named the agency to handle its infor 
35 & WACKER DR., CHICAGO 1, Itt. Advertising, Yonkers, N. Y., to tronics Corp., Yonkers manufac- recently acquired line of Gray- 
handle its advertising. Trade pub- turer of radio and tv products burne products. The agency cur- 20 
301,885 ABC net paid, June 30, 1953 ‘lications, newspapers and maga- and electronic components, has rently is handling Superex prod- 
ucts. mitte 
weel 
Calcinator Names Grose from 
Richard L. Grose, formerly with — 
V-M Corp., maker of record racte 
changers and phonographs, has prog 
been named director of advertising denc 
and sales promotion for Calcinator ful { 
Corp., Bay City, Mich., maker of exec 
automatic home incinerators. The the ‘ 
company plans an expanded sales riski 
and promotion program. me 
L. A. Soap Co. Boosts Hoffman Pe. 
Ernest C. Hoffman has been pro- relat 
moted to general sales manager for tv. ¥ 
|Los Angeles Soap Co. and White 7 
'King Soap Co., Los Angeles. He . 
‘has been northern California dis- Hor 
trict manager for Los Angeles Soap via 
|for the past 20 years. spon 
Pa 
Mary Ellen is no ragamuffin. Sure enough Owen Elected Compton V.P. yh 
she looks like one. Dirty face, dirty hands, Pn ig Pa ee Ms 
dirty clothes, scuffed shoes, “holey”’ stock- New York, has been elected a v.p. Ran¢ 
ings. But that’s not Mary Ellen's fault. peo! 
an 
In her heart beats the same note that beats in Anrthkiraft’ 20 
the hearts of all women. Instinctively Mary gg 
Ellen would be happier in a new dress, new 3-D NBC 
shoes, new stockings. But like thousands of PLASTIC & PORCELAIN Ne 
other underprivileged Detroit youngsters NEON DEALER SIGNS i 
such things aren’t in the “family budget.” athe eatendl abvetiine ping 
5 times as effective. (Proved 3 
Seventeen years ago, Douglas Martin, by audited research.) Seah 
then Managing Editor of the Free Press whee 
decided to do something about this. He set Ang 
up the “Ruth Alden Christmas Dress : - 
. ” “J 
Campaign.’ Gertrude Dade 
Bombenek of the Cre Ame 
Women’s editorial staff at Now, = 
was asked to take over Ma Pape Pm 
this job of asking Free KE BETy role 
Press readers to furnish Con ER rh 
dresses for little girls. "MUNI jo. 
She is still at ic. ARTKRAFT* PORCEL-M-BOS'D AND = Be 
PLASTIC STORE FRONT SIGNS _ 
During these seventeen years she has col- (Neonized or non-illuminated) Di 
lected over 350,000 dresses from Free Press Artkraft* will design for quan- Grar 
readers for little girls. 1953's campaign tity buyers, without obligation, = 
brought in 20,210 dresses from men, women, a distinctively beautiful and ef- serie 
children, clubs, schools, churches, shops, vain ip | in wd — — and 
offices. All join whole heartedly in this labor A x pray coil vtitggrar-anngdie~ ogg (ie 
f b tow by —, ™ ne Fs ; any emblem, letter styling, or & M: 
of love. Thereby does a great city become ae a. [fi | a or trademark. Be 
one friendly neighborhood at holiday time, ui fa —— Gund tofer for now hee visio 
to help make the little ones happier. zt’. «tJ condense, ‘Ap 
show 
. . . . . . * * 
This is a bit of extra-journalistic activity | ‘se on N 
. . . * ‘ 
in which we take some pleasure and pride. 4 l4 TOT ‘ and 
We wouldn't mention it, except that we be- SIGN COMPANY ots 
lieve work of this sort helps make our —M: 
readers more conscious of our newspaper. It Division of Artkraft* Manufacturing sic f 
makes them better, more friendly readers Tee Te 1133 E. yt sain Lima, Ohio RC 
and thereby better readers of and buyers poage oan. Sa oe Cc 
Bee ee ee ee el elm dldltCtc“( ;””~*~*”*”*”*”*”*;*;*C 9 ogre nee n sees eked eees sees of ¢ 
from advertising. ** America’s Most Interesting Newspaper”’ PPrYTTTITICiiiti rit ttre TV-) 
JOHN s. KNIGHT, Publisher PYUTETITT IIIT TTT rere bec 
Cee eee eee eee eeeseses er : 
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Advertising Age, December 7, 1953 


Sylvania Awards 
Committee Picks 
No Top TV Show 


NEw York, Dec. 4—In the course 
of making the 1953 Sylvania Tele- 
vision Awards, the committee of 
judges, headed by Deems Taylor, 
paid tv a mixed compliment. 

On the one hand, the judges re- 


fused to be pinned down on an 
over-all grand award winner. This 
because they said they could not 
“in all conscience choose one pro- | 
gram as better than all the others”’ | 
at a time when the “general level | 
of the standards of television pro- 
grams is now so much higher that 
the discriminating viewer no long- | 
er needs search diligently to find | 
good entertainment or worth while 
informative fare.” 


#® On the other hand, the com-.| 
mittee members, who spent a long | 
weekend weeding out the winners 
from the also-rans, complained that 
“mediocrity is still the chief cha- 
racteristic of too many television 
programs.” They deplored the ten- 
dency toward imitation of success- 
ful formulas among programming 
executives, who prefer to follow 
the “tried and proven” rather than 
risking a “fresh approach” or a 
“new outlook.” 

The winners, who ranged from 
show business’ biggest names to 
relative newcomers discovered by 
tv, were: 

Juvenile education—Dr. Francis 
Horwich for “Ding Dong School,” 
via NBC from WNBQ, Chicago, 
sponsored by General Mills. 

Panel show—Goodson-Todman 
Productions for “What’s My Line” 
(CBS-TV), sponsored by Jules 
Montenier Inc. and Remington 
Rand. Certificates of merit went to 
the director, advertising agencies 
and talent on the program. 


s Outstanding variety performer— 
Donald O’Connor for his work on 
the “Colgate Comedy Hour” over 
NBC-TV. 

New video series—Edward R. 
Murrow for ‘Person to Person” 
(CBS-TV), sponsored by Ameri- 
can Oil Co. and Hamm Brewing 
Co. 

Local education program—Dr 
Frank C. Baxter for his Shakes- 
pearean programs on KNXT, Los 
Angeles. 

Comedy series of the year—Dan- 
ny Thomas for “Make Room for 
Daddy” (ABC-TV), sponsored by | 
American Tobacco Co. and Spei-| 
del Co. 

TV actor—Rod Steiger, particu- | 
larly for his portrayal of the title) 
role of “Marty” on the “Television | 
Playhouse,” sponsored on NBC- 
TV by Philco and Goodyear. 


® Best script written directly for 
television—Paddy Chayefsky for 
“Marty.” 

Discussion program—Theodore 
Granik for his production, the 
‘American Forum” on NBC-TV. 

Law enforcement documentary 
series—Jack Webb, creator, star 
and producer, for “Dragnet” 
(NBC-TV), sponsored by Liggett 
& Myers Tobacco Co. 

Best written adaptation for tele- 
vision—Irving Gaynor Neiman for 
“Appointment in Samarra,” fea- 
tured on the Robert Montgomery 
show, sponsored on alternate weeks 
on NBC-TV by American Tobacco 
and S. C. Johnson & Son. 


s Individual variety performance 
—Mary Martin for her “now clas- 
sic fashion sketch” on the Ford an- 
niversary telecast (CBS-TV and 
NBC-TV). 

Contribution to the advancement 
of creative television technique— 
TV-Radio Workshop of the Ford 
Foundation and its director, Ro- 
bert Saudek. 


_which are pretty 


VIDEO JUDGES—Among those at the speakers’ table for the Sylvania Awards dinner 

were (left to right) Walter O'Malley, president of the Brooklyn Dodgers; G. D. Crain | 

Jr., publisher of AA; designer Raymond Loewy, and Mrs. John E. Hayes. past presi- 
dent of the National Congress of Parents and Teachers. | 


Timely news coverage—Ameri- 
can Broadcasting Co., British 
Broadcasting Corp. and Canadian 
Broadcasting Corp. for the corona- 
tion coverage. 

Leland Hayward, producer; Clark 
Jones, director, and Jerome Rob- 
bins, choreographer, also received 
an award for their outstanding 
work on the Ford 50th anniversary 
show. 


® Certificates of merit, in most 
cases, went to sponsors, advertis- 
ing agencies, networks, stations and 
key personnel who had a hand in 
the production of the shows sin- 
gled out for the awards. 

Judges for the Sylvania tv 
awards were: Mrs. Oscar A. Ahl- 
gren, president, General Federa- 
tion of Women’s Clubs; Joseph P. 
Anderson, executive secretary, 


American Assn. of Social Workers; 
Dean Kenneth Bartlett, director | 
of radio-tv center, Syracuse Uni- 
versity; Charles Brackett, presi-| 
dent, Academy of Motion Picture 
| Arts and Sciences; G. D. Crain Jr., 
publisher, ADVERTISING AGE; Doro- 
thy Draper, decorator-designer; | 
James A. Farley, chairman of the} 
| board, Coca-Cola Export Corp.;| 
| Ford Frick, baseball commissioner; 
| Mrs. John E. Hayes, past president, 
'National Congress of Parents and 
| Teachers; Dr. Robert L. Johnson, 
|president, Temple University; 
|Frank Leahy, head football ccach, 
|Notre Dame; Judge Samuel S. 
‘Leibowitz; Raymond Loewy, in- 
|dustrial designer; Herschel D. 
| Newsom, master, National Grange, 
and Oscar Serlin, Broadway pro- 
‘ducer. 


} 
| 
| 
| 
| 


New York Engravers Strike Gives 
Broadcasters a Crack at Retail Ads 


(Continued from Page 1) 
less, eight-page paper on Monday 
when no other big daily appeared, 
announced it would not publish 
again until further notice ‘“be- 
cause it is clear that the contin- 
ued publication of the Herald 
Tribune is being used as an in- 
strument to obstruct normal col- 
lective bargaining.” 

Previously, the Tribune had in- 
dicated it would be unaffected by 
the strike since it obtained its en- 
gravings from a private company. 

A report in some quarters had it 
that the struck newspapers influ- 
enced the Tribune’s case-publica- 
tion decision. This influence was 
said to consist of pointing out that 
six or seven other union contracts 
will be up for discussion in the 
near future and that settlements 
might involve financial gains for 
union members which would in- 
volve the Tribune as well as oth- 
er Manhattan publishers. 


a In addition to magazines, frus- | 


trated New Yorkers were discov- 
ering a weekly-turned daily, the 
New York Enquirer. On Tuesday, 
the tabloid Enquirer said it was 
the only paper being circulated 
throughout the city and said it 
would publish daily throughout 
the strike. 

About 170,000 copies of the En- 
quirer went on the stands Monday, 
250,000 on Tuesday and 500,000 
yesterday. But the paper, not 
equipped to handle big display 
ads, said it was “a shame to lose 
the money being offered us.” 

The Wall Street Journal also 
continued publication, and Chris- 
tian Science Monitor readers were 
still getting their favorite daily 
fare. The Daily Worker was also 
available. 


gw One by-product of the strike 
was that it gave radio and tv, 
much on the 
short end of most department store 


'airwaves with increased frequency 
to whip up trade for their current 
attractions. 


es It is too early to say how well 
broadcasting showed up in this 
forced test with one of its biggest 
competitors. However, Peck & 
Peck, one of the first retailers to 
use tv as a substitute for the 
Christmas fashion ads that were 
to have been featured in newspa- 
pers on Sunday and Monday, re- 
ported excellent business for the 
first three days of the week—in 
fact better than a year ago. 

Peck & Peck presented two im- 
promptu telecasts on WNBT Sun- 
day afternoon and hired two ad 


;account executives, 


Mail Order House Leaves Trail of 


Unpaid Bills in New York Agencies 


(Continued from Page 1) 
is liquidating and that it is plac- 
ing no more business. Daniel & 
Charles has taken over certain of 
the Kupsick accounts. 


e On Jan. 1, President J. R. Kup- 
sick and V.P. Saul Kampf will “‘of- 
ficially” join Daniel & Charles as, 
along with 
about 30 accounts formerly han- 
dled by the Kupsick agency. 

Palace Advertising Service 
closed shop in June and its head, 
Nat Sokol, then joined Kupsick as 
an account executive. Mr. Sokol 
says he took about $200,000 in 
billings over to Kupsick, primarily 
on the Homecrafts account. Last | 
week he served the Kupsick agen- | 
cy with a summons and says he is | 
filing suit for $100,060 charging 
withheld commissions, breach of 
contract and failure to check 
credit. 
“The Kupsick agency’s liabili- | 
ties in this matter are variously 
reported to be between $20,000 
and more than $30,000. 

Palace Advertising’s liabilities | 
are reported at $24,000 by Mr. 
Sokol. A creditors’ meeting held 
six weeks ago approved a settle- 
ment of 20% on the dollar. The | 
settlement was okayed with the 
feeling that 20% was more than) 
could be gotten through bankrupt- | 
cy proceedings. | 

| 
e@ Among Palace’ Advertising’s| 
creditors are Conde Nast, Faw-| 
cett Publications, Parents’ Insti- | 
tute, Popular Mechanics, Popular 
Science and at least 35 additional 
magazines and newspapers. 

Klores & Carter, which handled 
parts of the Homecrafts and Sears 
accounts over a four-year period, 
sent out cancelation orders about 
a month ago, “when things weren't 
going right.” The agency says it 
extended “only limited credit” and 
will not comment on the amount. 
Other sources estimate the debt) 
at around $14,000. 

Manhattan Advertising got part 
of the Sears account last spring. In 
October it placed about $3,000 
worth of space in a period of two 
and a half weeks. The agency re- 
ports that none of this has been 
paid and says that its total liabil- 
ity is nearly $4,000. 


1 


| 


e Huber Hoge & Sons has worked | 


| picture is too cloudy to be pieced 


together neatly. But the Linett 
dealings with two of the above 
agencies give some clue to what 
went wrong. 

At Grant & Wadsworth (which 
at one time also handled the “TV 
Owners’ Guide” along with Palace 
Advertising), probably the largest 
creditor, some $110,000 was spent 
for Homecrafts promotions during 
the first three months of this year, 
and all bills were met promptly. 
During the next few months, 
while a heavy campaign for a $2 
chrome restorer kit was in prog- 
ress, bills were not being met and 
finally, in May, the agency cut 
off Homecraft’s credit. The chrome 
restorer campaign was a flop (ac- 
cording to Mr. Linett). Among 
the reasons now advanced is that 
it broke too late. 


s Last spring, Manhattan Adver- 
tising placed several campaigns for 
Homecrafts and Sears, including 
a pen and “Bestenna,” an indoor 
tv antenna. The client paid his 
bills up until October when, under 
the trade name Flower Research 
Co., it began a blue roses promo- 
tion. 

On this, $3,000 was spent in lit- 
tle more than two weeks. Accord- 
ing to account executive Robert J. 
Friedman, Manhattan cannot col- 
lect this sum. The agency says Mr. 
Linett failed to answer a summons 
served him recently. It reports 
Mr. Linett as being mystified over 
the failure of the blue roses pro- 
motion, which reportedly is a re- 
peat of a _ successful promotion 
last. vear. 

Aside from all the agencies in- 
volved, the Linett operation has 
also had its share of difficulties in 
the past. In several of his enter- 
prises, Mr. Linett has been in 
partnership with his brother; Abe 
Linett. 


@ Over the years Mr. Linett has 
been involved in various other 
mail order operations besides 
Homecrafts and H. Sears Indus- 
tries. These include trade names 
like Waverly Books, Craftmart, 
Kent Book Co., Toy Mart Co., 
Hobby Bookmart, Kenwood Books 
Inc., Knickerbocker Publishing 
Co., Mayflower Books Co. and 
Hobby & Craft Book House. 

Mr. Linett has offered by mail 


libbing distaff announcers, Val} with Mr. Linett over a period of|such books as “Engineers Sketch 
Lewis and Eleanor Dakin, who! years, including that time when| Book,” “Scientific Curiosities of 
went on without script to handle} he had an interest in Bedford Co., | Lore,” “Fun Books for Children, 


the commercials, which were built| publisher of the “TV Owners’ a Collection of 100 Games,” “Love 
around proofs of the unpublished | Guide to Operation and Repair’ | on Call,” “Easy Virtue” and “Sto- 
ads. The programs bought for the} (AA, March 17, '52). The agency | len Love,” as well as the chrome 
women’s clothing store by C. J.| says it has not had any dealings! restorer kit, vaporizers, vinyl plas- 


LaRoche & Co. were newscasts. 


ing more special programs to show 
their holiday accessories, but the | 


small.” 
At this juncture, because of the | 


| with Mr. Linett for several months _tic sprinklers and garden hose and 
Peck & Peck has been consider-| now and reports its debt as “very | flytraps. 


@ On several occasions he has 


company is waiting to see what many loose strings and the natur-| tangled with both the local bureau 
happens to the strike before going a] reluctance of some of the people | and the National Better Business 


ahead with this projec' 


es The big department stores also _ 


turned to radio and video to keep 
the holiday customers coming in. 
Wanamaker’s made its first speciai 
tv buy on Saturday on WNBT be- 
fore the walkout started. Macy’s, 
Bloomingdale’s, Lambert Bros. 
and Hearn’s were al) using time 
on WOR, among other stations. 
WOR picked up abou! $10,000 in 
additional business b;) mid-week, 
with practically all its spot avail- 
abilities sold out. 

NBC's key stations, \VNBC and 
WNBT, estimated th: they had 
attracted about $35,0 in unex- 
pected billings durin; the news- 
paper blackout. 


Sherry Named Gra | A. E. 


budgets, a chance to show their Greg Sherry, forme ilies 
salesmanship style. of Holmes & ‘Sherry " joined 
Motion picture houses’ and Grant Advertising, C} 10. a8 an 


Broadway plays also turned to the account executive 


involved to discuss the matter, the | 


| 


JACK REISS, formerly publisher of Quick 
and more recently a partner in Oakes Pub- 
lishing Co., Chicago (AA, Aug. 3), has 


been named advertising sales 
of Collier's, effective Jan. 1. 
a new one. 


manager 
The post is 


Bureau, primarily on non-delivery 
complaints. In most instances, the 
bureaus say, he has made adjust- 
ments when complaints were 
called to his attention. 

Less than three weeks ago the 
Internal Revenue Department 
padlocked the Linnet office for 
failure to pay withholding taxes. 

Louis Linett contends that the 
cause of most of his troubles was 
over-extension on the chrome re- 
storer campaign. He is now with 
Scott-Mitchell House, a mail or- 
der organization, where, he says, 
he is an employe handling adver- 
tising and working on a commis- 
sion basis. 


Prufcoat to Cayton Inc. 


Prufcoat Laboratories Inc., Cam- 
bridge, Mass., has named Cayton 
Inc., New York, to handle its ad- 
vertising. The company makes 
anti-corrosives, water proofings 
and other paint specialties. 
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PHOTO REVIEW 
OF THE WEEK 


FARMERS—Food, drink ond prizes were plentiful at the 14th T. Burnham, also with NL&B; William C. Henning, Country Gen- 
annual Farm Horvest Party given recently by Chicago’s Farm  tleman; Richard Scrimiger, Prairie Farmer; James White, Midwest 
Publication Representatives Assn. Among the 600 guests were (left Farm Paper Unit; Ben Van Cleave, Farm & Ranch, and Jack 
to right) John R. Mooney, Needham, Lovis & Brorby; Elizabeth Willcutt, Midwest Farm Paper Unit. 


rr. 
PARK a TILFORD 
* RESERVE” 
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ANNUAL EVENT—Among the more than 200 guests at the annual evening party 
given by the Advertising Club of Boston were (left to right) Edward C. Donnelly 
Jr., president of John Donnelly & Sons outdoor company and president of the ad- 
club; Mrs. Rudolph Bruce and Mr. Bruce, who is advertising manager of New Eng- 
land Coke Co., and member artist Vida Carney, who presided at the tea table. 


rrogh ROUREON 


GORDON GRAY has resigned as v.p. in 
charge of the eastern office of WJR, De- 


bo : : ae troit, and WGAR, Cleveland, to become 
Council’s board of directors to discuss future public interest campaigns were (left v.p. in charge of WOR and WOR-TV, 


to right) Philip L. Graham, council chairman and publisher of the Washington 
Post; Wesley |. Nunn, Standard Oil Co. (Indiana); Theodore S. Repplier, president 
of the council, and William Block, publisher of the Pittsburgh Post-Gazette. 


AD COUNCIL PLANNERS—Attending the Pittsburgh meeting of the Advertising 


New York, a division of General Telera- 
dio. He will take over the post Jan. 1. 
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CAUSTIC SALESMAN—One of the stars of the British version unpopulor figures in Britain today,” is in great demand among 
of ‘What's My Line,” Gilbert Harding has gained a wide audi- advertisers who have bought his testimonials for a wide variety 
ence in England which seems to dote on his caustic humor. Mr. of products. Samples are the above ads for Scroll ball point pens, 
Harding, who has been called “one of the most popular and Westclox alarm clocks and Norvic shoes. 
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PLENTY OF OUTDOOR—Harry P. Herrfeldt, v.p. in charge of sales, looks over mod- 
els of some of the 24-sheet posters which Park & Tilford Distillers Corp. is using 
for the holiday season. The outdoor campaign, using 1,400 posters in 17 states, is 
the largest Christmas drive in the company’s history. Storm & Klein is the agency. 


SUZANNE DE FLOREZ, new president of 
Humphreys Medicine Co., New York, is the 
great-granddaughter of the founder and 
formerly was v.p. of the company. Willard 
P. Eldredge, formerly export manager, has 
been named v.p. George Humphreys, for- 
merly president, has been named board 
chairman. 


ONE FOR EVERYBODY—Graflex Inc. is offering dealers a display kit including full- 
color reproductions of four Graflex cameras “for Mom, Junior, Sis ond Dad” for 
window displays. Kling Studios, Chicago, produced the display pieces. 
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KID STUFF—Mrs. Alice Thompson, publisher of Seventeen, holds a prize-winning 
entry in the magazine’s Christmas doll contest for the Save the Children Federation. 
Interested bystanders are Newman F. McEvoy (left), v.p. in charge of media for 
Cunningham & Walsh, and Joel F. Jacobs, v.p. and account executive for Doherty, 
Clifford, Steers & Shenfield. The occasion was a UN reception for the three top 
contest winners. 
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FTC Promises 
Action on AD-X2 
Battery Additive 


(Continued from Page 3) 


Commission for attention as a case 
of false advertising. 


w Since the FTC has yet to issue 
a formal complaint against Mr. 
Ritchie, the actual showdown on 
the advertising of battery additives 
will involve one of Mr. Ritchie’s 
competitors instead of AD-X2. 

Hearings have already been 
completed on advertising for Sav- 
A-Battery, an additive sold by 
Courant Distributing Co., Kansas 
City. An appeal is currently pend- 
ing before the commission urging 
that FTC conduct further tests be- 
fore reaching a decision on this 
product. 

In the event that FTC proceed- 
against the manufacturers of bat- 
tery additives, its order would no’ 
necessarily interfere with their 
business operations. While FTC 
could prohibit manufacturers from 
claiming that their products are 
effective, it might leave room for 
them to advertise that users re- 
port that it is effective. On the 
other hand, a postal fraud order 
virtually puts the firm out of busi- 
ness. 


e The AD-X2 case has attracted 
wide attention here because of the 
vitality of Mr. Ritchie’s efforts to 
defend himself. 

On the basis of his protests 
against the National Bureau of 
Standards, Commerce Secretary 
Sinclair Weeks fired the chief of 
the agency. Subsequently, how- 
ever, he retreated under the heat- 
ed protests of leading scientists. 
After an evaluation of the Bureau 
of Standards by special committees 
of nationally known scientists, he 
reversed his position, restored the 
director of the bureau to his post 
and accepted the resignation of 
Craig Schaeffer, the Assistant Sec- 
retary of Commerce who recom- 
mended the original course of ac- 
tion. 


3 Join Earle Ludgin & Co. 


Earle Ludgin & Co., 
has added three members to its 
staff. They are Walter Riddell, 
formerly an account executive of 
Leo Burnett Co., Chicago, account 
executive; William M. Galbraith, 
previously advertising and promo- 
tion manager of Pillsbury Mills 
Inc., Minneapolis, account execu- 
tive, and Daniel R. O’Connor, for- 
merly a member of the research 
staff of Foote, Cone & Belding, 
Chicago, research staff. 


Adpost Sets Yule Auction 


The New York advertising men’s 
post of the American Legion will 
hold its 26th annual Christmas 
auction and luncheon to raise 
funds for disabled veterans on Dec. 
14 at the Hotel Lexington. Organ- 
izations interested in contributing 
gifts may send them to Vice-Com- 
mander Cyril Lee Ellison at the 
hotel. Last year’s auction brought 
in $7,000, which was used to help 
place 56 handicapped veterans in 
jobs. 


Cassill Shifted to WLOL 


H. W. Cassill, v.p. of Independ- 
ent Broadcasting Co., is being 
moved from Des Moines to Minne- 
apolis to supervise the radio oper- 
ation of WLOL there, in prepara- 
tion for the opening of a television 
station. Mr. Cassill was general 
manager of KIOA, Des Moines, 
which was recently sold in order 
that the parent company, Inde- 
pendent Broadcasting Co., could 
acquire a 40% interest in WHO- 
TV, Channel 13, Des Moines. 


Aldridge Associates Moves 

A. E. Aldridge Associates, Phil- 
adelphia, has moved to larger 
quarters at 1616 Walnut St. 


Chicago, | 
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Kimball Buys Out Menne 


Maurice A. Kimball has _ pur- 
chased all the corporate interests 
of W. L. Menne in Kimball, Menne 
Co., San Francisco and Los Ange- 
les newspaper and magazine rep- 
resentative. Mr. Kimball will be 
president; John W. Banister be- 
comes v.p., with offices in Los An- 
geles; H. C. Stovel has been named 
a v.p. in charge of the San Fran- 
cisco office, and Mrs. Genevieve 
Glen will continue as San Fran- 
cisco office manager. 


‘Industrial Maintenance’ Adds 
‘Plant Operation’ to Name 


Effective with its December is- 
sue, Industrial Maintenance, pub- 
lished by Maintenance Publishing 
Co., Philadelphia, will change its 
name to Industrial Maintenance & 
Plant Operation. 


Pushes ‘Lineless’ TV Sets 

A $1,000,000 budget for promo- 
tion of American Television Inc.’s 
new “lineless’” tv has been set up 
for the Chicago area. Marthens, 
Galloway & Simms, Chicago, is the 
agency. Four Chicago newspapers 
will carry the bulk of the advertis- 
ing. 
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Food Group Sets Clinics 

The Institutional Food Manu- 
facturers Club, Chicago, has 
scheduled the first of a series of 
clinics on marketing problems in 


PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capanie Photo- 
Reporters provides effective way to obtoin on- 
location photos, reports, and releases for adver- 
tising, editorial and research purposes. 

For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 


the food service field for Dec. 9 
at the Bismarck Hotel, Chicago. 
Russell Kramer, International | 
Minerals & Chemical Corp 
president of the club, ne g at 20 
N. Wacker Drive, Chicago 6. 


‘Chicago Shipper’ Alters 


Effective with the January issue, 
Chicago Shipper, published by 


Curtis C. Stewart & Associates, will | 
be called National Hi-Way Ship- | 


per. Douglas Hammond, formerly 
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39 Employes to Leave Maxon Inc. by 
February; Billings Up to $35,000,000 


(Continued from Page 1) | employes, he said there is nothing 
three months or with any impend- of that nature involved. 
ing account changes. 
Up to now, Mr. Maxon told AA, |@ Even though the agency’s busi- 
the agency has been caught in an ness has tripled during the past 
excess profits tax bracket and al-|nine years, Mr. Maxon said, the 


1953 


in the Chicago office. Mr. Marchuk 
has already joined Foote, Cone & 
Belding in Chicago. 


@ Of the higher salaried employes 
who will take a pay cut, Mr. Max- 
on said that most of them are 
stockholders and will benefit di- 
rectly from the increased cash re- 
serves made possible by a reduced 
payroll. 

The three accounts resigned by 
the agency recently are Armstrong 


|a news writer in Japan, has been 
| appointed associate editor. 


(‘ >) 

GOOD FOODS... properly appreciated, 

appetizingly styled and expertly photo- 
graphed in natural color 


CHARLES F KUONI STUDIO 


61 WEST ERIE CHICAGO 11 « 


38 Park Place, Newark 2, N. J. 


Telephone SU 7-4483-4 


ie 


= 


lowed to keep only a “modest payroll has been expanded out of 
amount” of profit from the busi- proportion to the business and 
ness. After the first of the year, healthy expenditures have been | 
Mr. Maxon expects to be getting | made for expansion and modern- 
|more than 20¢ on the dollar out of | ization that 
his business and hence will be. | necessary. 


| 


more cautious in his expenditures. | 

“Most of our growth has come) 
since this excess profits thing went 
in,” Mr. Maxon told AA. “Every- 


one has been adding to his depart- | | 
It’s gotten so that every | 


ment. 
‘time I call up a production man I 
|have to talk to his secretary. I’ve 
| been spending too much time talk- 
ing to secretaries. Actually, we’ve 
planned to do this pruning for a 
long time.” 

Asked if machines will replace 


| 


| 


Rubber Co., Schwayder Bros. 
(folding furniture) and Peter Paul 
‘Inc. (Mounds and Almond Joy 
\ coals bars). Mr. Maxon told AA 
_that the three accounted for only 
$2,300,000 of the agency’s billings 
'this year. 

He pointed out that the agency 
has added three new accounts—Py- 
rex glassware for Corning Glass 


weren’t absolutely | 

As far as the layoffs are con-| 
cerned, they are mostly in the| 
merchandising division, and Mr.| 
Maxon described them as mostly | 


stenographic and clerical workers 
who were not essential anyway. Works, Hiram Walker's Ten High 


Only two creative people are leav- |O0Urbon and Packard Motor Car 


: ; . Co.—this year and revealed that 
ing; both are with the Chicago of- | 
fice and were reporiedly offered another account (not named) has 


_| jacked its budget up considerably 
= om DEEnOn's DES henequne higher than the agency anticipated 


They are Lynn Hauldren and | this year. Most of the employes on 


| the way out, Mr. Maxon said, were 
Wesley Marchuk, both apy wetiers | added when the Packerd, Hiram 


Oklahoma and Texas cash registers ring out a NEW sales story: 


| Walker and Pyrex accounts were 
| added. 


‘Proposed Maryland 
Door-to-Door Ban 


- cece 
the REST of the C outh 1S the Couthwest! ey oe ma 


istration and licensing of door-to- 
door salesmen were put on the 
shelf today by the Montgomery 
County, Md., county council. 

The vote to kill the licensing bill 
was 4-3. 

A strict control over salesmen 
had been supported by police au- 
' thorities, who contended that sales- 

men have become a serious prob- 
lem in this Washington, D. C., 
|/suburb. Support for the plan was 
stimulated by the fact that a mur- 
‘der and _ several other serious 
‘crimes in this metropolitan area 
have been charged against so- 
licitors. 

Councilmen voting against the 
plan expressed doubt that the con- 
trol program would reach the 
“law evading” type of solicitors. 
They expressed confidence that 
the industry was aware of its 
problems and that the complaints 
reaching police were not caused 


—fastest developing, most diversified agricultural region in the nation! 


Ring! Ring! Ring! That’s our ‘cash register’ story of sales results in rural Okla- 
homa and Texas where farmers receive $7.50 out of every $100 of United States 
cash farm income from livestock and livestock products... 
every $100 of United States farm income from crops. . 
eleven tractors on United States farms... 
biles and trucks on United States farms. 


theBEST inthe Southwest isthe FarmerStockman! 


403,384 SUBSCRIBER FAMILIES 


Texas . 221,412 
Oklahoma 123,734 
Kansas . . 24,315 
Arkansas . 20,565 


OKLAHOMA C 


Missouri . 4,772 
New Mexico . 4,529 
Other States . 4,057 

TOTAL..... 403,384 


iTY, 


receive $10 out of 
. own one out of every 
own one out of every sixteen automo- 


Serving the Rural Southwest for 42 Years 


OKLAHOMA @ DALLAS, 


Owned ond Operated a The Oklahoma Publishing Company — The Daily Oklahoman, Oklahoma City Times 
Y ond WKY-TV — Represented by THE KATZ AGENCY, INC. 


by representatives of “legitimate” 
firms. 


NATION'S LARGEST TRADE TERRITORY 


BANK CLEARINGS 


IN EL PASO 
UP 578% 


Year 1952 $1,831 617,798. 
Yeor 1940 .... 270,160,127. 
GAIN T 1,561,457,671. 


“*You'll Sell More in a Market Which 
Earns More and Spends More'’ 


The ZF Paso Times 


An Independent Newspaper 
Morning and Sunday 


A Scripps-Howard Newspaper 
Evening 
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Reach, Mattoon 
and Yates Form 
New Parinership 


(Continued from Page 1) 
of William Esty & Co. and long- 
time agency consultant, will be 
executive v.p. 

Other top officials of Reach, 
Yates & Mattoon will be Francis 
R. Risley, currently a v.p., who 
will be executive v.p. and general 


F. R. Risley 


manager of the Newark office; 
Everett Sahrbeck, who continues 
as secretary, and Harold H. Black, 
remaining as a v.p. 


James Yates 


# In an exclusive interview with 
AA, Mr. Reach said the revised 
agency has added a new client: 
Macfadden’s True Story Women’s 
Group, formerly at Ruthrauff & 
Ryan. The first in a new series of 
ads for the group, prepared by 
RY&M, appears tomorrow in the 
Chicago Tribune, Wall Street Jour- 
nal and the New York Times (if 
the photoengravers’ strike is over 
and the Times has resumed pub- 
lication). 

It also developed at the inter- 
view that: 


e The new three-way partnership 
was formed with the help of Sid 
J. Schwinn, formerly a v.p. of 
Ruthrauff & Ryan and now a 
consultant, who 
acted as “a cata- 
lytic agent.” Mr. 
Schwinn “has 
known the prin- 
cipals for years 
and was instru- 
mental in getting 
us together.” 


e Chas. Dallas 
Reach was “not 
in any trouble— 
but times are 
going to get tougher for the agency 
business and goods are going to 
be a lot harder to sell; the new top 
creative talent will help make us 
a top agency.” 


S. J. Schwinn 


e The new setup makes an agency 
whose top posts are filled not by 
contact men but by creative men, 
a la Ted Bates & Co. and Sullivan, 
Stauffer, Colwell & Bayles, it was 
said. 


e “Positively no accounts’ will 
come to us from Dancer-Fitz- 
gerald-Sample.” 


e RY&M will be interested in food 
and drug package goods clients, 
but will ‘‘not run like crazy to get 
new business.” The first order of 
business will be to get staffed. 


e The agency will have offices 
here and in Newark, with the New 
York branch planning a move 
early in 1954 to large space in the 
midtown area. 

Mr. Mattoon, who has been at 
three agencies in 19 years, started 
in the mail room with Compton. He 
became copy chief nine years la- 
ter, and was elected a v.p. at the 
age of 31—Compton’s youngest v.p. 
Later he went to R&R, where he 
worked on Duz, from its introduc- 
tion in 1939 to 1950, and on such 
other Procter & Gamble products 
as Ivory soap, Oxydol and Crisco. 
He also handled Cheerios for Gen- 
eral Mills. 


Last Minute News Flashes Hazel Bishop Sues Raymond Spector 


Kupsick to Press Sokol Guarantees of Payment 


New York, Dec. 4—After weeks of “no comment” 


concerning its 


liquidation, J. R. Kupsick Advertising has issued a statement saying 
it has “personal guarantees covering all of the outstanding moneys on 
all of the accounts brought in by Nat Sokol [former account executive 


who says he is suing Kupsick for 


$100,000} and it is the agency’s in- 


tention to enforce payments under these guarantees.” President J. R. 
Kupsick said it was decided to liquidate the 22-year-old agency while 
it was still solvent because “we saw a storm brewing.” (See story on 


Page 1.) 


Peoples to Buy WGAR for $1,750,000 


CLEVELAND, Dec. 4—Negotiations 


for the sale of WGAI? Broadcasting 


Co. to Peoples Broadcasting Corp. for $1,750,000 have been completed. 
The sale is subject to FCC approval and ratification by Peoples di- 
rectors and WGAR stockholders. Peoples, a Farm Bureau Insurance 
Co. subsidiary, operates WRFD, Worthington, O.; WMMN, Fairmont, 


W. Va., and WTTN, Trenton. 


Long Island Daily Closes Down; Other Late News 


e The Long Island Star-Journal, Long Island City, ceased publication 


Friday when stereotypers refused 
the publishers of struck New York 


to cast mats of an ad prepared for 
City newspapers. A 10 a.m. meeting 


between representatives of the striking engravers and publishers broke 


up at noon with no settlement reac 


hed. (See story on Page 1.) 


-@ Harold F. Johnston, formerly assistant sales manager of the Heir- 


loom sterling division, has been named manager of publicity of Oneida 
Ltd. He succeeds the late E. B. Bedford. 


e Tempo will increase its cover price to 15¢ with the Jan. 11 issue, 
when it will also get four-color covers. The publisher, Pocket Maga- 
zines Inc., New York, will bring out a new pocket-size magazine about 


March 1. 


e Arthur L. Goebel, formerly eastern advertising manager of Trans- 


portation Supply News, has joined 
York office. 


Army Times Publishing Co.’s New | 


e Charles W. Reinhart has joined the New York office of James 
Thomas Chirurg Co. as an account manager. He was formerly adver- 
tising manager of the fixture division, Sylvania Electric Products Inc. that Foster could repay loans to 


for Diversion of Bishop Co. Funds 


New York, Dec. 4—An action 
charging Raymond Spector Co. 
with participation in an alleged di- 


version of the funds and assets of | 


Hazel Bishop Inc. has been brought 
by Miss Bishop, who holds 200 
shares of the corporation’s stock. 

Miss Bishop’s stockholder’s ac- 
tion—scheduled for trial in Su- 
preme Court late this month or in 
January—further charges waste 
and mismanagement of the Bish- 
op company’s affairs by (1) the 
Spector agency; (2) Raymond 
Spector, agency president and 
board chairman of Hazel Bishop 
Inc.; (3) the following officers of 
Bishop: Alfred A. Strelsin, presi- 
dent; Norman Jay, v.p.; Henry L. 
Sondheim, treasurer, and _ Bert 
Schwartz, purchasing agent; and 
(4) Product Enterprises Corp. 
(which is owned by Mr. Spector). 


-@ Among eight causes of action, 
|Miss Bishop charges that at one 
time Mr. Spector and Mr. Strelsin 
caused Hazel Bishop Inc. to ad- 
vance $36,000 to the Theodore W. 
Foster & Bro. Co., Rhode Island, 
‘in which Mr. Spector and Mr. 
|Strelsin allegedly have interests. 
The complaint charged that the 
advance came at a time when the 
Foster company was “financially 
/unsound” and was made in order 


|Mr. Spector and Mr. Strelsin. The 


e Linnea Nelson, formerly with J. Walter Thompson Co., has joined complaint added that the loans are 
Kudner Agency as television analyst, a new position. 


e Northern Trust Co., Chicago, has placed all of its advertising with 
Waldie & Briggs, which has been handling sales promotion for the | Spector and others formed Ray- 
company. J. Walter Thompson Co. previously handled Northern Trust |™ar Enterprises Corp., about Sep- 


media advertising. 


Mr. Yates left J. Walter Thomp- 


son Co. with William Esty to tors Club of New York, and honor- | 


found the Esty agency, and 
He is said to have had much to do 
with the changeover of the old 


Saturday Evening Post to its pres- | 


ent format. An advertising strate- 
gist who is said to have come up 
with solid copy themes for Ponds, 
Scott tissue, Camel and other prod- 
ucts, Mr. Yates has been working 
recently with agency people on 
new techniques and treatments for 
tv commercials. 

Mr. Reach, who founded the 


second president of the Art Direc- | 


;ary member of the National Soci- 
\ety of Art Directors and the Society 
of Illustrators. 


JOHN C. EVANS 


New York, Dec. 4—John C. 
Evans, 61, advertising manager of 
iH. W. Wilson Co., publisher of 
|textbooks, directories and refer- 
;ence works, died yesterday in his 
office following a heart attack. 

Born in Evansville, Wis., Mr. 


now uncollectable. 
It was further charged that Mr. 


‘tember, 1951, to produce the 


“Freddy Martin Show” on tv, 
sponsored by Bishop Inc. 

The latter, it was charged, paid 
/prices “in excess of the fair and 
jreasonable value...and in excess 
‘of what it would have had to pay 
|therefor, but for the unnecessary 
| intervention of Raymar Enterpris- 
| es.” 


| 


@ Freddy Martin and “Stop the 
Music,” both tv programs, were 
sponsored by Bishop Inc. in No- 
vember, 1951, when, it was charged, 
the client had no need for them 
and the company’s financial con- 


agency, said the present roster of Evans was graduated from the/dition did not warrant the spon- 
47 people will be expanded, but | University of Wisconsin and served sorship. This was done, the com- 


added that “we will make haste 
slowly.” He emphasized that “if 
we don’t get a single new account, 
we’re still going to be in business— 
and making money.” He added 
that “no vest pocket accounts are 
coming to us” as a result of the 
new agency name. 


Heyworth Campbell, 
Widely Known Art 


Counsellor, Dies 


New York, Dec. 4—Heyworth 
Campbell, 67, former art director 
of Macfadden Publications, Har- 
per’s Bazaar, House Beautiful and 
other national magazines, died 
Nov. 29 after a short illness. 

Born in Philadelphia, Mr. Camp- 


bell studied art there and then) 


joined the art department of the 
old Philadelphia North American. 

He then moved to New York and 
became an art editor of Every- 
body’s Magazine. In 1909 he joined 
Conde Nast Publications as art di- 
rector of House & Garden, Vanity 
Fair and Vogue. In 1927 he became 
an account executive at Batten, 
Barton, Durstine & Osborn, re- 
signing in 1929 to make a trip 
around the world. Upon his return, 
Mr. Campbell became art director 
of Harper’s Bazaar and later of 
House Beautiful and the Macfad- 
den publications. In recent years 
he was an art counsellor. 

He was honorary member and 


| in the Navy during World War I. 
|Following the war he entered the 
advertising business and then for 
a number of years was public re- 
lations director for the Chautaqua 
Institution in Chautaqua County, 
N. Y. He joined the Wilson organi- | 
zation in 1939 as advertising man- | 
ager. 

| A resident of Yonkers, he was a 
‘director and public relations chair- 
man of the Yonkers Citizens 
_Union, and a frequent contributor 
pw the Yonkers Herald-Statesman. 


'plaint alleged, so that the Spector 
agency “might receive substantial 
| commissions on the sums so paid, 
|}and in order that Raymar Enter- 
prises might derive profits’ as the 
|Martin show producer. 

Hazel Bishop Inec., it was 
charged, paid “exorbitant and ex- 
cessive” prices to Product Enter- 
prises Corp. for Hazel Bishop Com- 
plexion Glow. 

The defendants were further al- 
leged to have “fraudulently” 
transferred Hazel Bishop _ Inc. 


In AA’s Nov. 30 issue, B. W. Cor 
of wine consumption figures inte 
shown below correctly represent 


Corrected Beer, Wine Figures 


wine and beer markets during 1952. 


Beer Wine 
State (31-gallon) State (gallons) 
barrels 
New York .... 10,836,793 California 23,370,803 
Pennsylvania 7,873,471 New York ...... 21,624,784 
Illinois ....... 6,023,629 Pennsylvania 9,899,246 
California 5,661,688 Illinois .......... 8,292,071 
oe 5,631,322 New Jersey ..... 6,851,903 
Michigan ..... ee i re 6,110,013 
: Sar 4,122,381 Massachusetts 4,807,151 
New Jersey 3,727,159 Michigan ........ 4,749,133 
Wisconsin 3,039,323 Louisiana ....... 3,803,818 
Massachusetts BSBtstee TOMAR onset 3,624,388 
Total 10 State. 54,899,366 93,133,310 
% of U. 8S. Total 65.0% 10.5% 
U. S. Total .. 84,443,091 132,163,609 


rado’s staff transposed a column 
» the beer column. The statistics 
consumption in the ten leading 


|formulas, trade marks and other 
‘rights to Product Enterprises, 
which was used “as a vehicle to 
‘siphon off profits” of the Bishop 
company. 


@ Another cause of action said 
that since about May, 1950, the 
Bishop company paid “commis- 
sions, fees and other charges to 
Raymond Spector Co. which were 
unconscionable, exorbitant and 
larger than the customary rates 
and charges of reputable advertis- 
ing agencies.” 

Certain defendants, it was said, 
transferred substantially all cash 
balances from the Bishop com- 
pany to the Spector agency. The 
result, it was claimed, was that 
Bishop ‘cannot meet its debts as 
they mature and...is wholly de- 
pendent upon the _ [defendants] 
for its cash requirements.” 

Miss Bishop’s suit seeks an ac- 
counting on these and other charg- 
es and asks a receiver be ap- 
pointed to manage the Hazel Bishop 
business. (A suit by Miss Bishop 
against the Bishop company’s for- 
mer stockholders, making the same 
request for a receiver, was denied 
by the courts last year.) 


a In their answer, the defend- 
ants denied all the charges of 
“wrongful diversion’ and asked 
for a dismissal of the complaint. 
An affidavit filed by Mr. Spector 
objected to certain of the plain- 
tiff’s requests, pointing out that 
they are “further evidence of her 
bad faith, and attempt to pressure 
defendants into paying an exorbi- 
tant price for her minority stock- 
holdings.” 

Mr. Spector, who owns 92% of 
Hazel Bishop Inc., told AA today 
he was “no more concerned about 
the suit than an elephant would 
be about a pimple on his back.” 
He said the suit has “no merit,” 
and that it was “not brought in 
good faith.” 

He said the Spector agency’s 
agreement with Hazel Bishop Inc. 
is “in most respects” similar to all 
agency agreements, and that “we 
made no charges that we wouldn’t 
have made to anybody else.” To 
the contrary, he declared, the 
agency had not made certain 
charges against the cosmetic com- 
pany which it would normally. 


s He said that on several occasions 
he had offered to sell the stock 
of Product Enterprises Co. to Ha- 
zel Bishop Inc. for $1, and his of- 
fer was rejected. He said Hazel 
Bishop Inc. has “made over $1,- 
000,000” on the Complexion Glow 
product, which it buys from Prod- 
uct Enterprises. 

Miss Bishop’s suit, which was 
filed in March, 1952, is prompted, 
Mr. Spector said, by his refusal to 
renew a contract which gave Miss 
Bishop $43,000 between November, 
/1950, and November, 1952. Fur- 
‘ther, Mr. Spector maintained, the 
| suit is an attempt to force him into 
buying Miss Bishop’s 200 shares 
of Hazel Bishop Inc. He said that 
|in the past he had offered to sell 
Miss Bishop some of his stock in 
Hazel Bishop Inc., which she did 
not take. 


Industrial Marketers 
Plan Round Table Session 


Milwaukee Industrial Marketers 
Assn., Rockford Industrial Mar- 
keters and Chicago Industrial Ad- 
vertisers Assn. will sponsor an 
industrial marketing symposium 
‘at the Congress Hotel, Chicago, 
Dec. 14, with sessions starting at 
3 p.m. and continuing through 
dinner. 

There will be eight round tables 
on various industrial advertising 
and marketing subjects, plus a 
dinner talk by Raymond Moley, 
contributing editor of Newsweek. 
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Peabody Names Marsteller 


Marsteller, Gebhardt & Reed, 
Chicago, has been appointed to 
handle advertising for Peabody 
Coal Co., Chicago, coal producer 
and wholesaler. 


McGavren Opens L.A. Oftice 


Daren F. McGavren, radio and 
television representative, has op- 
ened a new office at 541 N. La Bua 
Ave., Los Angeles. Carl Schuele 
has been named general manager. 


Simmons Joins ‘Sunset’ 
Sunset Magazine has named 
Curtis Waldron Simmons adver- 
tising sales representative, with 
headquarters in Los Angeles. 


Paramount Mfg. to Rollins 


Paramount Mfg. Co., Stockton, 
Cal., has appointed John A. Rol- 
lins Advertising Agency, Stock- 
ton, to handle its advertising. 


British Government's TV Plan Wins 
in House of Lords After Hot Debate 


(Continued from Page 3) 
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the United States. They manage 
their affairs in a different way.” 


ARCHBISHOP’S PLAN 
STANDS GOOD CHANCE 
Lonpon, Dec. 3—The House of 


eral peers, said commercial ty Commons is expected to take up 


it did produce one new and inter- 
esting proposal 
bishop of Canterbury, an inveter- | 
'ate foe of commercial broadcasting. 


the commercial television question 
next week. 

Labor M.P.s will give the gov- 
ernment another rough time, but 


“meant that programs were de- 
termined by their selling value.” 
He added that many small and 
medium-size businesses might be 


from the Arch- 


'The archbishop suggested that if 


ruined by the high-powered com-) 


the Conservatives will not be as 


RALEIGH, 


7 'there must be television advertis- 
North Carolina ing, why not go whole hog and let 
cept advertising as well and thus 
benefit from this extra revenue. 


the British Broadcasting Corp. ac-| 


petition of their wealthier rivals. divided as they were in the House 

Lord Beveridge—of “Beveridge °f Lords. Tory M.P.s are not so 
Plan” fame—said it makes no dif-|48hast at commercial tv as the 
ference that sponsoring is pro- | Tory lords are. There will be few 
hibited, commercial tv “must be | —if any—defections from the par- 


Metropolitan Pop.: 136,450 
(U.S. Census 1950) 


First City in North Carolina 
for the 4th Straight Year! 


Per Family $61 82 


Income .. . 
(SM 5/10/53) 


Approximately ONE-THIRD of North Carolina's 
general business activity takes place in the 33 
County ‘Golden Belt of the South.'’ NOTE THIS, 
“A Schedule Buyers''—The News and Observer 
is the ONLY Morning-and-Sunday . Newspaper 
published in the entire area! The ONLY paper 
big enough to merchandise and do justice to your 
hard-hitting ‘‘A Schedules."’ 


117,496 Morning 


126,087 Sunday 
(Publisher's Statement itr 


News and Observer 


MORNING & SUNDAY . 
Raleigh, North Carolina 
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SYLVANIA 
ON THE WARPATH 


From the moment when 600 men registering in the lobby of 
Buffalo's Statler Hotel were startled by the war whoops of 20 
Indian braves in full regalia, until the Fifth Annual Sylvania 
TV and Radio Distributors’ Convention wound up three days 
later, attending distributors and factory personnel were ex- 
posed to a concentrated series of extremely active sessions. 


The full story of how Sylvania employed a three-phase 
campaign to introduce its new 1954 line to distributors, dealers 
and consumers is described graphically by Robert S. Neuser 
of Roy S. Durstine Inc. in the December issue of Advertising 
Requirements. 


ae The article explains the full complement of gimmicks which 
tk were used in each phase of the meeting to help produce the 
greatest possible enthusiasm among those responsible for 
wholesale distribution of the company’s line. The Indian theme 
was carried all through the convention, the 75 dealers’ sales 
meetings, which followed and right on to the consumer via 
advertising and sales promotional material. .. . Use of unusual 
devices to maintain interest—a paper tomahawk, headdress »* 
and tom-tom for everyone attending, Indian headgear for 
speakers, certificates of attendance, special films, novel sets 
and staging effects is told in detail. Also included is Sylvania’s 
checklist for planning and running a distributor meeting. 


Features like this, plus lead and supplementary articles in 
thirteen separate departments—each devoted to a specific, 
non-media phase of advertising—bring valuable “how-to” 
information to AR’s 21,000 readers. News of what's new, better, 
cheaper or different in the field of advertising production- 
promotion-merchandising are reported exclusively for those 


who plan and buy advertising supplies, services, materials 
and equipment. 
If you are concerned with activities in this field, you'll be 


interested in Advertising Requirements. 


now, | Advertising 

= Requirements 
Published by the publishers of 
ADVERTISING AGE and 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Hl. 
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‘of the House of Lords, 
thought 


_@ Lord Simon 
Labor peer and former chairman | 


(Under the government’s plan, a 
separate commercial system, regu- 
lated by the Postmaster-General, 
will be set up to compete with the 
BBC.) 

The archbishop’s proposal got a 


'cordial welcome from the govern- 


ment side. Lord Salisbury, leader 
said he 
“worthy of 


this idea 


future study.” 


® The debate—in which more 
than a score of peers spoke—was 
conducted with unusual ferocity. 
Lord Hailsham, opening the ses- 
sion on Wednesday, charged that 
advertisers would demand pro- 
grams which put people in the 
mood to buy their products. He 
said this would rule out discussion 
programs, which get viewers talk- 
ing and arguing among themselves. 
“That means they will not be in 
a very good frame of mind to buy 
toothpaste,’’ Lord Hailsham said. 
Lord Hailsham also argued that 
advertisers are not likely to sup- 
port good children’s programs, 
such as the kind the BBC has. He 
explained: “My children do not 


/buy the toothpaste in my family 


and I am afraid parents do not 
always listen to children’s pro- 
grams.” 


of Wythenshawe, 


of the BBC, said several trips to 


‘the United States had convinced | 


him of the “evil of the commercial 


'system in broadcasting.” He told 
'the Lards that the public corpora- 


‘is similar to the Federal Communi- | 
' cations 
and would be just as ineffective | 
‘as the Federal 


tion proposed by the government 


Commission in America 
Communications 
Commission in maintaining high 
standards. 

Lord Samuel, leader of the Lib- 


dominated by the people who pro- 
vide the whole of the money by 
which it lives. Money speaks.” 


'ty line. 
There is a good deal of specu- 
lation that the government is will- 


‘ing—for the sake of unanimity-— 


® The government stalwarts in 
the House of Lords rose to the 
occasion. They handed back this 
abuse with equal fervor. 

Lord De La Warr, the Postmast- | 
er-General, asserted that the op-| 
position to commercial tv is based | 
on “distrust of those engaged in| 
trade and commerce and of the| 
British people themselves.” He | 
told the Lords: “British tradesmen | 
and advertisers are not all un- | 
scrupulous. They have standards 
and methods of self-discipline. 
Must we assume that the best ap- 
peal to the people is through sala- 
cious indecency or horror?” 

Lord Salisbury wound up the 
government’s case with a caustic 
speech which provoked Lord Hail- 
sham’s final “You'll be sorry” re- 
'tort. Lord Salisbury said the critics 
of the government’s plan had pro- 
pounded a new moral principle, 
namely, that “revenue from ad- 
vertisements was entirely respec- 
table and indeed commendable in 
every sphere except on the air.” 


s The Conservative leader  pic- 
tured the opposition as a group of 
“sexagenerians, septuagenerians 
and octogenerians” seeking “to im- 
pose the dead hand of age on a 
|modification of the existing sys- 
tem of television.’”’ He pointed out 
| that the Gallup Poll has shown a 
majority of viewers to be in favor 
of this modification. 

Finally, Lord Salisbury reas- 
sured the peers that there is no 
question of bringing American tv 
to Britain. “There is no more 
chance of that,’ he said, “than of 
getting Sen. McCarthy or the Com- 
mittee on Un-American Activities. 
I am not criticizing the people of 


| WATERLOO DAILY 
_ COURIER 


CARRIED MORE 
LOCAL GROCERY 


LINAGE ... 
THAN ANY OTHER 


IOWA DAILY 


to accept a compromise plan along 
the lines suggested by the Arch- 
bishop of Canterbury. Such a 
|compromise would call for adver- 
|tising on both the British Broad- 
casting Corp. and the new public 
corporation, with the two systems 
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Industrial Equipment News is as 
functional and needful as a stee! 
girder. And its form reflects its use 


Here you will find each month the 
most complete obtainable collection 
of current product news stories and 
descriptions of industrial products 
in active demand. More than 1,000 
items of practical buying interest to 
63,000 product choosing officials in 
40,000 active, well-rated plants and 
buying offices in all 28 industries. 


IEN is used two ways: 1. When it 
arrives it is looked through for what's 
new; 2. It is referred to constantl ; 
as THE current summary of indu:- 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 


| TIE-INS IN 6195 INSERTIONS . . . proof our grocers are 

cooperative. You may have a copy of our tie-in report FREE 

on request to see how your products roted in our local gro- 

cery advertisements. 

| Here is .. prect thet this ts one of the Richest, « most 
Profite TEST MARKETS in the Mid-west ... A Market 
covered only by the Waterloo Daily and Sunday Courier. 

| Let our advertising on merchandising department show you 


whet can be done with your product. Write. 


Ory, Brooks A Finley Matcnet Adverts 6 ‘Represer tonwes 


trial product sources. The front- 


_ paged PRODUCT FINDING INDEX 
' shown here helps to make IEN tlie 


handiest and best patronized sour 
of buying ideas. 


’ | In buying for and selling to industr 
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National Nielsen Ranking of Radio Shows 
Week of Oct. 18-24, 1953 


1953 


Thatcher Glass Names Pollock 
Franklin B. Pollock, president of 
Thatcher Glass Mfg. Co., Elmira, 


- TELL AND SELL YOUR STORY 
WITH GENUINE PHOTO sRAPHS 


i N. Y., has been elected chairman is abate ea oe Cares 
i i ; of the board and chief executive ures— 
All figures copyright by A. C. Nielsen Co. _ eifieer, effective jan. 1. F. THE GROGAN PHOTO COMPANY 
Current Homes* FS Rodewald, executive v.p., will as- 1275 N. Bahls St., Danville, Tlinois 
Rank Program (000) sume the presidency at that time. [RIMIMIMIRaaR ws. an . 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS Both have been in their present [ijiii.A.AA\A«.///.in/.///naers ; 
+ ae , y+ itions for the past ten years 
1 SOL SGD. PONNIIIE IRIE SINR g GIIERD sicaescsvccncovssicesscsinsciistesssanenooberqents 4,476 positions for the past ten years. 
2 Jack Benny Show (American Tobacco, CBS) ..........cccccccsccesceeeereeeeseeenees 4,252 
3 On NI I nA acetate suzecscesiksticavedsdpaed idsicasnienseationtussectmabntacte 3,491 
4 PIN IAN TMU GING GD a cascie issicanscccccscssensscnsetscenscsssacconsesvsacencens 3,357 
5 You Bet Your Life (DeSoto-Plymouth, NBC) oo......cccccccccccesscesseeeeesteeenees 3,267 
6 Bir. Be ARR: PRR CE OD irasecicvcnsicsctsiisscinscissscscoctcssssessansaveenss 3,178 | 
7 Railroad Hour (Assn. of American Railroads, NBC). 0.0... 3,178 
8 EE MeN, ID aici rs casassandivcsteedsncisiansicciansivatenssrnenese 3,088 
9 ne FS Ie Cry TUNED scars cross cen sssnccessncsssaserserenscsosiocossncnetiaseene 3,088 
10 COTS TTI Se CR, CD aasccssctsccccncnsanceeTecrccessiaassecsisnric 3,088 | : 
Br — | MANNING B. BROWN, since 1951 a mem- 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,208) ber of the New York sales staff of Adver- 
1 News of the World (Miles Laboratories, NBC) ..................c.cccccceeseeeee 2,641 tising Age, has been appointed eastern 
2 One Man‘s Family (Miles Laboratories, NBC) ............cccccccccsseeseeeseeeees 2,596 advertising manager of Transportation Sup- 
3 Gabriel Heatter (American Home Products, MBS) ................:ccccc0008 1,925 ply News, New York. 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,790) 
1 Arthur Godfrey (National Biscuit, Tues. & Thurs., CBS) ...........00005 3,401| Hawkins Named Chairman 
2 Romance of Helen Trent (American Home Products, CBS) ................ 3,043 : : irec * 
3 Arthur Godivey (Ligmett &: Myers, CBS). ciccccccccsiscsscccsesscssccsssesecessnesecs 3,043 hgh nay. borg To. 
4 Arthur Godfrey (National Biscuit, Fri., CBS) .........ccccccccccccsescescseseeees 2,999 peka Kan. has been appointed 
5 Pe SII, ED sesia toc sercessed crensecsanssiciactarsisrseyerviseninannnt 2,909 | chairman of the marketing com- 
6 Wendy Warren & the News (General Foods, CBS) .............c:cccceeeceee 2,864 | mittee of the Agricultural Pub- 
7 Aunt Jenny (Lever Bros., CBS) ........0.00..0. sauibakeconesaceuus banat shaping Cannel 2,820 | jishers Assn. 
8 CE GI PURI, COD) ciccscssiicsesscsssccccsstcasnasscavonscoadaasavene 2,775 
9 RE SE, CR ME isin cisisicitsrsacpdtincssircstiacionmiaeons 2,775 
10 RN CPTI» IID. ctctdascsipchscaviccisvesasssnssdehonusatcscatasaxdninonscaontaiseencees 2,641 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (581) or a res approac aa 
1 Greatest Story Ever Told (Goodyear, ABC) ..........ccccccccscessesseceeseeeeees 1,164 
2 Lemmy Ree Shaw CF. Ti WOO, CARB) cscccciicsscsccssncesscncccnscrcesecosssostenseas 1,074 
3 WG. F.. FRRMNORN: COVES WABIRTE, GIG) ois cissessssccsccsascssecesscscsvescescnsces 1,074 use 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,074) 
1 Stars over Hollywood (Carnation, CBS) .........ccccccccccsseseesesceeeesseeeeeesees 2,820 | 
2 TRIO GE TOG CRMIICRI, TIED csseiissiesssciencceccesiseresssveccinesiesenecenses 2,551 | 
3 Bill Shadel & the News (Campana, CBS) ..........cccccccscesseeescesseeeseecseeenee 2,014 


*The percentage of homes reached (‘’Nielsen-Rating’’) may be determined by comparing 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U.S. 


radio homes. 


SWITZER 


sharing income from license fees 
and time sales. Under this setup 


advertising revenue would be lim-| 


ited to something like 30% of total 


income, thereby meeting objections | 


of “advertiser domination.” 


# But Labor will have to make the 
first move in this direction. If the 
Socialists continue their all-out 
opposition, the government will 
stick by its White Paper proposals. 

If this resolution of differences 
comes off, it will mean a further 
weakening of an already over- 
cautious 
ment’s White Paper, with its strin- 
gent controls on advertising, has 
been far from delightful reading 
to potential advertisers. A. O. 
Buckingham, managing director of 
Young & Rubicam Ltd., has been 
one of the few persons to state 
this disappointment publicly. 


program. The govern-| 


Mr. Buckingham told World’s 
Press News that the advertiser, “as 
usual,” is being forgotten and) 
abused. He is threatened with. 
“government censorship” and at 
the same time asked to support 
the new commercial system. Mr. 
Buckingham said the plan could 
easily fail because of non-support 
by advertisers. 


Sheridan to Polk & Co. 


Laurence F. Sheridan, formerly | 
art director in the Detroit office | 
of Geyer Advertising Agency, has 
been named art director of the 
direct mail division of R. L. Polk 
& Co., Detroit. 


WSBA Appoints Doty 

Clarence L. Doty, formerly with 
Edward Petry & Co., radio-tv sta- 
tion representative, has been) 
named v.p. and general manager 
of WSB3A (am, tv), York, Pa. 


DAY-GLO dy 


Great Goethe said, 
‘In der Kunst ist 
das Beste gut genug”’ 


‘4In the arts 
the best is 
good enough.” 


This applies to 
engravings in 
the advertising arts. 


Collins, Miller & Hutchings, Inc. 


America’s Finest Photoengraving Plant 


Switzer DAY-GLO Daylight Fluores- 
cent Colors—the Brightest Colors in 
the World—give you a fresh approach 
to an old problem—the problem of 
getting and holding your prospects’ a 
attention, a 
Switzer DAY-GLO Daylight Fluorescent 

Colors—because they're so much brighter 

—visible so much farther than the 

brightest of ordinary colors—make 

people look and read and buy! 


May we show you what they'll do for 
your billboards, car cards. displays, direct 
mail, inserts. labels, packaging, posters. 
streamers? Write today! 


SWITZER BROTHERS, INC. 


“THE FIRST NAME IN FLUORESCENT COLORS” 
4732 ST. CLAIR AVENUE - CLEVELAND 3, OHIO 
VY In Canada: Stondard Sales Co., 4097 Madison Avenve, Montreal 28, Quebec 
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House Beautiful 


reaches the people with more money for less money! 


People with more money to spend can afford to buy more of 
whatever you are selling. 


Nine out of ten copies of Housk BEAUTIFUL go into the top quarter of the 
nation’s families who have 50% of the disposable income of the country.* 


We don’t know of ANY other national consumer magazine exclusive of 
business publications that can match Housr BEauTIFUL’s low cost of 
delivering families with incomes of $10,000 per year and over. Do you? 


Yes, HousE BEAUTIFUL readers are women AND men who have and 
spend. This has caused top-flight executives from varied industries (not 
just home furnishings) to state publicly that it pays to be a REGULAR 


*Federal Reserve Board's 
Survey of Consumer Finances, 1953 


House BEAUTIFUL advertiser. (We'll gladly send you our collection of 
these executives’ statements. Just off the press.) 


“It pays to be a REGULAR House BeauTiFut advertiser” because, to a 
uniquely successful degree, House BeauTiFuL sells both sides of the 
counter. According to published statements more people in the retail 
trades subscribe to Housk BeautiruL than ANY other consumer maga- 
zine—over 50,000. (We'll also gladly send you our new analysis of our 
trade circulation. ) 


Yes, whatever you are selling it will pay you to be a REGULAR House 
BEAUTIFUL advertiser. So give your product or service the opportunity it 
deserves, expose it to both sides of the counter by sending in your order 
for 1954 space to House BEAuTIFUL — today. 


“hae 
House Beautiful 


MAGAZINE 


572 MADISON AVENUE, NEW YORK 22, N. Y. 
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